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NATIONAL NEWSPAPER OF MARKETING 


McCann Adds 
$2,000,000 NR, i | at nto 
Tums Account 


‘Not Dissatisfied’ with 
D-F-S, R&R, Client Likes 
McCann Merchandising 


Sr. Louris, June 18—The Lewis 
Howe Co., maker of Tums and 
Nature’s Remedy, announced today 
that McCann-Erickson is its new 
agency, replacing Ruthrauff & 
Ryan (Tums and Nature’s Rem- 
edy), and Dancer-Fitzgerald-Sam- 
ple (Tums). R&R and D-F-S 
shared equal billings on Tums. 

D-F-S and R&R theoretically | 
split the billings according to me- 
dia. In the past two or three years, 
D-F-S handled network television 
and magazines, while R&R got 
newspapers and spot tv. 

Before that, R&R handled all 
print and D-F-S all broadcast. 


ANGE JUKE 


TESTIMONY—Atherton W. Hobler, 


R&R or D-F-S. Both have handled 


Howe advertising for nearly 20) 

# The Howe company reportedly | years. Howe officials reportedly | 

invested nearly $2,000,000 in ad- were divided between R&R and 

vertising last year. The account| p-F-S, and also were impressed by 

will be handled by McCann’s the large merchandising force that | 

Chicago office. |McCann has in the field to service 
James Howe III, advertising | the Coca-Cola account. 


manager of the 


company, told| The only item of business still 
ADVERTISING AGE that McCann) ynsettled is the future of C.L. 
would take over the account ap-| Miller Co., New York, which has | 


proximately Sept. 1. Company 
officials decided to consolidate the 
account into one agency, he said, 
and they were impressed _ by 
McCann's presentation. 


handled some test campaigns for | 
Nature’s Remedy since Jan. 1. “We| 
may continue with Miller, but this | 
has not yet been decided,” Mr. 
Howe told AA. Nature’s Remedy 
advertising represents a minuscule 
portion of the company’s total ad 
budget. + 


Marketers Must Be Scientists as Well 
as Artists, McLean Tells AMA Confab 


® He added, however, that the 
company was not dissatisfied with 


Florida Citrus to 


TV, Less Radio 


Marketing’s Crucial Role , McLean, vp of Continental Oil 
Co., told the nation’s marketers 


in Economy Keynotes 20th here today. 
Annual AMA Convention | Keynoting the 20th annual meet- | 
ing of the American Marketing| 
Detroit, June 20—The inten-|45Sn. here, he told nearly 800 
sifying pressures now building up delegates that “a new and major 
on market management work will emphasis s being placed “poe the | 
require market men to work in- strategic, tactical, planning and 
creasingly as scientists as well as | analytical aspects of the market-| 
artists in their field, John G.|!"8 manager's work. 
“In dealing with these matters,” 
—————= | he said, “it will be necessary for 
bal our marketing manager to set some 
Cinzano Leaves new standards for himself and his 
| organization” in viewing the over- 
all cost, profit and investment 
| picture. 
The scientific work necessary to 
meet these problems adequately, | 
he said, will be in addition to his 


as that part of marketing work 


Adams Agency 
dealing with public opinion and 


Jergens Shops for Orr 
Successor; National | human values. 


Guard Decides to Stay —_= In a discussion of the modern 
,marketing man’s new responsibil- 

New York, June 21—Robert W. | ities, Mr. McLean asserted that 
Orr & Associates has lost its third those responsibilities must now) 
account in as many weeks. include defense against political | 
Preceded by the Andrew Jergens | attacks on business organizations, 
Co. and air express division of | government intervention and con-| 
Railway Express Agency, Cinzano/|trols and long-standing public | 
Inc. left the agency and appointed misgivings about the motives of 


(Continued on Page 101) (Continued on Page 97) 


|as needed during the season. 


‘Consolidation’ 


Despite Loss of 
$4,000,000 in Billing, 
Durstine to Carry on 
New York, June 19—Another | 


count for a medium-size agency, 


as Seagram pulled its V. O. and 


out of Roy S. Durstine Inc. 
Effective Sept. 15, the account of | 


P. 0. Economizing 
May Hit 2nd, 3rd 
Class Mail Users 


Congress Moves Ahead 
on Emergency Funds but 
Urges Some Service Cuts 


& Bowles’ 
executive committee, shows proposed orange juice ad to members 
of Florida Citrus Commission. 


chairman of Benton 


Use More Print, 


WASHINGTON, June 


First Sell Commodity, 
Then Specific Products, 
B&B’s Hobler Explains 


LAKELAND, FLA., June 21—The 
$4,000,000-plus advertising pro- 
gram for Florida citrus products 
will lean heavily on a _ nutrition 
and health story in the 1957-58 
season, as the result of Florida Cit- 
rus Commission action in adopting 
proposals of Benton & Bowles Inc. 
here last weekend (AA, June 17). 

The tentative advertising budget 
is the biggest in the 22-year history 
of the commission, with $4,000,000 
set up for media and another $400,- | 
000 in reserve, presumably for use 


| Office 


lishers and other business 
users. 


day to give Postmaster General 
Arthur Summerfield most of the 
emergency funds he has asked to 
assure ample operating funds for | 
the fiscal year beginning July 1. 


s At the same time, however, the) 
committee called on Mr. Summer- 
field to press ahead on a number | 
of important changes designed to | 
hold down the department’s oper- 
(Continued on Page 101) | 


Television and print allotments 
were the big gainers as the budget 


(Continued on Page 100) | 


Last Minute News Flashes 


Buchanan Resigns Tidewater Oil 

New York, June 21—Buchanan & Co. today resigned the Tidewater 
Oil Co. account, effective immediately, but it will complete outstand- 
ing contracts. In San Francisco, Tidewater told ADVERTISING AGE that 


21—The | year, 
threat of an immediate drastic cut|prices of their brands, 
in postal service all but vanished | took a somewhat heavier bite than 
this week, but key congressional | most. V. O. was raised in price to 
leaders continued to press for Post | | $6. 45 a fifth in the New York mar- 
curtailments which could | ket; 
be costly and troublesome for pub- | cautiously; 
mail| The 15¢ difference may 
| significant, but retailers say Cana- 
Prospects of major service cur-| dian Club has been increasing at 
tailments faded as the House ap-| V. O.’s expense. 
propriations committee decided to-| V. O. 
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Seagram Shifts Brands 
to WL from Durstine 


|the Seagram company will be con- 
|solidated at Warwick & Legler, 


which already has Seven Crown, 
Kessler, the Seagram institutional, 
and Pedigree bourbon. 

The V. O. and gin business is 


long-standing agency-client rela- lestimated at around $4,000,000. 
tionship, and another soupbone ac- | Durstine’s total billing in 1956 was 


estimated at $7,000,000 by Apver- 


went out of the window this week | TISING AGE. 


The Durstine agency issued a 


Golden Ancient Bottle gin brands | Statement that it would continue 


in business. 

The Durstine agency had been 
on the Seagram account for 15 
years. In the process it had built 
V. O. to not only the largest selling 
Canadian whisky in the U.S., but 
also to the biggest imported seller. 
It was responsible for the reintro- 
duction of Seagram’s Ancient Bot- 
tle gin when the item was put on 
the market again after the war. 


s The general picture of the Dur- 
stine brands is this: 


e V. O. sells somewhat more than 
2,000,000 cases a year, and prob- 
ably leads its rival, Canadian Club, 
but close to 300,000 cases. Last 
when distillers bumped the 
Seagram 


Canadian Club moved more 
it sells at $6.30 a fifth. 
not seem 


Nevertheless, 
is the top brand and has 
(Continued on Page 100) 


Otis, McAllister 
Looms as Major 


Coffee Marketer 


Erstwhile Supplier 
Expands Production 
Setup, Acquires Brands 


New York, June 21—Otis, Mc- 
Allister & Co., leading San Fran- 
cisco coffee broker, appears to be 
making a mighty effort to establish 


whatever agency handles its account “its main office must be located | jtsel¢ as a marketer of brand name 


in Los Angeles as of August, ’58.’”” The company is moving its head- 
quarters at that time. 


M.B. Scott Breaks With R&R: Reopens Own Agency | 


Los ANGELES, June 21—M. B. Scott has reacquired his stock in the | 


and R&R. R&R acquired the Scott company three months ago (AA, 
March 4). 


MPA Will Weigh Report on MAB Merger 


New York, June 21—The executive committee of the Magazine 
Publishers Assn. will meet June 26 to consider a report on the pro- 
posed merger of MPA and the Magazine Advertising Bureau. The re- 
port has been submitted by a special MPA-MAB committee on adver- 
| tising, headed by Reginald Clough, of Reader’s Digest. Final word on 
the merger may not be forthcoming till July 10, when the MPA 
board is scheduled to meet. 


(Additional News Flashes on Page 101) | 


“artistic” work, which he defined| M. B. Scott division of Ruthrauff & Ryan and will again operate his with its customers by 
own agency, M. B. Scott Inc. Mr. Scott said he was “disappointed in | regional coffe 
the wide variance and the concept of policy” between his organization ithe country. 


coffees. 

As the largest importer of green 
coffee into the U.S., Otis, McAllis- 
ter supplies many roasters. It now 
seems ready to go into competition 
buying up 
e companies all over 


ADVERTISING AGE was unable to 
determine—the decision may not 
even have been made—whether 
the company plans to base its 
marketing program on promotion 
of its subsidiaries’ brands region- 
ally, or whether it will go nation- 


al, marketing under a_ single 
brand. 

The emerging vertical coffee 
|organization reportedly is being 


(Continued on Page 97) 
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Split Run Test in Milwaukee Shows: 


R.O.P. Color Pays Its 
Way-and Then Some 


NAEA Gets First Peek 
at ‘Journal's’ Readership 
Study of B&W, Color Ads 


Mackinac Is_Anp, MIcH., June 
18—Run-of-paper newspaper color 
advertising not only gets substan- 
tially greater initial attention from 
newspaper readers, but in addition 
it has important bonus values in 
terms of long-time retention of the 
message. 

That is the gist of a report made 
to the Newspaper Advertising Ex- 
ecutives Assn. summer meeting 
here today by R. K. Drew, adver- 
tising manager, and Norman Sauk- 
erson, general advertising manager, 
of the Milwaukee Journal, 

The report detailed results of a 
split-run study of 24 identical ad- 
vertisements appearing in b&w and 
in color in the April 3, 4 and 7, 
1957, issues of the newspaper. The 
study involved 3,600 personal in- 
terviews made by the staff of Pub- 
lication Research Service in 12 sep- 
arate samplings of Journal readers 
—one group of interviews being 
made the day after the ads ap- 
peared and the other (to study 
“retention value”) being made five 
days after the ads appeared. 


s Highlights of the study showed: 

On the average, the 24 ads 
tested delivered 67% more 
male readership when run 
in r.o.p. color than the iden- 
tical ads secured when pub- 
lished in black and white. In 
terms of female readership, 
color secured 44% more 
readership than b&w. 

In the case of six retail 
ads, color secured 33% more 
readership by men, and 30% 
more readership by women, 
than the identical ads in 
black and white. 

For the 18 “product” ads 
in the test (the equivalent of 
national advertising) the 
difference was greater—a 
77% plus for r.o.p. color in 
the case of men, and a 55% 
plus for color with women. 


® These are the figures for next- 
day readership. In terms of “reten- 
tion value”’—ability to remember 
seeing the advertisement five days 
after its appearance, the advantage 


Now you can have this 


of color over black and white was 


even more sensational. The figures: 

For all advertisements 
studied, retention value of 
r.o.p. color over the identical 
ads printed in black and 
white was 125% for men 
and 67% for women. 

For the retail ads, r.o.p. 
color’s advantage was 56% 
for men and 49% for women. 

For product or general ad- 
vertising, the advantage of 
color was 143% for men and 
71% for women. 


® The study was the largest, and 
probably the most significant, yet 


(Continued on Page 44) 


SALESMAN—Hubert, a cartoon per- 

sonification of the service station 

operator, is being used by Willard 

storage battery division to help 

promote its new Porta-Pak. Mel- 

drum & Fewsmith, Cleveland, is 
the agency. 


Old Presentations Don’t 
Fit Problems Faced by 
‘Unknown’ Car, He Says 


MACKINAC ISLAND. MICH., June 
18—-The Ford Motor Co. must cap- 
ture a share of the car buyers’ 
minds for its new Edsel line be- 
fore it can get a share of the mar- 
ket. And this must be done 
through advertising. 

This credo was advanced today 
by Robert F. G. Copeland, assistant 
general sales manager, Edsel di- 
vision, in a talk before the News- 
paper Advertising Executives Assn. 

The five major things that ad- 
vertising must accomplish for Ed- 
sel, Mr. Copeland said, are (1) 
make people familiar with Edsel, 


the status scale, (3) tell people 
what Edsels cost and help Ford 
select its market, (4) demonstrate 
what the new cars can do, and 
(5) make the Edsel become real. 


® Because the new line will make 
real “news,” Ford has an excel- 
lent chance to win friends and 
make new owners, “if we don’t 
louse it up in our advertising ap- 
proaches, and if we don’t try to 
‘overdo’ it or ‘press’ a good thing 
too far,” Mr. Copeland said. He 
added that the company doesn’t 


2) tell them where Edsels fit in| 


Be Sensitive to Brand-Launching Ad 
Needs, Edsel’s Copeland Tells NAEA 


intend to make that mistake. 
Forecasting that passenger au- 
tomobile ownership levels would 
reach about 67,000,000 by 1965, 
Mr. Copeland pointed out that 
sales have been rising in the me- 
dium-price car field because of 
changing car marketing patterns. 
Sales in the medium-price field 
a few years ago accounted for less 

(Continued on Page 99) 


New York, June 19—Drug and 
toiletries manufacturers, with a 
total 1956 consumer advertising 
expenditure of $416,835,000, con- 
stitute the nation’s second largest 
advertising group, according to the 
current issue of Drug Trade News. 

Only the food and grocery fields, 
with an expenditure of slightly 
more than $1 billion in 1956 con- 
sumer advertising, exceeded this 
figure, according to the business 
paper. 

Included in the analysis are all 
brands spending more than $15,000 
in advertising and promoted in 
three or more markets during 1956. 
More than 30 product categories 
are covered with brand-by-brand 
expenditures in general and farm 


beautiful 


eno: ‘57 FORD 


Custom Tudor Sedan 


*g70.... | | 


We can heip you start enjoying big-car fun now 
with this fine new ‘57 FORD 


SEE YOUR NEAREST MILWAUKEE COUNTY FORD DEALER 


DO WELL IN TESTS—The Wheaties and Ford ads shown 
here did extremely well in the Milwaukee Journal 
test of r.o.p. color vs b&w newspaper copy. The 


Wheaties ad got 48% readership 


its b&w state, and jumped to 73% when identical 


copy appeared in color. The Ford 
male readership in b&w, 48% in 


the addition of color, ads were identical and ap- 
peared the same day, in split runs. 


Join the other 
ning folks 


yen 


among women in 


ad attracted 26% 
color, Except for 


Advertising Age, June 24, 1957 


At Home Furnishings Market... 


Home Furnishings 


Sales, Attendance Off; 
Furniture Group Sees 
New Show Pattern by ‘59 


Cuicaco, June 19—Growing im- 
portance in the home furnishings 
industry contract business—for in- 
teriors in offices, hotels, restau- 
rants and similar places—was in- 
dicated here in the first week of 
the summer International Home 


N.Y. Fails to Enforce 
Insurance Ad Laws, 
FTC Examiner Says 


WASHINGTON, June 19—In a de- 
cision recommending a cease and 
desist order against advertising of 
the Commercial Travelers Insur- 
ance Assn., Utica, a Federal Trade 
Commission hearing examiner to- 
day complained that New York 
state neglected to enforce its own 
laws patrolling insurance adver- 
tising. 

Hearing Examiner Loren H. 
Laughlin said Commercial Trav- 
elers used newspaper and maga- 
zine advertising to sell by mail 
order throughout the country. 

“Despite the fact that New York 


| 


| (Continued on Page 68) 


insurance commissioners have had 
power for nearly 10 years to ap- 
prove advertising prior to its use, 


Drug, Toiletries Ad Spending 2nd Only to 
Food Field's in ‘56, ‘Drug Trade News’ Says 


|magazines, newspapers, supple- 
| ments, network and spot television. 
Spot and network radio are not 
measured by brands. 


s The media breakdown is report- 
led as follows: Network television, 
$142,500,000; spot tv, $76,506,000; 
magazines, $75,303,000; newspa- 
pers, $49,302,000; network radio, 
$24,460,000; spot radio, $21,606,- 
000, and newspaper sections, $20.- 
617,000. 

Drug Trade News estimates that 
an additional $5,000,000 was spent 
for outdoor, car cards, movie trail- 
ers and other kinds of consumer 
advertising. 


8 The compilation is based in part 
on advertising data published ear- 
lier by the Bureau of Advertising, 
American Newspaper Publishers 
Assn., Publishers Information Bu- 
reau and the Television Bureau of 
Advertising. 

A similar brand-by-brand ana- 
lysis of 1956 consumer advertising 
expenditures by food and grocery 
| manufacturers will be published 
| June 24 in Food Field Reporter, 

also published by Topics Publish- 
| ing Co. # 


Are Stepping Out- 


into Business Interiors, Says Whitney 


Furnishings Market. 

The contracting business is be- 
coming so important, according to 
Interiors publisher Charles Whit- 
ney, that the term “home furnish- 
ings industry” has become a mis- 
nomer. 

“It is now really the interior fur- 
nishings industry,” he said. “This 
contract field is becoming the big- 
gest factor in sales gain that the 
industry has ever known.” 

Some furniture and fabric firms 
report their contract business to- 
day is now over 60% of their total 
volume; 
400% above the level of five years 
ago, Mr. Whitney said at a press 
luncheon. 


® Reports on sales after the first 
few days of the summer market 
ranged from “spotty” in the furni- 
ture lines to what was termed 
“distinct failure” in the appliance 
field. 

Merchandise Mart officials said 
their registration figures set an 

(Continued on Page 99) 


Dant Sets 15% 
Price Slash Drive 
in New York State 


BuFFALo, June 19--A 15% con- 
sumer price cut in New York 
state on its nationally distributed 
VSR Three Feathers. blended 
whisky, effective during July and 
August, was announced here this 
week by Dant Distillers Co. 

At a press conference held 
aboard a private company plane, 
Newton Kook, president of Dant, 
said the retail price of VSR Three 
Feathers would drop 91¢, while 
pint prices would be reduced 30¢. 

In reviewing liquor price trends, 
Mr. Kook pointed out that blended 
whisky prices were raised gener- 
ally by the industry about 7.5% 
in January, and VSR Three Feath- 
ers went along with this increase. 


= “Today’s action not only puts 
VSR Three Feathers below last 
year’s price, but substantially be- 
low its historic price position in 
the market,” he said. 

Mr. Kook emphasized that this 
is a special summer promotion 
and is a key part of Dant’s pro- 
gram to become “the house with 
a leading brand in each major 
whisky classification.” 

Mr. Kook said that Dant plans to 
spend more than $250,000 during 
the next two months to acquaint 
the public with the 91¢ saving. 
The campaign calls for large- 
space insertions in 50 major dai- 
lies in the state. The promotion 
will be supported by trade journal 
advertising, a heavy direct mail 
campaign and a strong point of 
sale program, he said. # 


Marsteller, Rickard Offers Farm Equipment 
'Clients New Service—Farm Editors’ Forum 


Byron EASTON’s FARM, June 18 
|—Marsteller, Rickard, Gebhardt & 
| Reed, Chicago, has come up with a 
new agency service for those of 


*\its clients interested in the plump 


($1.5 billion predicted for 1958) 
farm operating equipment market. 

The service is an agency-pro- 
duced, five-client press party 
called the Marsteller-Rickard 
Farm Editors’ Forum. The first 
of these “probably-once-every- 
couple-of-years” events was held 
today on a 240-acre farm near 
Rockton, Ill. It consisted of five 
Marsteller clients showing-off their 
new products to some 50 editors of 


the agricultural business press, 
radio and tv. 


® Logic behind the “co-op press 
party” is two-fold: 

1. Of the five participating cli- 
ents, none is large enough to af- 
ford profitably to put on such a 
spectacular alone—cost of the fo- 
rum was estimated at somewhere 
between $8,000 to $10,000, not in- 
cluding the time and effort on the 
part of the agency and clients. In- 
cluded on this price tag were room 
and board at the Wagon Wheel 
Lodge, renting the farm, transpor- 

(Continued on Page 102) 
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Advertising Age, June 24, 1957 
Civil Action Seen 


in ‘K.C. Star’ Case 
after Court Edict 


Supreme Court Bases 
Anti-Trust Ruling on 
‘Monopolistic Intent’ 


WASHINGTON, June 19—By re- 
fusing to review the criminal anti- 
trust conviction of the Kansas City 
Star, the Supreme Court let stand 
today a lower court decision which 
holds that combination rates for 
newspaper advertising can be re- 
garded as illegal if it is demon- 
strated that they are used to obtain 
monopoly power. 

The court’s refusal to review the 
case also clears the way for early 
trial of a civil complaint seeking 
to enjoin the newspaper from con- 
tinuing sales practices cited by 
the Department of Justice in the 
criminal case. Among other reme- 
dies, the government is asking the 
court to revoke licenses of WDAF 
and WDAF-TV, the Star’s radio 
and tv stations. 

In its petition to the court, the 
Star contended that the lower 
court’s reasoning on combination 


rates might be used against almost | 


any newspaper which tried to in- 
crease the size of its plant, cam- 
paign for greater circulation, ac- 
tively solicit additional advertising 
or to extend its business in any 
way. 


s The case represents the first 
test of combination rates since 


(Continued on Page 69) 


Goetz 


Salamon 


| cautious 


Townley 


PREMIUM—Executives of American Safety Razor Corp. discuss a new | 


| 


200-page “Automobile Handbook” which will be given free with $1 | 
sets of Gem flat top razors. Shown here are A. J. Goetz, ad mana- 
ger; Jay Salamon, sales manager, and Norman Townley, field sales 
manager. ASR will feature the offer on “Baseball game of the 
Week” (CBS-TV), beginning July 20, and on other tv shows. 


| 
| 


MINAKI, 
a “monster” which has been 
“babied, humored and spoiled” by 
advertisers and advertising peo- 
ple. 

This is what C. O. Hurly, vp in 
charge of sales, Chrysler Corp. of 
‘Canada Ltd., told 160 delegates 
|attending the annual conveniion 
|of the Canadian Federation of Ad- 
vertising and Sales Clubs. 

, Questioning the value of tv, he 


‘Stay Off Air and Be a Sensation’... 


_ TV Comic’s Lot Is Not 
Necessarily Happy One 


| 


u 


Advertisers, in Theory, 


|for tv sponsors? What caused so 
many top bananas to plummet from 


Like Comics but Fret over the Trendex elite to the ranks of 


Hold on Fickle Public 


By Maurine Christopher 

New York, June 20—“If the 
theory is true that appearing every 
other week is better than appear- 
ing every week, then once a month 
ought to be even better and once 
a year better still. With that theo- 
ry, if you don’t go on at all you 
ought to be a sensation”—George 
Burns in Life, April 15. 


e “No, we don’t have a single new | 


stand-up comedian on our schedule 
for fall, but if we did have a bright 
new one, I don’t think he would be 
hard to sell”—Merle Jones, presi- 
dent of CBS Television. 


e “We would be a little cold to 
the idea of buying a promising new 
tv comedian. If you get a good 
time and a comedy show that 
catches on, the other networks 
start slugging at you and take 
away a big part of the audience. 
Then you’re back in the same box 
—spending a lot of dough, but not 
getting enough audience”—Donald 


Stewart, advertising manager of| 


the Texas Co. 


e “We would recommend a bright 
new comedian to a client of ours 
if it looked as though he had 


: : : | 
enough material to sustain a series, | 


but I think most of the old ones 
will have to be content with guest 


spots for a while’—C. Terence) 


Clyne, vp, McCann-Erickson. 


= Why have comedians of the tra- 
ditional joke telling variety be- 
come such an unfashionable buy 


television’s unemployed? 

Don’t people want to laugh any- 
more? Has the public decided at 
this late date that such established 
funsters as Jackie Gleason, Sid 
Caesar, Ernie Kovacs, Milton 
Berle, Red Buttons, Jack Carter, 
Martha Raye, Jerry Lester, Ed 
Wynn, Jimmy Durante, Robert Q. 
Lewis, Buddy Hackett, Herb Shri- 
ner, Imogene Coca and Wally Cox 
,aren’t funny after all? 


| 
| 


| 


s Efforts to unravel these puzzlers 
produced one clear cut conclu- 
sion: Most people in the industry 
are convinced that the roots of the 
comedy crisis lie in lack of mate- 
rial. They say the comics would 
have run out of gas eventually but 


(Continued on Page 52) 


— 
oud ip 


CARL D. McWADE, formerly advertis- 
ing manager, has been named di- 
rector of the marketing services 
division of Skil Corp., Chicago. 


| TV Is ‘Monster—Babied, Humored, Spoiled’ 
by Admen, Chrysler's Hurly Tells Canadians 


OntT., June 18—Tv is} 


urged business and advertising 
men to take “a cold searching 
look at the somewhat ludicrous 
spectacle that we both present to- 
day.” He likened the business 
man to Sinbad, “blind as a bat, 
being led down to the sea by an 
(Continued on Page 72) 


FCC Postpones 
Target Date for 
TV Study 90 Days 


WASHINGTON, June 20—The Fed- 
eral Communications Commission 


acknowledged today that its net- 
work study group will require an} 
additional three months in which) 
to digest the information it has 
collected about the business prac- 
tices of the tv industry. 

The original target date set for 
the staff report when the investi- 
gation got under way early last 
year was June 30, 1957. But the 
FCC said today the processing and 
analysis of data are more complex 
than the staff had anticipated. In 
addition, there have been delays 
as a result of protracted negotia- 
tions, “as well as litigation oc- 
casioned by unanticipated resis- 
tance” from four tv program pro- 
ducers and syndicators (see story 
on Page 34). 

Collection of information and 
preparation of a report is being 
carried out by a special staff under 
the direction of Dean Roscoe Bar- 
row of the University of Cincin- 
nati Law School. When the report 
is completed it will be turned 
over to a committee composed of 
four of the seven FCC commission- 
ers. 

Action, if any, on the recom- 
mendations will be determined by 
the commissioners. 


s Meanwhile, the Senate com- 
merce committee failed to enlist a 
quorum Tuesday for a_ special 
meeting to discuss release of a re-| 
port on its own investigation of tv 
network problems. Text of a re- 
port drafted by Special Counsel 


Respondent in ‘Class’ 
List Calls 25¢ Fair Pay 
for One-Minute Effort 


New York, June 18—Once up- 
on a time there was a huge and 
successful bank, and it spent 
money on advertising. It wanted to 
find people with money—say 
$100,000 or more. It turned its ad- 
vertising to a light-hearted theme | 
about people with nest eggs, and 
its copy showed various opulent 
men chained to very large nest 
eggs indeed. 


The advertising was noticed.| 
People remarked on it. And the| 
officials of the bank’s| 
trust department began to remark | 


Named to Head Bill 
Bros. Publishing Co. 


New York, June 19—Following 
the death of Raymond Bill (AA, | 
June 17), Bill Bros. Publications | 
today elected John Hartman presi- | 
dent and Philip Salisbury chair- | 
man of the board, filling the posts | 
previously held by Mr. Bill. 

Mr. Hartman joined the com- 
pany in 1948, after working with 
Bacon, Hartman & Vollbrecht, an 
advertising agency in Jacksonville 
and St. Augustine in which he still 
retains an interest. He previously 
had been with United Press and 
Commercial Credit Corp. He has 
been vp and director of Bill Bros, | 
sales director of Sales Manage-| 
ment, first chairman of the com- 
pany’s board and chairman of the 
Bill Bros. policy committee. He is 
Mr. Bill’s son-in-law. 


Salisbury, Hartman | 
| 


® Mr. Salisbury joined the compa- | 
ny in 1928 after Bill Bros. bought 
Sales Management from Dartnell 
Corp. He had been vp and sales 
manager of Dartnell, and previous- 
ly was general sales manager of 
Ingersoll Watch. He has been a| 
member of Bill Bros.’ board and| 
policy committee, was its first | 
chairman of Bill’s board of editors, | 
and will continue as editor and 
publisher of Sales Management and 
as chairman of the executive com- 
mittee of Tide. # 


Chase Bank Ads May Be ‘Silly, But 
= Most Customers Like ‘em, K&E Finds 


gloomily that the bank appeared 
ludicrous in the ads, that it could 
not afford to seem absurd, and 
that it was being made to look 
silly by its own advertising. 

The words “silly,” “ludicrous” 
and “absurd” are harsh words in 
the austere vocabulary of banking, 
and Something Had To Be Done. 


# So Chase Manhattan turned to 
agency, 
study 


research. It asked its 
Kenyon & Eckhardt, to 


. | 

HASE | 
MaSriar res j 
— 


EGG RETURNS—Wafted on the wings 

of research, Chase Manhattan’s egg 

campaign resumes in the Aug. 3 

New Yorker, after research proved 
it dignified. 


what results its advertising was 
getting. Meantime, in January, it 
knocked off—or suspended, in the 
argot of finance—the advertising 
until it could be sure that its cus- 
tomers weren’t rolling around the 
counting room floor in paroxysms 
of glee. 

K&E asked The New Yorker if 
it could survey parts of the maga- 
zine’s subscription list. The New 
Yorker said no; that would be 
contrary to its policy. 

Then the agency—this was in 
April—took from its files a list of 
New Yorker subscribers who are 
also directors of the 100 largest 
corporations, and surveyed them. 

It was a quick job—only ten 
days were allotted to the mail sur- 
vey of a group of highly mobile 
executives, many with internation- 
al commitments. Interestingly, the 

(Continued on Page 48) 


Wilt Group Took No Part in NIAA Data File 
Project; ‘Not in Our Province,’ Wilt Explains 


New York, June 19—Harold J. 


nual meeting of NIAA members 


Kenneth Cox has been in the hands 
of Sen. Warren Magnuson (D., 
Wash.), the committee chairman, 
for several weeks. Despite two | 
forts to get approval by the com-| 
mittee during the past week, the| 
chairman has been unable to get 
a vote on whether the report 
should be released as a staff study 
or as a formal report of the com-| 
mittee itself. # 


Wilt, of J. Walter Thompson Co.,| here early last week, Ralston B. 
for the past eight years chairman | Reid, of General Electric Co., re- 
of the media practices committee|tiring chairman of the NIAA 
of National Industrial Advertisers _ board of directors, paid high trib- 
Assn., this week confirmed reports | ute to the work of Mr. Wilt and his 
that his group had no hand in any} committee in the development of 
stage of preliminary discussions or | adequate media data forms through 
in the final decision of the indus-| which business paper publishers 
trial advertisers’ organization to) might report pertinent information 
issue a bound file of business paper |to potential buyers of space. 

data at a cost of $600 to each “For eight years now,” said Mr 
participating publication (AA,| Reid, “in a quiet office in a quiet 


May 27, June 10, 17). |corner of one of the great 
Indicating that his committee & ot ond 


most respected advertising agen- 
functions as a policy group, rather|cies in America, a quiet, bespec- 
than as an operational unit, Mr./tacled man—one of the country’s 
Wilt told Apvertistnc Ace that outstanding authorities on media 
even had his committee been con-| selection—has been patiently giv- 
sulted, he believes it would have! ing of his time and wisdom, with 
refused to render judgment as to| his fellow committee members 
the advisability of the issuance of in trying to develop a media data 
such a file. form which . . . would give an 
advertiser . . . a better basis for 
« “The media practices commit-|the selection of media, 
tee had no connection whatsoever | 


“The gentleman I refer to is, of 
with the file,” he said, “since it| course, Harold Wilt, of J. Walter 


represents an operational matter | Thompson Co., chairman of NIAA’s 


which we do not consider to be | media practices committee and the 
within our province.” 


In presenting detailed informa- | 
tion about the project to the ane] 


form developed by his committee 
is known as the NIAA media data 
form,” Mr. Reid concluded. # 
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Grey Loves France 
Most: Wins Tourist 
Office’s Account 


New York, June 20—Grey Ad- 
vertising Agency will take over the 
Tourist Of- 


French Government 
fice account on July 1. 
The account, 


Bowles. 


Grey’s “strong art department” 
and “enthusiasm for the account” 
were cited as key factors, compen- | 
sating for the agency’s lack of trav-| tion director of the French tourist 
office, sent the following consola- | 
The account supervisor will be | tion letter to all of the losing agen- | 


el experience. 


which bills be- 
tween $250,000 and $300,000 a year, 
has been resigned by Benton & 


last December. 
vp 


| be the account executive. 


Wesley Associates. 


help in Muncie, 


Mr. Gailon Funk, President of Coca-Cola 
Bottling Company, Muncie, Indiana, Inc. 


says ‘The Muncie Star and Muncie Evening 
Press have been staunch friends of the 
Coca-Cola Bottling Company. Merchandis- 


ing support 


is always available and | 


heartily recommend the newspaper as a 
must for increased sales.” ... . 


National 


MUNCIE, INDIANA 
Representatives: 


Kelly-Smith Company 


John Kuneau, who joined Grey 
He was formerly} 
and director of Fletcher D. 
Richards Inc., working on the U.S. | 
| Rubber account. Edgar Peck will | 


s Grey was the victor in a com- 
petition entered by 42 agencies, 30 
of whom submitted written pre- 
|sentations (AA, June 17). Among | 
| the runners-up were Dowd, Red-| 
field & Johnstone; Gaynor Colman | 
Prentis & Varley; Mann-Ellis and | 


| 
Norman Reader, public informa- 


You, too, can get ebrectwue merchandising 


.- 


WILLIAM A. HAMMOND, formerly me- 
dia director of Grant Advertising, 
has been appointed advertising 
manager of the Plymouth division 
of Chrysler Corp., a post vacant 
since December. He will report to 
Louis T. Hagopian, ad and sales 
promotion director. 


cies: 

“All of us want to say thanks 
|for your interest in us as an ad- 
vertising account. Your willingness 
to show us your capabilities, plus 
your patience during the period of 
evaluation, were extremely help- 
ful. 


® “Your affection for France as 
expressed in your solicitation made 
it clear that we have many good 
friends among the advertising fra- 
ternity. We cherish this kinship 
and hope it will continue unabated 
despite the fact your agency was 
not our final choice.” + 


DRAWING BY GEO. PRICE 
© 1957 The New Yorker Magazine, Inc, 


** All right, it’s starting to come down a Iittle heavier. Now would you call the game?”’ 


Everyone is forced at times to seek saturation coverage. If you 


sell food or food service equipment you get the coverage you 


need in INPLANT Food Management . . . the only magazine 


serving exclusively America’s business and industrial eating 


places. Write for new booklet on the inplant market. Inplant 


Food Management, 230 E. Ohio Street, Chicago 11, Illinois. 


Advertising Age, June 24, 1957 
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Industrial contract business growing, home 
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“Co-op press party” put on by Marsteller, 
Rickard for farm equipment mar- 
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1.2% of net last year ‘ Page 36 
Hotpoint tv line, introduced in 1956, gets 
$1,000,000 ad budget this year ....Page 37 
Disneyland spokesman cites success, urges 


drive for travelers’ market ............Page 38 
Autopoint to begin national push for its 
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Grant cites ad role in bringing higher liv- 
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Super Market Institute unit probes “pro- 
ductivity” of non-food business ....Page 62 


Fund for the Republic starts paid “an- 
nouncements” drive 
Per cent of sales spent for advertising 
shows upward trend: AA study ..Page 70 


Roadside outdoor backers face access prob- 
lem, SAYS AAA coccccccccceccssscsssseerenrereeel BBO 76 


Role of ad art director summed up in new 
ADC-sponsored book — | 


Beer association asks revocation of Safe- 


way’s wholesale beer license ........ Page 79 
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Charlotte Smith Opens Agency 

A new agency, Charlotte Smith, 
Advertising, will open July 1 in 
the Medical Arts Building, Seattle, 
under the direction of Charlotte 
Smith, who for many years was 
an account executive of Honig- 
Cooper Co., Seattle. She 
Honig-Cooper at the end of May. 


‘Fortune’ Raises Rates 
Fortune, New York, will increase 
its one-time b&w page rate to $4,- 
220, effective with its January, 
1958, issue, $330 over the present 


left | 


page cost. The rate increase is 
based on a new circulation base of 
300,000, 15,000 higher than the cur- 
rent base. 


Have you made this important discovery 


Management’s quest for a broader stockholder base calls 
for the kind of help Barron’s is in top position to give you. 
Barron’s.closes the “missing link” in your chain of com- 
munications by focusing the attention of financial experts on 


your company’s aims and 


Financial professionals 


accomplishments. 


rate Barron’s first* in readership 


and usefulness among financial publications. These are the 
men your future stockholders get their advice from. These 
are the men your present stockholders are doing business 
with. Your advertising in Barron’s gives you a broad market 
for securities to begin with — (78,187 subscribers, ABC at- 
tained circulation December 31). Then, when you also take 
into account the tremendous influence this audience exerts . . . 
you easily see why so many companies find Barron’s gives 
them entry to the national investment market. 


Get to the Financial Community 


wou BARROS 


«+» where advertising, too, is re 


* 


Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


NEW YORK CHICAGO BOSTON LOS ANGELES ATLANTA 
50 Broodwoy 71) W. Monroe St. | 388 Newbury St 2999 W. 6th St 75 Eighth St, N.E 
Blanchord - Nichols Osborn 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


“VY San U h ee 


BH&G readers depend on “‘the book”’ for ideas. They use 
it to help them plan their spending for all-round family 
living. And they can afford to spend. 3 out of every 4 1 


during the year... 


BH&G average-issue readers are in the top 3 socio- oe 

economic groups. 15,500,000 people read an average issue O f Ame T1C a 
of Better Homes and Gardens. One third of the 123,800,- 

000 people in the U. S. 10 years of age or older read one 

or more of every twelve issues. That’s 44,150,000 BH&G 


readers—and over 40% of them are men. Meredith Pub- 
lishing Company, Des Moines 3, lowa. 


reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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‘No More St. Louis 
Blues,’ Treyz Exults 
as Outlet Goes VHF 


Sr. Louis, June 18—Bright fu- 
tures for the American Broadcast- 
ing Co. and its local affiliate, KTVI, 
were predicted here last week by 
Oliver Treyz, ABC vp in charge of 
the television network. 

The occasion was a special pre- 
sentation, “No More St. Louis 
Blues,” which was seen by more 
than 500 advertising and agency 
executives. 

“KTVI, which up to April 15 
could be seen by only a portion of 
the St. Louis public, and ABC-TV, 
which could be seen by only a 
portion of the nation’s tv homes, 
shared a common problem,” Mr. 
Treyz said. 

“KTVI and ABC-TV now share 
in a future as bright as all tele- 
vision, for now they can be seen 
by their entire tv audiences,” he 


said. (KTVI shifted from uhf to 
vhf April 15, and is now on Chan- 
nel 2.) 


® Noting the progress of KTVI 
since it moved to the new channel, 
Mr. Treyz said: “When a new ABC 
affiliate goes on the air it is taking 
a shorter and shorter time to get 
a firm hold in the market, 

“ABC’s progress was slower 
three or four years ago, precisely 
because we didn’t have some key 
markets like St. Louis. But because 
we now have these key markets, 
we have been able to get the high- 
powered programs that will very 
rapidly make KTVI the station in 
St. Louis for advertisers to 
watch...” 

He predicted that in the coming 
season, ABC’s coverage will be in- 
creased to deliver 85% of all tele- 
vision homes in the U. S. The net- 
work’s total coverage, including 
live plus delayed markets, will be 
95 out of every 100 tv homes, he 
said. + 


CBS Gets Lion’s 
Share of Sherwood 


Television Awards 


New York, June 19—CBS Tel- 
evision received the lion’s share 
of the Robert E. Sherwood Tele- 
vision Awards presented here to- 
day to producers, writers and di- 
rectors for the best tv programs 
dealing with freedom and justice. 

Winning shows were “Clinton & 
the Law” (Pan American World 
Airways, CBS), a “See It Now” 
production by Edward R. Mur- 
row and Fred Friendly; “Island 
in the City” (Chrysler, CBS), a 
“Climax” drama, written by Adri- 
an Spies, directed by Buzz Kulik 
and produced by Deedgar Peter- 
son; “Open Mind” series (sustain- 
ing, WRCA-TV), produced by 
Richard Heffner; “Camera Three” 
series (sustaining, WCBS-TV), 
produced by Lewis Freedman; 
“Nightbeat” (participating spon- 


| ater” 


sors, WABD), created by Mike 
Wallace, Ted Yates and Ted Cott. 


s Honorable mention § citations 
were given to “The Puerto Rican) 
Story,” produced by Mr. Murrow 
and Mr. Friendly on “See It Now” 
on CBS; “Error in Judgment” 
(NBC), an “Armstrong Circle The- 
production, produced by 
Robert Costello, directed by Wil- 
liam Corrigan and written by 
Roger Hirson; “The Family No- 
body Wanted” on “Playhouse 90” 
(several sponsors, CBS), produced 
by Martin Manulis, directed by | 
John Frankenheimer and adapted 
by George Bruce, and “Portrait of 
a Citizen” (Westinghouse, CBS), 
a “Studio One” production, writ- 
ten by Norman Katkov, directed | 
by Paul Nickel and produced by 
Felix Jackson. + 


‘Harper's Bazaar’ Appoints 

Phil Slater has been appointed 
travel advertising manager of Har- 
per’s Bazaar. 


For every girl in love there glows in 
Night’s majestic arch one special, pre- 
cious star. 

And in the shimmering depths of her 
diamond, given and worn in love, she 
finds that sweet symbol shining forever! 

De Beers advertising successfully per- 


N.W. AYER & SON, INC. 


petuates the engagement diamond tradi- 
tion. With the happy result that diamond 
sales, despite a declining marriage rate 
for a number of years, have increased 
359% since 1939. That was the year 
our association with De Beers Consoli- 


dated Mines, Ltd., began. 


Philadelphia «+ New York + Chicago «+ Detroit 
San Francisco + Hollywood + Boston « Honolulu 


nually. 


Advertising Age, June 24, 1957 


nobbish? 


WOT CANADA ORY QUININE WATER! It’s the friendliest 
tonic mixer in town. . . . Goes with Irish Whiskey, 
Gin, Vodka, Wine, Rum! 


Very tall glass with ice, 
2 of. rum, top to rim with 
sparkling Canada Dry 
Quinine Water. 


5 Exclusive Characteristics : 
1. Light, Dry, 

Not Too Sweet 
2. Glacier-Blue Color 
3. Sparkles Longer 
4. Versatile 
5. Priced right, 


UNSNOBBISH—In this newspaper ad, 
part of a series of off-beat inser- 
tions, Canada Dry Ginger Ale Inc. 
is using a mass rather than a class 
appeal for its quinine water. Mag- 
azines, radio and outdoor also are 
being used. J. M. Mathes Inc. is 
the agency. 


Snobbish? Not 
Canada Dry Quinine 


| Water, Ads Declare 


New York, June 18—Canada 
Dry Ginger Ale Inc. is conducting 
anew campaign for its quinine wa- 
ter, using a mass instead of a class 


appeal. 
“Snobbish?” asks the ads. “Not 
Canada Dry quinine water. It’s 


the friendliest tonic mixer in town 
. . . Goes with gin, rum, vodka, 
Irish whisky, wine!” 

Each new ad suggests a new 
drink and emphasizes that Canada 
Dry quinine water has five exclu- 
sive characteristics: it’s light, dry, 
not too sweet; it’s glacier blue in 
color; it sparkles longer; it’s ver- 
Satile; it’s priced right. 

The company says it now has 
about 60% of the current national 
market for quinine water. Trade 
estimates indicate current con- 
sumption of quinine water in the 
U.S. is about 4,500,000 cases an- 


s Canada Dry anticipates an over- 
all market potential within the 
next five years of 8,000,000 to 10,- 
000,000 cases. 

Its current campaign is a first 
step in making quinine water more 
popular. 

The company is using newspa- 
pers and spot radio in 80 markets, 
24-sheet posters in about 60 select- 
ed markets, three weekly maga- 
zines—Newsweek, Time and The 
New Yorker—plus extensive sales 
promotion material. In addition, 
the company is using cooperative 
advertising, on a 50-50 basis, with 
about 120 bottlers. 

J. M. Mathes Inc. is the agen- 
cy. + 


Permanente Names Conner 
Robert G. Conner, formerly pr 
representative for Kaiser Services, 
has been appointed director of 
publications and advertising cf 
Permanente Cement Co., Oakland, 


a subsidiary of Kaiser Aluminum 


& Chemical Corp. 


Eisenberg Joins Zakin 

Ted Eisenberg, formerly art de- 
partment manager and account ex- 
ecutive of Martin L. Smith & Co., 
has joined the Zakin Co., New 
York, as a partner. 
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How to put 
more drive behind 
your advertising 


The Saturday Evening 


A CURTIS MAGAZINE 


Sell the POST 
-the mass market of active influence 


Every salesman knows how important it 
is to sell the key prospects in his terri- 
tory. If he can sell them, they'll influence 
others. The national advertiser has the 
same problem. But it’s tougher to solve. 
For up to now you haven't been able to 
find a place where you can be sure your 
advertising message will get this extra 
word-of-mouth drive. rs 


Now The Saturday Evening Post has 
found a proven way to start this chain 


reaction. In a recent Politz study of the 
Post’s impact on its readers, it was discov- 
ered that most Post readers, in fact, 8 out 
of 10, recommend or talk about the things 
they see in the Post! 


These are the POST-INFLUENTIALS— 
the people who read and talk, who think and 
act, who can’t keep ideas to themselves. 
They not only buy more, they influence 
others by passing your word along. Post 
advertising sells them—they tell the others. 


INFLUENTIAL 
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Celler Seeks to 
Apply Anti-Trust 
Laws to Services 


WASHINGTON, June 20—The first 
tangible results of congressional 
investigations in the tv field were 
felt today as Rep. Emanuel Celler 
(D., N.Y.), chairman of the House 
judiciary committee, introduced 
legislation to bring services, such as 
idvertising, under the Clayton and 
Robinson-Patman anti-trust laws. 

The existence of legislative loop- 
ioles exempting advertising rates 
from the Clayton and Robinson- 
Patman Act had been mentioned in 
the report of the television industry 
issued by the anti-trust subcom- 
mittee earlier this month. Rep. 
Celler announced his action in in- 
troducing the bill during a talk 
before the Federal Communications 
Bar Assn. this noon. He told the 
association the bill would be refer- 
red for processing to his committee, 
“and you can be sure there will be 
action on this bill.” 


s Legal battling over the status of 
advertising under the Clayton Act 
goes back many years. In the early 
1930s the Federal Trade Commis- 
sion dismissed a comprehensive 
investigation of the agency com- 
mission system after publishers 
and agencies submitted legal briefs 
stressing the fact that the Clayton 
Act is concerned solely with pro- 
ducts, and not with services such as 
advertising. 

In its report on network prac- 
tices two weeks ago, the anti-trust 
subcommittee reported that an an- 
alysis of discounts granted by 
networks during the past two years 
showed a variety of discounts from 
aggregate time rates ranging as 
high as 25%. 

“These quantity discounts are 
not geared or related to cost sav- 
ings by the networks,” the sub- 
committee noted. “Similar dis- 
counts in the sale of goods would 


constitute violations of the Robin- | 


son-Patman Act.” 


s The principal purpose of the 
Robinson-Patman Act, the subcom- 
mittee report stressed, was to 
prohibit quantity discounts to mass 
buyers merely on the basis of 
volume, unrelated to cost savings 
by the sellers. 

“In its present form, however, the 
Robinson-Patman amendment ap- 
parently applies only to tangible 
commodities,” the report acknowl- 
edged, “even though, for many 
business establishments the cost of 
services represents an item as 
large as the cost of materials, and 
price discrimination between cus- 
tomers of the same seller of 
services has the same competitive 
effect as a price discrimination by 
a seller of tangible goods. 

“To eliminate the competitive 
advantage obtained by the large 
network advertiser over the small 
advertiser solely because of the 
large advertiser’s quantity pur- 
chasing ability, the committee will 
consider possible amendment to the 
Robinson-Patman Act so as to 
make it applicable not only to the 
sale of goods but also to the sale 
of services by independent contrac- 
tors engaged in trade and com- 
merce.” 


s Much of Rep. Celler’s address to 
the FCC bar group was devoted to 
a discussion of the shortcomings of 
the FCC. Attendance at the meet- 
ing reached a record high, with 
numerous FCC staff members—but 
no commissioners—in the audience. 

He expressed concern about “un- 
duly informal” relationships be- 
tween FCC members and members 
of the industry, with commission 
members repeatedly discussing 
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merits of pending cases with inter- 
ested parties. 

“It is needless for me to point 
out,” he said, “that such practices 
by members of a quasi-judicial 
agency are clearly repugnant to 
fundamental principles and tread 
dangerously close to, if they do not 
transgress, the outer limits of due 
processes of law.” 


® As a first step toward restoring 
prestige to the commission, he 
proposed a code of ethics prohib- 
iting ex parte discussion of pend- 
ing issues. But in addition, he said, 
“what is required is appointment 
to the commission of persons 
dedicated to serving the public in- 
terest. 

“In my opinion there has never 
been a greater need for qualified 
personnel in the FCC, both at the 
staff and commission level. For a 
number of years the FCC simply 
has not measured up to the stand- 
ard of public service required to 
inspire public confidence.” # 


NARTB Names Unit 
to Study Toll TV 
Test in Bartlesville 


WASHINGTON, June 20—The tv 
board of the National Assn. of Ra- 
dio & Television Broadcasters vot- 
ed today to intensify its opposi- 
tion to toll tv, and to establish a 
watchdog committee to study the 
wired test of toll tv which is to 
get under way soon at Bartles- 
ville, Okla. 

The tv board adopted a resolu- 
tion urging all members of the 
association “to take every opportu- 
nity to inform the public regard- 
ing the detrimental consequences” 
that would result from adoption 
of toll tv. 


s At the same time, it authorized 
NARTB President Harold Fellows 
to appoint a three-man committee 
to lead the fight. Mr. Fellows 
named C. Payson Hall, director of 
the Meredith stations, Des Moines; 
C. Wrede Petersmeyer, KOTV, 
| Tulsa, and W. D. (Dub) Rogers, 
KDUB-TV, Lubbock. 

The board did not indicate its 
reasons for appointing an eight- 
man watchdog group to keep an 
eye on the Bartlesville test. In the 
past NARTB has taken the posi- 
tion that it does not oppose toll-tv 
projects which are carried out 
without the use of regular tv 
channels. # 


$384 IN COUPONS—This ad in the 
Chicago Tribune June 20 for As- 
sociated Furniture Stores carries 
12 coupons, 11 of which offer sav- 
ings on furniture totaling $384. The 
12th is an entry blank for a sweep- 
stakes. Group was formed by Wal- 
ter Sherwood Inc., Chicago agency, 
which has a copyright on the fur- 
niture coupon idea. 
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INTENTIONAL GOOF—Text of this Pillsbury ad in the June 24 issue of 
Life “blames” the smaller “ry” on an artist, but Leo Burnett Co. 
explains the ad was a one-shot experiment. 


TV Circulation 
Audit Offered 
to NARTB 


WASHINGTON, June 20—After 
more than two years of research, 
the television circulation audit 
committee told the tv directors of 
the National Assn. of Radio & Tele- 
vision Broadcasters today that a 
workable plan has been developed 
which will provide up-to-date cir- 
culation information—if industry 
members want it. 

Details of the plan are to be out- 
lined to the industry at NARTB 


are indications that broadcasters 
are interested in supporting the 
circulation audit program, the tele- 
vision board is expected to take 
steps to organize the continuing 
circulation audit as an independent 
self-supporting activity. 


s While no price tag has been put 
on the project, there are informal 
estimates that the circulation au- 
dit service will probably need a 
budget of about $1,000,000 annu- 
ally to provide average daily and 
weekly audience counts for each 
station on a county-by-county 
basis. 

Sponsors of the operation, who 
regard it as tv’s equivalent of the 
Audit Bureau of Circulations, con- 
tend the audit provides a type of 
information which is distinct from 
program ratings currently avail- 
able. 

While the rating gives a meas- 
ure of the audience for individual 
programs, they say, it also may be 
important to the station and the 
advertiser to have an average fig- 
ure reflecting the pulling power of 
the station throughout its broad- 
cast day. 

No price tag was mentioned in 
the report submitted at today’s tel- 
evision board meeting. However, 
tv board members were given an 
optimistic report, indicating that a 
special telephone interview tech- 
nique could be used to develop av- 
erage daily and weekly circula- 
tion information, along with set 
ownership figures, on a county-by- 
county basis. 


s The research subcommittee 
which has been studying the prob- 
lem cautioned, however, that more 
information is still necessary to 
determine the effect of non-re- 
sponse. It said this should be clari- 
fied through a pilot study before 
nationwide service is established. 

The committee report at today’s 
tv board meeting moved the tv 
audit project from the methodol- 
ogy study stage to a point at which 
industry members must decide 
whether they regard circulation in- 


formation as sufficiently important 


regional meetings this fall. If there | 


to justify their financial support. 

In the past two years, the serv- 
ices of several research organiza- 
tions, including the Politz organ- 
ization, and later Crossley S-D 
surveys, were retained to evaluate 
the circulation measurement sys- 
tem. 

The subcommittee concluded 
that the method developed “pro- 
duces acceptable circulation per- 
centages on an average day and 
average week basis for telephone 
homes in all cases where there is no 
problem of non-response.” # 


Commerce Sees 
Newsprint Supply 


Ratio Improving 


WASHINGTON, June 18—The 
|Department of Commerce told 
|Congress today that newsprint | 


supplies are improving and that 
|the U.S. is gradually moving to- 
ward a point where it will meet 
|more of its needs from domestic 
| production. 

In a comprehensive study of the 
outlook for the entire pulp and 
paper industry during the next 
ten years, the department antici- 
pated “a growing margin of sup- 
|ply over demand” for newsprint 
| in 1957, 1958 and 1959. 

While total U.S. requirements 
for newsprint are expected to in- 
crease by 21.3% by 1965, the de- 
partment anticipated ample ex- 
|pansion of domestic production to 
meet the additional need. 

The report, the first “forecast” 
for a major industry ever made 
by the Department of Commerce, 
was developed at the request of 
the House committee on inter- 
state and foreign commerce. It 
concludes that, “with present for- 
estry practices, existing supplies 
of standing timber in the U.S., 
plus prospective growth, appear 
adequate to supply increased de- 
mand for pulp and paper.” 


® While the department cautioned 
that the forecasts ought to be re- 
examined at frequent intervals, 
the report estimated total paper 
and board production will have to 
increase by 40% by 1965. The re- 
port said the industry is planning 
to expand its investment by $2 
billion annually in the next three 
years. 

On the basis of a survey cov- 
ering 74 countries, the report es- 
timated world newsprint require- 
ments will total 14,900,000 tons by 
1959, compared with a production 
potential of 16,300,000 tons. “Be- 
ginning in 1957,” it says, “there is 
expected to be a growing cushion 
of supply in excess of world de- 
mand. 

“U. S. newsprint consumption 
demand is expected to rise to 8,- 
250,000 tons in 1959, compared 
with 6,800,000 tons in 1956; a gain 
of 21.3% for 1957, 1958 and 1959, 
and a growing margin of supply 
over demand is indicated.” + 
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Advertising Age, June 24, 1957 


‘56 a Great Year 
for Distillers, 
3 Reports Show 


New York, June 19—Last year 
—1956—was a great year for the 
liquor business, both domestic and 
imported, no matter whose figures 
you use as your source. 


e “The Annual Statistical Review 
of the Distilled Spirits Industry, 
1956,” published by the Distilled 
Spirits Institute, reports production 
of distilled spirits totaled 221,804,- 
206 gals. and consumption 215,- 
225,286 gals. 


e According to “The Liquor Hand- 
book, 1957,” published by Davidson 
Publishing Co., Duluth, the liquor 
business racked up sales of 215,- 


| 261,108 gals., the second biggest 
|year in history and the best since 
| 1946's alltime record of 231,000,000 
| gals. 


e A study made for Newsweek by 
Clark Gavin Associates, liquor 
industry consultant, shows that 
sales of imported spirits continued 
to increase and broaden their U.S. 
market in 1956. Consumption of 
distilled alcoholic beverages from 
abroad registered an increase of 
| 10.9% in 1956, the report said. 

| The Distilled Spirits Institute’s 
report revealed total imports of 
distilled spirits for consumption 
|was 27,289,625 U.S. tax gals. a 
/13.3% increase over 1955’s 24,082,- 
| 103. 

| What made the year remarkable 
|for U.S. liquor producers, accord- 
|ing to “The Liquor Handbook,” 
was the diversification trend—the 
shift to vodka, gin, rum, brandy, 
etc. While whisky sales went up 
6.2% over 1955, non-whisky types 
were up 15.1%. 


se “The Liquor Handbook” goes 
on to point out that last year saw 
|the liquor industry live up to its 
marketing potential for the first 
time in a decade. The over-all 8% 
| rise shows some indication that the 
lindustry is beginning to overcome 
its lag behind population and in- 
| come trends. 

The diversification trend, the 
handbook says, is tied to the boom 
in home entertainment, and the 
editors think that, despite increas- 
ing sales, the trend is to modera- 
tion. 

The new handbook covers the 
national liquor market, distillery 
operations, market for distilled 
spirits by types, advertising and 
promotion and the market for 
wines and vermouth. It includes 40 
charts and marketing maps, and 
223 statistical tables, and sells for 
$7.50 in hard-bound editions, $5 
paper-bound. 


® The Newsweek report predicted 
further expansion of the market 
for both scotch and Canadian 
'whisky in 1957 and subsequent 
years “probably at a rate consid- 
lerably ahead of that for distilled 
spirits generally.” 

Since the trend toward higher 
consumption of imported liquors is 
|national, the report says, “liquor 
| marketers offering fine imports are 
|tending more and more to concen- 
trate their advertising in national 
magazines reaching families in the 
higher middle and high income 
groups.” 

Consumption of distilled spirits 
imported, according to the report, 
shows that Irish whisky gained 
104.7%; scotch, 10.8%; Canadian, 
16.1%; gin, 39.2%; brandy, 12.6%; 
cordials, 16.7%; rum, 3.6%. # 


Trade Union Moves 

Trade Union Advertising, New 
York, national representative of 
labor publications, has moved its 
offices to 302 Fifth Ave. 
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THE HOUSTON Post > — oo IN THE NATION IN 
7 1956 


RETAIL LINAGE GAIN 


27th IN NATION IN 1955 


| RETA LINAGE GAINS 


24 Consecutive Months of 
Retail Linage Gains Since April, 1955 


Source: Media Records 
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This is a picture that never was snapped. 
(Our apologies to posterity.) 


But Joe, our amateur photographer, got so 
interested in what his subjects were saying 
that he plumb forgot to squeeze the bulb. 


And small wonder. 


Because grouped before him is the witty, 

the wise, the distinguished All-Star cast of 
the 8th Annual Chicago Tribune Forum, the 
panel show that recently played to standing 
room only audiences in Chicago. (For names 
and numbers of all the players, see the 
opposite page. ) 


These leaders in manufacturing, retailing, 
research and advertising discussed the 
necessity for, and how best to achieve, 

an integrated marketing concept that could 
enable American business to deliver ever greater 
value and service to consumers at steadily 
decreasing cost to them. 


We're sorry that Joe—who never forgets 

to ask for the order—forgot to take the picture. 
But the chain reaction of thinking set off 

by these frank discussions of the importance 

of an integrated marketing concept, beginning 
and ending with the customer, will undoubtedly 
be felt and remembered by American business 
and industry for a long time to come. 


If you would like to have a copy of these 
worthwhile, down-to-earth discussions, write to 
Joe, Chicago Tribune, Tribune Square, Chicago. 
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| LT | 
| gentlemen. 


Left to right, Ist row: Vincent Bliss, Earle Ludgin ¢ Fairfax M. Cone, Foote, Cone & 
Belding * Fred C. Hecht, Sears, Roebuck & Co. « Mrs. Edward L. Bernays, Public 
Relations Counsel ¢ Barton A. Cummings, Compton Advertising, Inc. * James 
Moran, Courtesy Motors Sales, Inc.; 2nd row: Peter G. Peterson, McCann-Erickson, 
Inc. « W. B. Potter, Eastman Kodak Company ¢ Milton D. Faber, Stineway Drug 
Company * George Clements, Jewel Tea Company * John A. Howard, University of 
Chicago ¢ Richard T. Cragg, R. Cooper, Jr., Inc. * William Tyler, Leo Burnett Com- 
pany; 3rd row: Harold Hoffman, Richman Brothers Company ¢ Sol Polk, Polk Bros. 
¢ L. O. Naylor, Montgomery Ward ¢ Hal Stebbins, Hal Stebbins, Inc. * Clarance 
Hatch, Jr., Campbell-Ewald Company; 4th row: Herbert B. West, Batten, Barton, 
Durstine & Osborn « Edward R. Taylor, Motorola, Inc. « C. Virgil Martin, Carson 
Pirie Scott & Company. 
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The Editorial Viewpoint... 


A Sensible Viewpoint 


Item from Stan Cohen's Washington column in ApVERTISING AGE: 

“A Federal Trade Commission hearing examiner, Loren H. Laugh- 
lin, says the deceptive possibilities of an ad should be judged in 
terms of the audience it is supposed to reach. By this standard, he 
sees nothing wrong with pamphlets used by Liberty Mutual Insurance 
Co., Boston, to promote policies to business men. 

“He said it was inconceivable that the ads would be deceptive 
when read in their entirety. 

“*Business people, being responsible persons, must be credited 
with having at least a grain of common sense,’ the examiner argued, 
‘and with being competent to enter into an uncomplicated insurance 
contract without the constant oversight, guardianship, guidance and 
approval of the federal government. If this is not true, then America 
is indeed in extremis, and this great republic cannot much longer 
survive’.” 

This makes sense. As we pointed out some weeks ago in connec- 
tion with the kind of ads which were being submitted to us for in- 
clusion in our “Ads we can get along without” series, some people 
think that every ad is misleading unless it tells the whole truth 
and nothing but the truth and in addition carries specific warnings 
against all imaginable possibilities of misunderstanding. 

The test ought to be a test of reason, and part of the test should 
certainly be the audience to which the message is addressed. It should 
not be necessary, for example, to protect normal people (as the Fed- 
eral Trade Commission formerly tried to do) from a “free’’ offer 
which clearly explains that it is contingent upon a purchase. 

Under any circumstances, misleading and deceptive advertising is 
to be deplored and avoided. But only if reasonable people are likely 
to be misled or deceived, under the applicable circumstances, should 
advertising be acted against, and Mr. Laughlin is to be commended 
for restating a rule of reason. 


Should Budgets Be Disguised? 


At the Advertising Federation of America meeting in Miami Beach 
last week, Robert M. Ganger, chairman of the board of D’Arcy Ad- 
vertising Co., wondered out loud whether expenditures for advertis- 
ing were not getting too much publicity, to the detriment of the busi- 
ness. 

His general thesis was that advertising frequently represents a fig- 
ure larger than corporate earnings after taxes, and that the inclina- 
tion, in the business, to cast these advertising budget figures around 
may tend to create unfavorable reactions among stockholders. Not 
only are the figures large and frequently ununderstandable to some 
stockholders, but the situation is aggravated because often the true 
figures are inflated, Mr. Ganger said. 

It is true that uninformed stockholders (and uninformed segments 
of management) may tend to recoil in horror at the size of some 
advertising and promotion budgets, and it is also true that the tech- 
nique of the big lie in terms of advertising appropriations has fre- 
quently been adapted to sales promotional uses, But the answer is not 
to hide the facts about advertising budgets and the necessity for pro- 
motion under some arbitrary blackout curtain. 

Whether promotional expenditures exceed net profit is a totally 


J - rs 


Gladys the beautiful receptionist 
| (3) = 
Ea! 


—George Cole, Chicago representative, Union News and Republican, Springfield, Mass. 


“He told me to look for a good space salesman who could reach the 
Mars account.” 


| pointless question. The only question is whether net profit would be 


larger and more consistent if the promotional expenses were not in- 
curred. And since it is clear beyond any shadow of a doubt that sell- 
ing expenses of all kinds, including advertising and promotional ex- 
penses, are going to rise in relation to total costs in the years ahead, 
the proper approach should be to educate stockholders and perhaps 
even the public to the economic facts of life. 

Hiding the figures is not the answer. Items this large are hard to 
hide for very long, and they are of such importance to stockholders 
that they ought not to be hidden. Bringing them out into the open 
and discussing them factually provides a service for all—and at the 
same time helps discourage that delightful exaggeration which some- 
times blows up a modest advertising program into something resem- 
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Hardware and H-Bombs 

The United States Information 
Agency is one of the few govern- 
ment agencies which has nobody 
to lobby for it. In the years I have 
been reading the reports of the 
hearings, hardly anybody outside 
of government has appeared in its 
defense, though a goodly number 
have appeared against it. This is 
incredible—even appalling. And it 
accounts in large measure for the 
fact that the House lopped off al- 
most $40 million from the USIA 
budget for 1958, leaving it with $8 
million less than it had this year. 
And the Senate took an even deep- 
er slash. 

And so we go into another year 
of reliance on hardware and H- 
bombs. Of course we need them, 
but do we need so much of them? 
And couldn’t just a few be shaved 
off here or there to bring some 
sense into what is now such a 
dangerous disproportion? 


—Alton Ketchum, vp and creative 


Cann-Erickson, 
Adclub. 


at The Los Angeles 


Dehydrotreezing Here 


|methods of food preservation 


|and bacon for six months on the 
| kitchen shelf. Frozen dried sea food 
is being restored to fresh-caught 
flavor in minutes, and canned veg- 
etables that taste like fresh are 
under test. Cost is problem holding 
back development. 

The food industry is closely 
watching military experiments, for 


a 


What They’re Saying... 


supervisor, international division, Mc- | 


bling the cost of the defense effort. 


# 


|the Army has two pilot plants 
|“freeze drying” meats, and next 
'year will begin preserving food 
| with atomic reactor. 


-—NARGUS Reports to Retailers, 
NARGUS Bulletin. 


in 


Consuming Monster 

Television, by becoming a new 
jand insatiable outlet for older 
films, will be one of the major fac- 
tors in the future expansion of the 
motion picture industry. 

It is a consuming monster, not 
only in the United States, but in 
tte d country of the world that 
|has television and demands an un- 
limited amount of motion pictures. 

—Eric A. Johnston, president, Metion 

Picture Assn. of America, interviewed 


by Allen M. Widem, the Hartford 
Times. 


| Trading Stamps Aren't Free 
| When the trading stamp contro- 
versy began here, we questioned 
the actuality of savings to the 
housewife. In the end, we sug- 
gested, somebody had to pay, and 
the low man is almost always the 
| consumer, 

The Department of Agriculture 
|} has now officially blamed part of 


|}more convenience and service in 


in supporting trading stamps. 

Trading stamps cost food retail- 
ers 242% of their gross, USDA ex- 
perts said. In the nature of things, 
this cost must ultimately be paid 
by the shopper. The idea of the 
| stamp as a “gift” is thus a fiction. 


~—Editorial in the Advertiser, Mont- 
| gomery, Ala., reprinted in the SNPA 
bulletin. 
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| Rough Proofs 


An AA reporter describes an 
agency week as “far from fortui- 
tous.” 

It may not have been fortunate, 
but how did he know it wasn’t for- 
tuitous? 


The Old Professor says the two 
words most misused by advertis- 
ing writers are not “lousy” and 
“swell,” but “fortuitous” and “dis- 
interested.” 

. 


Cigar manufacturers have been 
so impressed with the mystic sym- 
bols petroleum marketers think 
they need for sales appeal that at 
j least one brand of cheroot is now 
| promoted as containing HTL. 


“Crowell-Collier reports 1956 
loss of $4,428,000,” the headline 
says. 

The company simply loved the 
magazine business, but it couldn’t 
afford to stay in it. 


The French Government Tourist 
Office wants a U. S. agency that 
truly loves la belle France, and its 
director of information says, “You 
never saw such affection.” 

It must be real—it’s a $250,000 
account. 


Philadelphia broadcasters who 
have been fined for alleged viola- 
tions of the anti-trust law admit 
that the action had them puzzled. 

Many of those on the receiving 
end of Department of Justice pros- 
ecutions never know exactly what 
hit them. 

+ 


Then, again, “Bribes, secret deals 
flourish in grocery field, says Nar- 
gus lawyer.” 

Looks as if Wright Patman will 
have to get on his horse again. 


A. C. Nielsen has been in the re- 
search business for a long time, but 
a lot of the customers still refer to 
his ratings and other survey find- 
ings as “‘Neilsen.” 


The Automobile Manufacturers 
Assn. has adopted a_ resolution 
asking its members not to feature 
|speed in their advertising. 

All those horses under the hood 
are just for hill climbing and rapid 
acceleration. 


Claude Hopkins has just been 
elected officially to the Advertising 
Hall of Fame, but he has been 
there unofficially ever since he 
wrote a campaign about “food shot 
from guns.” 


“Must be real capable in both 


While it’s not generally known, the high cost of groceries on the print and ke Says an agency look- 
|progress is being made on new| housewife herself: for demanding ing for a top creative man. 


| They mean he must be awful 


which may permit storage of steaks shopping, which are expensive, and | gooq_ 


There’s an ad manager’s job open 
“in the Midwest’s most attractive 
\region, in magnificent hunting, 
fishing and ‘relaxing’ territory.” 

Just what are the hours reserved 
| for relaxing? 


Copy Cus. 
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FIRST PAGE 


<4 PAGE THREE 
“Front Page reading” 


“Front Page Interest” 
j to the Very Last Page | 


JOURNALISM IN 1957 demands new ideas, new methods, to meet the 
moods of a changing nation. In Philadelphia, The Inquirer has sparked 
a spirit of innovation in every staff member . . . is written and edited 
to infuse every page with “front page interest.” 


There are more pictures. There is more attention to the people, 
; background, conditions behind the news. Features are brighter, includ- 

ing serializations of brilliant new books. Every page is planned to invite 
readership . . . and hold it. 


The “Page 3” approach is a milestone; carefully documented articles to 
inform readers, not only of the news, but how and why it happens. 


The Inquirer is read with intense thoroughness... wins amazing 
response from loyal readers for the causes it espouses and for its 
ADVERTISERS. That’s why more advertisers place more linage in 
The Inquirer than in any other Philadelphia newspaper. 


The Philadelphia Pnguiver 


Now in its 24th consecutive year of total advertistng leadershtp s... 
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n Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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THE UNKRICHS—Clarence and Louise, and their children, Patricia, 10, Stanley, 7, and Julia, 3, are a MRS. UNKRICH is ably assisted by Patricia in the upkeep of their 

young farm family building a sound future for themselves on 200 acres of rich Iowa cropland. Their all-electric home which boasts all the modern conveniences from 

modern 7-room home and all other buildings except barn and granery have been built since 1946. freezer and dishwasher to water heater and milk pasteurizer. 


MORE HORSEPOWER...MORE HOUSEPOWER... 


MORE SALESPOW ER! 


For fast sales action, 56% of Lumber Dealers 
choose Midwest Unit Farm Papers 


HERE’S THE p 
DEALER PREFERENCE SCORE [am 
- 
* 
pe 


MIDWEST UNIT 
FARM PAPERS 


Farm 
Magazine A 


3,455 LUMBER DEALERS were 

Farm 4 6% asked: “In what farm publication 
Magazine B ° do you prefer to see advertising 
for merchandise you sell?" Their 

preference (843 replies) is shown 

Megane C 11% here. Other dealer preference 
surveys available on request. 


EACH YEAR of the 10 since Mr. Unkrich started developing his farm he has purchased sunshades, his current building project. The continuing high level of construction on 
building materials from his local dealer, Spahn & Rose Lumber Co. of Olds, Iowa. He Midwest farms is a reversal of a widespread downward trend in many other areas of 
is shown here consulting with Manager John Huston about lumber for movable hog building activity. 
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THE UNKRICHS RAISE CORN, soybeans and oats; market some 500 hogs and more than 45 feeder cattle 
as well as chickens and grade A eggs. Labor-saving power machinery and equipment and buildings 
designed for convenience enable him to operate the farm without hired help. 


THE PROGRESS the Clarence Unkrich family 
of Winfield, Iowa is making in developing 
the “old homestead”’ into one of today’s 
Midwest farms of “big business and good 
living”’ will give you ideas about your sales 
potential in this richest farm market in 
the world. 


A new survey on the building and re- 
modelling plans of the Midwest Farm 
Paper Unit’s 1,286,992 farm family sub- 
scribers shows that the building boom is 
still in full swing in the rural Midwest. One 
out of every three farm families will con- 
struct buildings—including 59,700 homes 
—within the next three years. 


It’s the market in which to concentrate 
your advertising-selling campaign because 


® MIDWEST FARM INCOMES ARE DOU- 
BLE THE NATIONAL AVERAGE. 


SELL FIRST WHERE SALES COME FASTER AND BIGGER 
... through the midwest medium that gives you MORE! 


The reason more advertisers are putting the Midwest Farm Paper Unit at 


HE 
“I always read what's new in lowa farming and what's ahead in 
market conditions in Wallaces’ Farmer and lowa Homestead.” 


GETS HIS MOST VALUABLE HELP from his local farm publication. 


@ FARMERS ARE YOUR LOCAL DEALERS BIG- 
GEST AND BEST CUSTOMERS. 


@ MIDWEST UNIT FARM PAPERS GIVE YOU 
DEEP AND COMPLETE PENETRATION OF 
THE MARKET. 


These five local farm papers are preferred 
by Midwest farmers by a better than 3 to 1 
margin over the second ranking publica- 
tion. By a score of 6 to 1, nine different 
categories of retailers say these publica- 
tions give them the best results in sales. 
Farm market advertisers’ preference is 
shown by the Midwest Unit’s 50°, lineage 
gain since 1948, compared with 7°7, for the 
farm publication in second place. 


So, buy the Unit for more salespower— 
one order, one plate at a substantial saving 
in rates. 


the head of their farm market schedules is the need to make advertising 
more selective. Coverage in the world’s richest farm market is basic and 
the Midwest Unit Farm Papers offer: 


MORE ADVERTISING FLEXIBILITY: Localized Mid- 


west Unit Farm Papers allow you to key your advertising to each of their 
respective markets. Vary product, copy appeal, timing and size if you wish. 
List your dealers by states. 


MORE PRESTIGE: Midwest Unit Farm Papers enjoy highest 


prestige because their farm family subscribers know these publications are 
published exclusively for them. 


MORE IMPACT: Your interests are best served by the medium 
that is directed at the local level, caters to local needs and closer coopera- 
tion from local dealers. 


MORE DIRECT RESULTS: Midwest Unit Farm Papers let 


you pin-point your sales efforts, gear them to sales potentials, check the 
results in sales. No other medium can give you such complete penetration 
in the basic farm market. 


Advertiolttahere FARMING IS BIG BUSINESS AND GOOD LIVING 


A sricaturi | 


MIDWEST 27//" UNIT 


SALES OFFICES AT: 35 E. Wacker 
Drive, Chicago 1 . . . 250 Park 
Avenue, New York 17, New York 
...110 Sutter Street, San Fran- 
cisco 5 . . .672 South Lafayette 
Park Place, Los Angeles 57. 
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Seattle Ad, Sales Club Elects 
Franklin C. Welch of Frederick 
E. Baker & Associates has been 
elected president of the Seattle 
Advertising and Sales Club. Other 
officers elected are Otto P. Brandt, 
King Broadcasting Co., lst vp; 
Reinhart Knudsen, Botsford, Con- 
stantine & Gardner, 2nd vp; and 
Bert Hagg, University of Washing- 


ton director of printing and publi- 
cation, treasurer. 


Simmons Adds KSJO j 


Simmons Associates, radio-tv 
station representative, has been 
named to handle KSJO, San Jose, 
Cal. The station was formerly 
represented by Broadcast Time 
Sales. 


Of all glls Magazine 

households surveyed, 43.3% 
reported spending more than $200 
on vacation travel during 12 
months. This is exceeded by 

only 3 of the 54 magazines 
appearing in the report. 


1,180,296 Elks comprise a mass market with 

class income the median of which is $6,050. The 
Starch 51st Consumer Magazine Report gives the complete 
picture. Just write or phone to see a copy. 


THE 


MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


61% of Retailers 
Expect Summer Sales 
Gains: ANPA Study 


New York, June 18—Sales in- 
creases over last summer are ex- 
pected by 61% of the retailers re- 
cently interviewed in a survey 
conducted by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. Another 27% ex- 
pect this summer’s sales to match 
last year’s figures. 

The survey was made among 206 
retailers in 83 markets. Seventeen 
store types were represented in the 
study, which surveyed merchants 
in 33 states and three Canadian 
provinces. 

Average increase expected this 
summer is 10%. Gains above 10% 
are anticipated by 26% of the re- 
tailers. The merchants look to de- 
layed clearance sales and stronger 
advertising to register the ad- 
vances. + 


Helene Curtis Names Execs, 
Launches Liquid Enden 

Helene Curtis Industries, Chica- 
go, has appointed Joseph J. Galiet- 
to, formerly with Toni Co., as field 
sales manager for the Lentheric 
division, and John E. Hartlein, 
formerly with Irwin Neisler & Co., 
as new products manager. Lynn 
Boland, formerly assistant to the 
president of Revlon, has been 
named brand manager of Lenther- 
ic fragrances. 

The company is adding a liquid 
Enden, its dandruff treatment 
shampoo previously on the market 
only as a cream. It will be adver- 
tised on network television, Sun- 
day supplements, newspapers, spot 
radio and tv. 


Hall to ‘Practical Builder’ 

M. H. Hall, formerly with Popu- 
lar Mechanics, has been named ad- 
vertising sales representative for 
Practical Builder in Akron, Cincin- 
nati, Cleveland, Pittsburgh and 
West Virginia. He'll work out of 
Cleveland. 


re cree 


the opinion makers 


Trade advertising can build a reputation — within the 
trade. Advertising in the opinion-making magazines 
can make a product or a company famous to people in 
government, science, education and business generally. 


Advertising Age, June 24, 1957 


Getting Personal 


Reggie Schuebel, director of network relations and head of the New 
York office of Guild, Bascom & Bonfigli, won first prize in a slogan 
contest conducted by WHTN-TV, Huntington, W. Va. Her slogan: 
“The SELLibrated station of the Golden Valley.” Lee Gaynor of 
Dancer-Fitzgerald-Sample won the $150 second prize. Miss Schuebel 
gets a trip to Bermuda... 

Communications people getting their share of college honors: Ad- 
vertising veteran James Webb Young received an honorary doctor of 
laws degree from the University of New Mexico on June 8...The 
same day, Georgia Institute of Technology presented its Alumni Dis- 
tinguished Service Award for 1957 to Hazard E. Reeves, class of 1928, 
and president of Reeves Sound Studios Inc... 


BASFORD HONORS ITS CHAIRMAN—Henry Silldorff, right, chairman of 

G. M. Basford Co., New York, received a bronze plaque recently on 

the occasion of his 25th anniversary with the agency. Presentation 

was made by Fred Adams, Basford president. Since joining the 

agency, Mr. Silldorff has been successively group-account execu- 
tive, president and board chairman. 


Lee Patten, account exec at Maxon Inc., Chicago, and his wife, 
Patty, have added a boy to their family of four girls. Scott Collins 
was born in Evanston Hospital on June 1... 

Leonard N. Simons, partner in Simons-Michelson Co., Detroit, re- 
ceived an honorary Doctor of Laws degree at the commencement 
ceremonies of Wayne State University. He’s a member of the ad- 
visory board of the Wayne State University Press, and is active in 
civic, cultural and charitable activities... 

Rhea Howard, president and publisher of the Daily Times and 
Record News, Wichita Falls, Tex., has been named chairman for 
Texas of the Southern Newspaper Publishers Assn. schools of jour- 
nalism committee. SNPA president Jim Knight made the appoint- 
ment... 


TEAM TINTYPE—Jerseys and mitts replace gray flannels and brief 
cases for Kerker Peterson Hixon Hayes agency men of Minneapolis 
as they turn to a more strenuous form of endeavor. The agency’s 
executive-studded entry in the advertising-broadcasting softball 
league of the Minneapolis park board includes vps Robert W. 
Hayes (standing at left), Robert E. Marlow (standing in center), 
Richard W. Kerker (standing at right), and Carl K. Hixon (kneel- 
ing at extreme right). 


J. Robert Kerns, vp of Storer Broadcasting Co., Miami, received a 
Department of Defense award in behalf of Storer and WBRC-TV, 
Birmingham, Ala., for “outstanding cooperation to reservists and 
reserve activities”... 

Murray Arnold, the new station manager of WPEN, Philadelphia, 
believes good things come in threes. In a space of three weeks he 
became the father of a new baby girl, got a new car and then was 
given a new and bigger title... 


Ralph C. Erskine, member of the creative staff of The Buckley Or- 
ganization, Philadelphia agency, has received the Poor Richard Club 
Award for highest scholastic average in the advertising course at 
Charles Morris Price School. Erskine is also president-elect of the 
Philadelphia Direct Mail Club. Another Buckley staffer, Helen D. 
Hoag, of the production and research departments, was awarded the 
American Marketing Assn.’s citation for outstanding achievement in 
marketing and related subjects. She has been attending the Price 
school on a scholarship from Philadelphia Club of Advertising Wom- 
en... 
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How many homes 
are you reaching? 


With LIFE you can 
count on reaching 
12,000,000 


homes 
every week 


oP 
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Along the Media Path 


en 


IT’S PIXNIC TIME 


WWJ-TV, the Detroit Newsj;recently went about promoting 
station, staged special 10th anni-|itself to the community in an 
unusual way. It staged a big out- 
door show featuring some of the 
top flight recording artists heard| 
on the station’s platter sessions. | _ 
The show, held in Hawkins Sta-| 
dium, the local base ball park, 


versary closed circuit programs for | 
ad execs in Detroit, New York! 
and Chicago. 

With “Believability” as its key- 
note, the anniversary program 
originated in Detroit and took its 
viewers on a tour of the WWJ-TV 
studios and facilities, and pre- 
sented capsule versions of princi- 
pal local programs. Several of the 
station’s leading personalities were 
introduced. 


e CKLW, Windsor, Ont., cele- 
brated its 25th anniversary during 
June. 


e 21 top ad executives were 
guests of the San Francisco Chron- 
icle for its ninth annual “June 
Tour.” The “June Tour” tradition- 
ally is promoted by the Chronicle 
in cooperation with its representa- 
tive, Sawyer-Ferguson-Walker Co., 
so that advertising guests may see 
the Bay Area market at first hand 
and enjoy four days of entertain- 
ment. 


e Sports Afield has received an 
award from the American Heritage 
Foundation for “rendering out- 


standing public service in the 1956) 
national non-partisan ‘Register, | 
Inform Yourself and Vote’ cam-| 


paign.” 


e Hitting a majority of New York’s 


advertising executives where they | 
live, True is using three-sheet| 


posters in 60 spots at 44 commuter 
stations in Westchester and Con- 
necticut. The posters point up 
True’s circulation and advertising 
gains during the first half of 1957. 


e WSTV-TYV, Steubenville, O., has 
prepared a merchandising directo- 
ry for its sponsors. It covers 
thousands of retailers in the 
station’s coverage area. Categories 
cover department, variety stores, 
drugs, food and hardware. Infor- 
mation about the directory is avail- 
able from John J. Laux, WSTV 
Inc., Steubenville, or any officer 
of Avery-Knodel. 


e A sample of Alcoa Wrap alum- 
inum foil will be included in the 
June 24 issue of the Houston 
Chronicle. Opposite the foil will 
be a two-color ad by Aluminum 
Co. of America. This is the second 
time in history that a newspaper 
carried a page-size sample of 
aluminum foil. The first use of this 
technique was in the Milwaukee 
Sentinel earlier this year. 


e Radio Station WPTR, Albany, 


AMERICA’S ONLY 
PLANT OFFERING 
ALL OF THESE 


SERVICES! 


1. Pre-Madeready R.0.P. Color Mats 
(Pat.). 2. R.0.P. Color Service Mate 
rial to over 100 Daily Newspapers. 
3. Reillytypes (Pat.). 4. Plastic 
Plates. 5. Newspaper Mats, Reprint 
Service, Highly Organized Filing Sys 
tem for 150,000 Patterns. 6. Cen 
trifugally casted treated magazine 
electrotypes (Pat.). 7. Reilly Plastic 
Dies for corrugated box printing 
(Pat. Pending). 


LAKE SHORE 
ELECTROTYPE DIVISION 
1224 W. Van Buren St. 


SEeley 8-1010 


e FOOD...FUN...AND KPIX CHANNEL 5 
== . Ra Ba, 


FOOD & TV—KPIX, San Francisco, is using posters like this to promote “picnics at home” during the summer. 


Why 

do advertisers 
around the World 
place more pages 


in Reader’s Digest? 


Because so many people 
read the Digest so often, in their own language, 
and believe what they read 


Gee OPPORTUNITIES for business in most inter- e@ The Digest published in 1956 the largest number of 
national markets are greater today than ever pages of advertising ever placed in any magazine 
before. That is why Reader’s Digest, which is read by anywhere— 19,896 pages. 

more people than any other magazine anywhere, also 

carries more pages of advertising. Why did these companies— 3,675 around the world 


—show such a strong preference for the Digest? 

Reader’s Digest has just published its list of adver- 

tisers who used any of its 28 editions in 1956. This list, 

a true directory of international advertisers, can be use- 

ful in showing you where other important companies 
advertise. It also shows two important new records: 


First, businessmen know that the Digest is read by 
more people than any other publication world-wide, and 
in most of the markets where it circulates. In Mexico, 
for example, its circulation is more than double that of 
the next magazine. 


e@ The Digest now has the largest world-wide circula- Second, businessmen know that the Digest is read by 
tion in its history, with a total of 19,531,879 net paid the best customers for most consumer and industrial prod- 
estimated for the first issue this year. ucts and services. In West Germany, for example, 52% 
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drew 7,000 in paid attendance. 


@ Department of New Laurels: 
Newsweek’s advertising revenue 
reached an alltime high in the first 
six months of 1957. Advertising | 
pages totaled 1,683, an increase! 
of 45 pages, even though there! 
were only 25 issues in the period 
compared with 26 issues in the 
first six months last year. Adver- 
tising revenues totaled $11,269,000 
in the first six months, an increase 
of $1,231,000 or 12% over revenue 


Plastics Technology reports an 
86% increase in space sales for the 
first six months of 1957 compared 
with the same period last year. 

Radio-Electronics advertising 
linage and billings for the first 
half of 1957 were the largest for 
any similar period in its 28-year 


| history. 


Consulting Engineer has an in- 
crease of 265 ad pages in the first 
six months of this year over 1956. 


John C. MacKinnon, formerly, John R. Carr has been appointed 
manager of footwear merchandis-| marketing director of Anderson- 
ing, has been appointed to the new|McConnell Advertising Agency, 
position of general manager of the | Los Angeles. He is a former prod- 
footwear and glove divisions of| uct manager of Revlon, Inc., New 
Hood Rubber Co. and B. F. Good- York, and served in a similar ca- 
jrich Footwear Co., divisions of pacity for the packaging division 
B. F. Goodrich Co. Robert H. Char- of Olin Mathieson. 
nock, formerly supervisor of can- 
vas footwear, will succeed Mr. Ellis Opens Canada Office 


|MacKinnon as manager of toot. | Ellis Advertising Co. of Buffalo, 
| wear merchandising. 


N.Y., has opened an office at 1986 
Drummond Road, Niagara Falls, 


of 1956. 


Goodrich Promotes MacKinnon ' Carr to Anderson-McConnel] 


Ont., 
manager. 


with George McLean as 


In Latin America dynamic social and economic changes are bringing new needs, new wants, new 
ways of living. Are your marketing plans keeping pace with these new marketing opportunities? 


of all Digest readers are in the top two income groups 
and more than 25% are business executives or pro- 
fessional people. 


Third, businessmen know that the Digest is read more 
often, giving an advertisement more opportunities to be 
read. In the U. S., research shows, the average reader 
turns to his copy on more than five different days. 


Fourth, businessmen know that the Digest is read 
with faith, and people believe what they read in it. In 
Canada, for example, the Digest has long been a leading 
medium for the promotion of government annuities, a 
chief form of savings used by the Canadian people. 


Fifth, businessmen know that this combination of /) 
more readers, 2) better customers, 3) more frequent reading, 
and 4) reading with belief results in an unmatched pros- 
pect that the advertisers’ sales message will lead to 
desirable action. 


In every country where it circulates, Reader’s Digest 
speaks the language like a native. It has the market 
penetration and public acceptance of a local medium. 
You can be at home in business abroad in the Digest. 
That is why it is the favorite magazine of advertisers 
the world over. We shall be glad to send you a copy of 


our 1956 directory of international advertisers. It may 
suggest overseas sales opportunities and new proht 
possibilities for you, as it has for others. 


28 Editions in 12 languages Circulation 
Latin American (5 editions, 4 Spanish, 1 Portuguese). 1,737,936 
Canadian (2 editions, English, French). 947 672 
British Commonwealth (5 editions, English) 1,793,447 
Western European (8 editions, 4 languages) 2,725,053 
Middle & Far Eastern (2 editions, 2 languages). 452,041 
Scandinavian (4 editions, 4 languages) 868,613 
Overseas Military (English)...... 140,131 
I aE shins cccscncsceventeveeeen 10,866,986 
WORLD-WIDE TOTAL... 19,531 879 


People have faith in 


fReaders Digest 


Largest Magazine Circulation in the world 
Over 19 million copies bought monthly 
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Aitkin-Kynett Adds One 

Reaction Motors Inc., Denville, 
N.J., has appointed Aitkin-Kynett 
Co., Philadelphia, to handle all 
general and employment advertis- 
ing and public relations, effective 
Aug. 1. Reaction pioneered rocket 
motor science in this country and 
engages in research and engineer- 
| ing of advanced rocket engines and 
| other propulsion devices. 


Don Lee Adds KGMS 

KGMS, Sacramento, Cal., an in- 
dependent station since it went on 
the air in 1952, has become an 
affiliate of Don Lee Broadcasting 
System. It replaces KXOA in Sac- 
ramento. 


Bureau Names Comiskey 

Vincent Patrick Comiskey, for- 
merly a sales service representa- 
tive with NBC-TV, has been 
named to the national sales staff of 
the Radio Advertising Bureau, 
New York. 


' DOMINANCE 


There are all kinds, but KTTV cre- 
ated an unprecedented kind of 
dominance by walking off with 
four 1st Place Awards inthe 
annual station competition spon- 
sored by The Billboard: 


For the best job of promoting a 
syndicated film series (Code 3) 


For the best job of promoting a 
feature film series (Colgate 
Theatre) 


For the most effective job of 
programming TV film shows 


For the most outstanding job 
of selling national and regional 
advertisers 


Any one of 480 television stations 
selling time today could have won 

these awards, but only onedid... # 
- KITV. 


These awards are negotiable. Ask 
your Blair man how KTTV can 
convert this dominance into 
money... 


, o<~s we & a 


Los Angeles Times-MGM 
Television ~~) 


Represented nationally by BLAIR-TV 
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everybody? 


the only men who can 
Sell CPI*-MANAGEMENT 


magazine... 


...TO INFLUENCE CPI*-MANAGEMENT IN ALL FUNCTIONS...ADMINISTRATION & PURCHASING; 
PRODUCTION & ENGINEERING, RESEARCH & DEVELOPMENT 


CPI sales tungles disappear fast 
once you've captured the multiple 
buying power of management... 


And Chemical Week's the answer 
—fast, timely, reliable ... always 
attuned to tomorrow’s trends ... 


Relied on by management in all 
functions for the news vital to 
buying decisions... 


Highest dollar-value circulation 


in the CPI, concentrated for max- 
imum effect at minimum cost... 


Unduplicated sales tool for you, 
first with your first target in the 
process industries... Be sure. 


* CHEMICAL PROCESS INDUSTRIES 
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New Telestar Will 
Make, Distribute TV 


Films, Own Stations 


New York, June 19—Telestar 
Films, a new company, has been 
formed by Sy Weintraub, former 
exec vp of Flamingo Films who} 
has just sold his interest in that 
company, and Bernard Schubert, 
head of Bernard L. Schubert Inc., 
tv film producer-distributor. 

The new company will distri- 
bute and produce tv films, dis- 
tribute feature films for tv and 
acquire radio and tv stations. For 
the purchase of feature film li- 
braries and stations, it has a fund! 
of $12,000,000 available. 

Mr. Weintraub, who will be 
president of Telestar, is also pres- 
ident of KMGM-TV, Minneapolis, 
and WKIT, Mineola, N. Y. His 
interests in these stations even- 
tually will be transferred to Tel- 
estar. 

Telestar will take over the pro- 
duction and distribution of the 
Schubert 39-film series, “White 
Hunter.” It will distribute Schu- 
bert’s other films, which include 
the “Topper,” “Mr. and Mrs. 
North,” “Crossroads,” and “TV 
Reader’s Digest.” 


s Mr. Schubert will be chairman) 
of the board of Telestar. His com-| 
pany will continue in business to) 
produce further episodes of its! 
current series. However, produc- | 
tion of all further series and tv) 
film distribution will be handled | 
by Telestar, which will also go| 
into the production of theatrical 
films and Broadway shows. Tele- 
star. is located at 509 Madi-)| 
son Ave., in the Schubert -offices. | 

Mr. Weintraub’s 30% interest in| 
Flamingo Films has been sold to) 
the Continental Thrift Co., a Los| 
Angeles financing firm. It is re-| 
ported that the other Flamingo 
stockholders, Joseph Harris and 
James Harris, who have 30% each, 
and David Wolpert, who has 10%, 
are completing sale of their inter- 
ests to Continental Thrift. 


® Flamingo’s tv. film properties 
include “Superman,” “Stars of the 
Grand Ole Opry,” “Beulah,” “Top 
Secret,” in addition to cartoons, 
short subjects, westerns, and 
feature films. Another Flamingo 
series, “O.S.S.,” is in production 
in England. The Mennen Co. is) 
slated to sponsor the series in the 
fall on ABC-TV. 

Mr. Weintraub reportedly sold 
his Flamingo stock to Continental 
for $3,000,000. 


Publisher Names Stockwell 

C. H. Stockwell Co., Kansas| 
-City, has been appointed to repre-| 
Sent National Miller* Publications, | 
Prospect Heights, Ill. The publica- 
tions to be represented include! 
American Miller & Processor, Con-| 
solidated Grain Milling Catalogs &| 
Engineering Bluebook, Feeds II- 
lustrated and Feed Trade Manual. 


AMERICA’S BIGGEST 


FOOD BARGAIN 


A 20 ibs. Food Crusade — 
package will be sent in | 
your name to a hungry | 
family in one of 19 coun- | 
tries of Evrope and Asia. | 
| 
} 
| 
i 


Send 1.00 to 
CARE CHICAGO 


Advertising Age, June 24, 1957 


Texas Co. Plans Spot Drive has been named advertising di-, sentative, has been named vp and, dle its Popular Club Plan, which 
Texas Co. will begin a four-week | rector of Hecht Co., Washington director of advertising sales. sells ready-to-wear and home fur- 
radio-tv spot drive in some 100|department store. At the same /nishings through club secretaries 
markets at the end of June, using| time Jessica Grice was named ad-| Spokane Adclub Elects in 14 eastern states. Popular is a 
| one- -minute and 20-second an-| vertising manager; Emily Keech, Stanley Ross, Ross Printing Co.,| new advertiser. 
/nouncements. The drive for Texaco| fashion advertising manager; Ar- has been elected president of the | 
Sky Chief Supreme gasoline will | nold Fine, assistant director of) Advertising & Sales Club of Spo-| 
use a minimum of 10 tv and 45 ra-| publicity and planning, and Eve kane. Other new officers are W. I. 
dio spots per week per market. The| Clevinger, production manager. (Tony) Osborne, Barton Auto Co., 
company will experiment with | | ist vp; Ralph Summers, Ralph E. 
evening radio spots during the|‘Super Market’ Boosts Three = Summers Advertising Agency, 2nd 
drive, although early morning and| Irving Pergam, formerly busi- | vp; John P. Wall, Madsen Agency, 


Shaw Appoints Kellogg 

John Kellogg has joined the 
service department of John W. 
Shaw Advertising, Chicago. He 
formerly was with Sears, Roebuck 
& Co. 


Cunningham & Walsh is the agen- 


cy. 


Hecht Co. Names Five 


weekend time is also he agen-| and manager, has been named vp secretary, and Hal Hodge, C. W. 


| Market Merchandising, New York; 


and general manager of Super | Hill Printing Co., treasurer. 


Farrell Joins ‘Everywoman’s’ 


Louis W. Gabell, formerly adver- | Marschalk & Pratt Adds One | Thomas P. Farrell, formerly 


tising manager, has been appointed| Marschalk & Pratt, New York, 
B. Allen Mays, who has been vp and director of merchandising,|has been appointed by Popular 


with TV Guide, has joined the 
sales staff of Everywoman’s Mag- 


with the company for 13 years,| and Curt J. Harrison, sales repre- | Merchandising Co., Passaic, to han-| azine, New York. 


ALL GOOD SELLING IS SPECIALIZED... AND 


Now businessmen are investing $13,000,000 a year for 2,850,000 subscriptions 


to 160 specialized ABP member papers. As businesspaper readership 


continues to grow, so do sales opportunities 


for advertisers. For example, 


a} 


$Te ae FORGINGS ——-— 


UNITED STATES STEEL uses business- 


papers to forge a share of the heavy industrial market 


ossectives: To establish —and maintain — U. S. 
Steel’s reputation as a leading producer of high quality, 
heavy forgings . . . to obtain for U. S. Steel an in- 
creased share of the heavy forgings market. 


SCHEDULE: Four-color bleed spreads in five business 
publications. 


RESULTS: “U.S.S. Forging sales have increased stead- 
ily since this campaign was started. 1955 sales doubled 
those of 1954 and were 67% higher than in 1953. 
The campaign produced inquiries of a high order, 
many of which have resulted in confirmed sales—a 
considerable number of new customers have been 
added as a direct result of this advertising.” 


AGENCY: Batten, Barton, Durstine & Osborn, Inc., 
Pittsburgh 
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Uss seer Seton y pet eten hey tetmtons 
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businesspapers...an 


Tia «125.000 


traffic-stopper 
for your store! 


You eo getting the mos! exiting premetion = Meer corering 
history trom Aldor! This Midon $1273 000 bweepetakes will step trette 
wl pull wattc into your were lester then amything ever hes 
betere) AB becouse you store 4 headquerters ter $123 000 
in febelows prises af giver ewey FREE! 


Puts you on the profitable Aldon pycture! 


ALDON MILLS uses businesspapers to help 
dealers meet price-cutting competition 


OBJECTIVES: To give dealers a tool to combat price- 
cutting and bring them sorely needed store traffic, 
Aldon decided to run a “$125,000 Sweepstakes” for 
consumers. Behind this was a complete promotion for 
retailers to tie in. A steady barrage of ads in the trade 
press carried the story to dealers. 


SCHEDULE: Single pages and spreads in two mer- 
chandising publications. 


RESULTS: “Out of 2,500 Aldon accounts, a full 1,900 
tied in; 400 entered the window display contest. Over 
200,000 customer entries were received, which meant 
over 200,000 Aldon customers went into stores to 
register. Sales for the period were up 26%.” 


AGENCY: Hicks & Greist, Inc. 
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Shirriff-Horsey Seeks to lern merchandising ay ge ‘Satari-Tested’ 
Buy Salada Tea Operations in the San Francisco office, wi ; 
Shirriff-Horsey Corp. Ltd., To- | move to the Menlo Park headquar- Equipment Stressed 


ronto, an international food or-| ters as advertising sales assistant. ‘. r 
ganization with plants in three| Laurence Smith, who has been on| jy RCA Victor Push 

countries, has made an offer to buy| the magazine’s advertising sales Campen, June 18—RCA has 
Salada Tea Co. of Canada Ltd., | staff in Seattle since November, | sed on advertising and sales 
Toronto and Montreal, and its| will succeed Mr. Fiorini in San iain campaign on RCA Vic- 
wholly-owned U.S. subsidiary, Sa-| Francisco. 


highlighted by a huge picture of 
a dancing Watusi warrior. 

R. E. Conley, manager of adver- 
tising and sales promotion for 
RCA Victor radio and Victrola di- 
vision, pointed out that the RCA 
Victor products were authentical- 
ly safari tested in the heart of the 
Belgian Congo and also were 


lada Tea Co. Inc., Boston. 


Details of the offer were nt Lares Joins BBDO 


made public but both companies 
made a bid. 


‘Sunset’ Promotes Two 


Houston L. Levers has joined the | 
confirmed that Shirriff-Horsey had | | copy department of Batten, Barton, 
|Durstine & Osborn, Los Angeles. 
|He formerly held an _ account 
| executive-creative position with! 
Sunset Magazine has promoted | Harrington-Richards 


two in its advertising department.| Fletcher D. Richards Inc., 


Louis Fiorini, who has been east- Francisco. 


tor portable and transistor radios 
and tape recorders based on a re- 
|eent safari in the Belgian Congo. 

The new campaign will feature 
the theme, “Safari tested.” 

The promotion was held in co- 
operation with Sabena Belgian 
World Airlines. It will feature a 
safari window display contest for 
RCA Victor dealers and distribu- 
‘tors and a six-piece display kit, 


division of 


fari. 


to the Congo.” 


flight-tested in many parts of Eu- 
rope and Africa prior to the sa- 


He pointed out that the instru- 
ments withstood tropical heat and 
rain, and were perfect traveling 
companions from “the continent 


® European trips for two, via Sa- 
‘bena, will be the top prizes for 


NOTHING SPECIALIZES LIKE THE BUSINESS PRESS 


more advertisers use 
what results they get 


What makes 


businesspaper 
advertising click? 


Two brand new booklets illustrate the 
award-winning campaigns in ABP’s 1956 
competitions for advertising in ‘“‘merchan- 
dising’’ and “‘industrial’”’ publications. They 
analyze campaign objectives, point up the 
factors that made the ads work, suggest 
scores of ideas to spark your copy think- 
ing. Write to ABP for ... Awards Booklets. 


SCHIELD BANTAM CO. 


uses businesspapers to stimulate 
distributor sales enthusiam 


OBJECTIVES: 1. To meet increased 
competition and re-emphasize Ban- 
tam’s leadership. 2. To sell a bigger 
line. 3. To play up the distributor more 
strongly than ever before to get a 
maximum share of his sales effort. 


SCHEDULE: Two-colorspreadsin build- 
ing and construction publications. 


RESULTS: “Many favorable comments 
were received from distributors. Per- 
haps the most satisfying evidence of 
all is the fact that since starting the 
campaign of spreads, sales are up 
33 % over the same period of last year.”’ 


AGENCY: The Buchen Company 


Founded in 1906 


THE ASSOCIATED 
BUSINESS PUBLICATIONS 


LOOK FOR THESE SYMBOLS: 


You will find them on all members of the Associated 
. . leading businesspapers, work- 
ing together to give their readers—and their advertisers 
—more for their money. 


Business Publications . 


205 E. 42ND ST., NEW YORK 17 «+ 201 N. WELLS ST., CHICAGO6 * 


925 15TH ST., NW, WASHINGTON 5, D. C. 


the window display contest, which 
runs through Aug. 15. The trips 
will go to the dealer with the 
best window, as well as to distri- 
butor salesmen. 

Other prizes include luggage, 
electric shavers, typewriters, cam- 
eras, lanterns, cosmetic travel kits 
and lighters. 

Included in the display kit are 
the blowup of the Watusi warrior 
holding a moving spear and 
shield; photos showing RCA Vic- 
tor merchandise on safari; four 
easel-backed cards and a large 
window streamer. 

Travel agencies will feature the 
same display pieces. Leonard Fell- 
man Co., Philadelphia, coordinated 
the promotion. + 


P&G Plans Spot TV for Crisco 
Procter & Gamble plans a 100- 
market spot tv campaign of in- 
determinate length for Crisco. 
Spots in some of the markets will 
begin in about a week. Compton 
Advertising is the agency. 


Bakers Weekly offers you 


...the 3 marks of top 
- advertising value in 
_ the multi-billion dollar ; 
baking industry: 


ie 


1 Editorial Quality — 
_ Astaff of eleven full-time J 


_ Meering department and 
- laboratory to test new 
equipment and materials. 


' editors... plus an engi- 


Circulation Quality — 


_ Highest rate of renewal 
at the highest subscrip- 
tion price...with 79.88% 
of circulation concen-— 
trated among executives 
with buying power. 


= 


iS Daldiies Quality —— 
More advertising volume 
per year than any other — 
publication in the field... _ 
a lead in ’56 of 487 pages — 
over the nearest com- 
petitor. 


= 
he 


eal 


ee ee 


Talk to bakers through 
the only weekly maga- 
zine in the field 


Bakers Weekly$ 


American Trade Publishing 

Cc y — publishers of Biscuit & 
Cracker Baker; FEED Age 

71 Vanderbilt Ave.— New York 17 
520 N. Michigan Ave.—Chicago 11 
West Coast: Smith & Hollyday 
5478 Wilshire Bivd., Los Angeles 36 
Russ Building, San Francisco 4 
For the complete story on Bakers 
Weekly, see SRDS, Classification 9 
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“| SELL SPEED-FLEX BELTS” 


says 


J. H. Lobley 
GATES RUBBER COMPANY 


~ ON 
eS “And. to sell High Speed Flat Belts in the 
Scam \ Ve Original Equipment Market the Purchasing 
Agent is a man I've got to see and sell. 
“Maybe it wasn't true 20 years ago, but to-day’s OEM Purchasing 
Agent is a technical-minded, creative buyer . - - ready for new 
ideas.” 
“One thing I know about the Original Equipment Market . . . the 
Purchasing Agent is mighty important.” 
“That's why I'm glad my company, Gates Rubber, advertises in 
“PURCHASING NEWS.” 


| Companies Set 5-Media Push 
| Carnation Co., General Mills and 
| Lever Bros. will launch a five- 
|media push in August to back a 
| pie recipe promotion. The compa- 
|nies will use 18 magazines, 10 
Sunday newspaper supplements, tv 
|}commercials on the “Burns and 
| Allen” and the “Wyatt Earp” 
| shows plus a daytime tv program, 
|trade publications and radio spots 


(on the Keystone network. 


RCA Promotes Two Execs 
Orrin E. Dunlap Jr. has been 
named vp in charge of institutional 
|advertising and publications of 
|Radio Corp. of America, New 
| York. He formerly was vp in 
| charge of institutional advertising 


|and press relations. At the same 
time, RCA appointed Sidney M. 
Robards director of press relations; 
he had been manager of the de- 
partment of information. 


Promette Names Silton Bros. 
Silton Brothers Inc., Boston, has 
been appointed to handle advertis- 
ing of two new lines of women’s 
dress shoes to be introduced by | 


_Promette division of Radcliffe | 
| Shoes, Brocton, Mass. 
Kimball Gets ‘Bride & Home’ 


Bride & Home, New York, a 
Hearst publication, has named the 
Abbott Kimball Co. to handle its 
advertising. The account previous- 
‘ly was with Anderson & Cairns. 
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DuMont Raises 
‘57 Ad Budget 
to $1,500,000 


New York, June 18—An in- 
creased co-op allowance may bring 
the advertising budget of Allen B. 
DuMont Laboratories up to $1,500,- 
000 this year. 

Most of the money to be spent 
on advertising for the new tv, 
radio and hi-fi line unveiled here 
last week will go into Sunday 
newspaper sections. This will be 
supported with co-op ads in news- 
papers. Spot radio and magazines 
may be added later. 

DuMont’s co-op allowance has 
been increased from 14%2% of sales 


by company and distributor to 


KRON is TV in SF 


POPEYE 
Monday-Friday 

6-6:30 P. M. 
AVAILABLE 


a San Franciscans are sold on KRON-7TV 


S. F. CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD 


|2%% of sales by each. Sales pro- 
motional material, formerly 
|charged to co-op funds, will be 
absorbed this year by DuMont as 
|a part of the cost of doing business. 


= This 1957 ad budget will be 
greater than last year, but with the 
increase reflecting mainly the 
changes in the co-op advertising 
setup, Allen B. DuMont Jr., assist- 
ant division manager, receiver div- 
‘ision, told AA. He said the budget 
is pegged at about 8% of sales. 

The 1957 DuMont line was in- 
troduced to the press last week at 
|}an elaborate ceremony at Delmon- 
ico Hotel. 

DuMont executives were attired 
in the traditional wedding cuta- 
ways. Seating arrangements re- 
|} sembled those of a church. Waiters 
| distributed champagne and models 
|in wedding gowns marched up to 
a veiled line of receivers. 


|@ The wedding theme, which Du- 
|Mont strained to put across, was 
,used to point up the “wedding” of 
a specific type of wood with a re- 
lated period cabinet. This theme 
will be carried out in its mat serv- 
ice for dealer advertising. The aim 
in the dealer ads will be: “Lend 
personality—and get away from 
merely set and price ads,” Elliott 
Nonas, president of DuMont’s 
/agency, Page, Noel, Brown, said. 
| Mr. Nonas made it clear that 
these dealer ads will be strictly 
hard sell, with a theme that leaves 
the clear inference that if your set 
isn’t a DuMont, something may be 
missing. As an _ illustration he 
quoted this line from a suggested 
ad: 

“(Dealer’s Name) won't join tv’s 
striptease at your expense.” 


# Dr. Allen B. DuMont, board 
chairman, told reporters, as he has 
many times in the past, that bew tv 
is still superior to color tv. He said 
that b&w sets are available for 
approximately one-third the cost 
of color sets and that because of 
the low brilliance of color tv, it is 
difficult to demonstra.e sets in 
stores. 

Dr. DuMont said that until the 
cost ratio between b&w and color 
sets is considerably reduced, his 
company will concentrate on b&w 
sets. = 
| 


Revco Promotes Jenkins 

| James R. Jenkins has been ap- 
pointed advertising manager of 
| Revco Inc., Deerfield, Mich. He 
was for three years assistant ad- 
| vertising manager for Revco. Prior 
|to that he was district sales man- 
| ager in Detroit, Birmingham, Ala., 
j}and Chicago. 


Chatham Names Schiffmacher 

George Schiffmacher has been 
named advertising manager of 
Chatham Mfg. Co., Elkin, N.C. Mr. 
Schiffmacher has been with the 
company since 1956. Prior to that 
he was with M. H. Hackett Co., 
New York. 
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_ development of new and improved products for industrial, 
military and mass consumption is the number one business interest 
facing every progressive company today. This vital business interest cuts 
across all industries, functions and titles in the Original Equipment Market. 
Never before, then, has the time been so right for a technical weekly 
magazine of broad scope and far-reaching influence. Packed into its 
pages will be the whole new world of exciting developments in design, 


research and planning of new products. 


ee i ‘oo tee ae 6 ee a) Rae See ae Sil) Basu) So i > (ie eee a ee ee — <= at a Wo ot eee Oh ee ane a eo Oe ye 5 a a Det ye +i rm ia s&s 
re eS a ea Oe glee eae a ate eee tee me. ae Hate = Nak a Pe a tet = Sa ey Ramee Le ney . a her a ak et Oo ere ae Dis has = 
a =e ty oe oi oC ee” eee Meee ae yao ee Ree aero eee Oe Be i 
: a ee Ce ‘ wate Be ee oe re ie eet i Se i ek ees, ris oe ay eee eee a - ae 
“<i ie hte a es ew ey ee eee oc ee Pee 6g 20 2 a, SE as ee : Ss POM ae ee Loe oe Lr a i 5 clea ace cas i 7 Ret on ah sates oP ieee. : oe <4 
a: ane. aie ieee Pe MRR Ne ay eee ey et Te ee a 5 ee ed Scie 0) ere, 1 ee 
— oe ae iM yn a A ee Te ae ... ie, ie ee. Sn Tee Ls ee Be Re vos 
ee oe eee eee: ae he aie Be rom eee er cated imi: Siam Mae Te Oe ee ee 
ae eee Pe ‘ea pa, Stet i au, lin yeh, 2 oe Fae Sectkee =) Ue pS ct an aa . ae ee Eee ene . ay Ue eee Se ae 
ey a2 yee ‘ aa ‘ t - ‘ Se or a See Nak oP er cg eRe iene ee eae uiwies ie, ‘ae Se i i iy oe aed a erates ae i 
a 1 lid wre iia Spats vues sy al i... Ee ace oie ee Be [ee eee ? es a 5 gs ead mie gt é ene Oe ee oe 
| A or ee eee ie aan te eee eee Fete ae al ee ee ee tee CP re Bp entre tae ree See pe nig one 1 nee pines! ats > oe 
ee ee ee eas Seer De ae a ee ee: ea ee ce ae nS eee ; a fines heee 
4 ei ite ae es bee ae | aE Shae ante. ee Pe ae ee ree nee ME Be a Oe a : \ alae 
ae = pies ‘ Petes: fs py a ee: ge dee mG ee ere ere yy gee oe SMa ; pe ee P eee 
i : s ; ire = 5 al ayia ae, \ ange ae : eM) hae Yok 5 
4 Mea aan gay i sey : ; 
cy aie te ai v * aes 
. : os - - 
: = 
‘ 
‘ 
7 Fae. 2 
- ' ae ae : 
=s 4 
- e ae ; : 
Fe q Se 
ae 
——— oe a a 
et % eee ¥y <¥ Saar e lial Zam . re 
t a 4 ne PORE ae 2 ole ¢ 
‘4 aS pat me 
ae 
cin 4 
ahs 7 
ae lf / a ae 
Lee F * — 4 = is 
ito Se ce ¥. wet. “See 
he: ae 
+ ee 
L. a : 
4 | 
i | 
| 
| 
Babee. ee ee 
fi: * ae ee Paes eee ee Coa 
3 Ct RP Sy as alae Doe ean re Sie ae ott 
= es » eae - emma cae Pa te. ei 0 ae 
pea na She ees See res a se ES 
. > 7 7 Rae =, pe | 4 
pk : OTL engir 
ae ee adi y atin’ spt ee ilien cee 
oe : di a oe ya ree | tices} ae ae i Rae ae | Mee 
a OR cae SM etgnen RP ale tess ; eS 
Cyt iete ys SRT Pe eee ee - - 
>” e * 
} Lh ie ae 3S aw _ se iieesindh 
: hk tan See es ed Pehle ro et rae, : 
. eM Ries >: NN a Ben i 3 so | sis 
ona aie Se 7. ro oe ba ~ bh tg g 17 ae a i . tesa 
; ik: ied Sa Tyee ae, Fd a Bi. me Fare 
) 3 ; a“ 4 Ay | 
I m ri «. Ma 
a Ur Speen) Seal Ls a 2 ae 7 om 
ae se i Soles es ree ae i bar 
: aa eee aGoea 
ere | bk. ee ee Se ‘ 
: car pt RN rs 53 oy 328; iene Pai 
as nite mss sakes ee at a, a 
i Pea 5 — De = tee ae A ea “age * 
gs ) ie 
ya eee ‘ We x 
- , 4 a a F 
eS ak = net ea gy SPA aes ised 
- aaa) TS in ; ay OG 
; : ree ee SMU ty So Ree SN, Cee ee ee Ra 
oY hich ae PG sy. = fee et eo tars 5 
‘ ct A Maplin 2! oS > Sh a a rr re’ < o = ms 
. PE ae ae eta SR > i 
pe ie ee. i! 2 ae 
atti Aa APs 2 +. wee 
eee tie dg, Sigg ie ~\ de: po gee a a ca ee 
i 2 Ce Ry ot), ee ee ‘ E; Pah Cn en 
. gee SO ee a cla So ae ae 
eg oi ES 5 ehh Se eee cr Teg Ra 
ee he haa sie Rae eh hie a He Ry ae 
3 fa ee 
i Searticais  _teihale ad fete . id ay ‘agen a se 
Sr RI UR Na IE TE 
ag » sd Der ap lier stn n> nner oneal pe et ectcmerpaar dl = ernie 
MER ihe oy 9 capa RN a 
RR AT ae Pee hse Fae PPL EP poe 
1 forward 
i ee ee eee ee 
: P Ptracyks Sa are 2 a Oe 
i oA Pe Bing? Bs Wid iors ioe hannah . 
vi a 
r gil 
ye ; 
; 
A gaa 
oe 
ae 
a ea 
ee 
nee 
ae 
c 3 
es 
ie 
' 
- —.. 
seer 
res: 
1 ai 
: aa Scie eae 
gabe ae. je 
oe ie. 
Pua gaeil 
= a Gea: 
pe tae 
Soa ae 
oan 
oe 
pif ai? 
os 
Se ee, 
oer es ete 
See: 
Fae a 
oe : 
= a 
ee 
Dao ds 
a al be 5 3 ¢ : ss ° E i 3 F Ny E 
Be ae ’ METS te a ra ap ere pe Tee ae a 2 Be big. a yw esto Sg i I: i ies Ts. 
3, a nn er ve ae ee thd eye BPre Pee ees etry e é ; ‘ : Ties a ee? oa j ; ( i? copii avers Ree AG eh ee ne a i; 
< Mees nt kena ve | ae : Botts eae ae ; ay ig ec er an r Stee gas eee be aes 
ater a 1 ak ae ae ‘ ue sy Sees ‘ > ee ig ; 4 i ee Be coe, ais ihe te : ycpantanes Neer a ot eee i aa 
eee ria ee A ee eh ot lee) Sikh a a ne tal Se) “Aum ees oe PRE: Coa’ do Eh Ge a eer eed i Be on 
(a BPs yey 7s te ey : F : : : He ee ae ee a. Pig Rae i Sas eam MM ha ; : pe Ree 
‘heel an Pe pier rats s Tg Met oe f : r ‘ Bh ee oe pines f, (ae Soe ; Ce Me ee eee ae *" 2 oe eae ra 
oe) (|. er eee eee re oe Suk a pa hes ae ei oes as Se! cee a. 7 ee eee Sc ie ee rae’ Were S 5 ee 


eae, #0 Oe vse = ae Pel ae aah Mean =, ter i St eee ae on 2 ae ra ot en 
A a i a Ms RN UN oe er ee Sue ee PIS TS tS oc re oe ie 
Ce eee reece Ae ae eat ey oe Lie me P= bs ai; es ge ie ee al ena a ic tual ae ee oe: ee i: “ iil ae 
ee eee aan i me 2 aa. ORM Pe Semmes ee ee PE BE a ; ; 2 ee ee eRe ag Te oo 
—_ Se eee oo eee Se eS ae 
ete, Ca RE St tan “lean as: “She aA iceman 2 ; Be Fo asa ht. oa? Sgn ig ees Sn, Oe pg no es 5 Sc, 
ae ge » ee re tee = Se ee ae See ig ai cag as lcd ie ee cs ee ei ee ae a. | 
ae ae St a ae ee See |r ali een head — Saahien ae en ee eee ee ane pot Ta aS Serer 0 A eee igen Ne ee Se toto eee gee 
a ee irae i as ee ‘ he : it TaN Mey .- Cee Sie ease Ee we ep si a ie F Le Se aS oa. Pca a a es ? ie 
ee. ee ee eee rg ee a we em py tule sont ieee eee wee Bou 
- r f Fr ea heh aie 5 roe oe eee Toa ie Ore, ee. aes 2 ‘cat a. en ere Loe 
je a 
Be Ps. Sey : : r j : : 
gr aR OE 
A= ? . ‘J 
| oo —" é a ‘ 5 M Cte ; a 
J pate 15 vs ne Dy Se 3 7 ’ be ee ae a. ea: er ats. ; ‘ 
ra oy) ae de mee ary RR WS ok SY me bec Se a 4 oe eae ee gy RRS ape a ee ge ee ‘ Aa 
a 4 : ‘ZC Mae ; 3 . . "a 
here is the market served by Product Engineering | 
, e2 Se Ree ye pi a : Po ona ee el ‘ | ee ees PEN ta , ia ; 
: ote a .S anf y ah ta 
5 *s - 2 *, 
3 ae ee pity cS eae ee ee . + 6 ee ua oe os * : : 
oi ge Sen cor | geet Oe: a ee ee ee 5 
deo ama Shien | Pepa em ees iP Coe ashes oe ie 
« i ¢ a a! : ¢ as a iy a | = F oe - ee een re el 
Fe # Pearse |< ck ee bre , a eee a ‘eat —_ 5 j & 
q 1 aE aR MOM eS ai 5 8 a POM ee? ; mgt © cas ee 4 j 
IS ; vie ppt Sgthee Load oh. eae oO OMT GT ogg? getits Cae nea ae: ae 
: oge aceiy Da Ses - yang | a et ae Bee eee ae s es She ee ee et 
Satay eeclo Pe Ss! eee ras, | a a reece), perc iiteal Na REE i a el ee F 4 
Paige i Se ee ee TST ae Sei ane OES valet «Gh 2 take Se 76 A aaa ae : 
rod ye Pee ey ae e eee ev Se eT Re ee ee Ae ee 
CE eo SRK: i irenccogtiesin: 5 Vibe resis << 3 » rg ele aaron toe we <i EEE tell 
ee ia Ue hee Aa ge ed vie ka ees x ee eae. ». Py Fon eee) ea a Sy a eR be 2 
dele ae: bee en ate a Ra i a of RR fee Np? te 
CPE a phate mr as “Si a Re ia ater PES 1 Os eae > ARE mei lags 3 So ian. ‘ 
en ars eae ee eee Fs > ee Se ce ree Cre Pe See eo i. * 
—6hd TMNGICAatles | ‘ ee = 5 « &® fall Tt hy A ce ls 1} ier Prarey h e igo J 
7 ne a a IO ew oP! wy fis @ 
ee 2 # Rn bet ics ce ERR Morne Paha Bic: Seer) a ee (he deh = ¥ es 
4 es De es Tee 2 c AES t Se ce ee a © 
a weit ae terse ae ¥ -* te 3 ean Ley? ‘. ‘ aa 
ahs ag ae oj eee li ans « . apie f Cy PK hay ; 
+2 Hion annuallv on ri Se aad ee aS i catdeaseny kee. 5! Be 
: — ‘ : - od 2% Hiuaity Vert : be tl H "de ‘ mM _ 2 
2 Meee ed 7, 4 3 r DU Bape: a a We Ate incen ty ‘ye om, oe nes ee bab ae ‘ 
paige Oa ee erie 4 STS See aa ame care wis CL hy eg Earl ae a AAS ae 
‘ at ae HONS mg Se age ye ig chy ie A eS FMS eee. ade tO het Sy ee 
Ia a rn 8 
‘ : r ¢ ey , a einc 4905 Yt ee oa en $ .a Cro oee 
ges 0 Ri ara gc th a —— Ber Se eee 8 8 Te ; Sarah a Sige aan psahins 
A Sn ae sete ee pk. ERE Pot 4: Cr 
eM i oven a etn Seo ae ae toy Sees oe Bae cote Can an star ei Sg iS, al al Snes Sees ce Did Werenlt Sor Sane g 
a ae ee S eee a yee aay ae oak ce ee Age rae Ag ee Ee eta 4 
to the. 41 RII ® ey ba as Spey MER OT e 
Ss a se seer LE , N ;) & WMuUal i te 
PN ee PI Le ee oll oe on Soe? a a ae ct tec yreFan — ee 
nl Sa be, Se eS inne ys ae ee ee Some Tha ges 
Lb sae ai Te 7 ue oe oe Bg Foe pe eee Fe ela ae ia ee a we Od ae a Pes mh a 
, . tae : es ae a, Sia ee ae 4 ¥ Ma | ee 7 te ee ee ta , = ths we a 
cs se ATS. Sg af ye pet aay _ Ca etal eas ei deo ree areata a Ry, Shee 
a a eee aS, pe ee PA) (At oe 
urianr oe YuIor ‘ } uT ~Tiy r Be e : sey a . 
i. ds = elie all 2 ‘ CATTMAT CAS UU oe . g At . a : r 
as aks a . r a, is a eee SmLeS 433 ee ne es Pe ie . see fh ahaa Ess om 
: ee ia i REI te ; Ra: Mia i: eet ei rg mais ey oe - 
ee ae 3 se - ft ips + See ee B ; z > sabes Sieg! Bi a . f 
SS, ee ea ie Sy eae | ih! CS Y 3 : 
: ee Be ey ¥ 
¥ sleate.e) an 7 5 ‘ : r : 
= . y tin : a rs $ 
a Bake ets Th» on a cone a ¢ a 
. = i aa 
a6 
: vr 
Me eee a Z pi eh es ee ae Ub di F ee : re y I - & ie i ck ae ig Pact: , see a v¢k ‘ ‘ 
eae : Si a ee ee a gh ead 1 : edo ee ee a a ae ee ge et | + Ve SM en hha 5s : : Sgr, baer: So Sil ‘ ie fa 
SS ee ES ei Bi Pease PRES ¢ jor kay . ee ee Ballas a Oe 2 Seah aa is wages = te whi yas es jog eee We 
goed pro aie ; i i =f ae eee ee * = er as Sun paeee rs etecke “: ee gta Rake ny, Sone ok PSs 3 ah OS ee ee ae eas bi at ae 4 
ages ge hide er Sd. | ig a ee reas ada ae ee Be ree BSE Ae 5 ae a 
yy a” Sa Rae a 2 Py tet ee ee BE eed rig ee oe We edger le ie Sy) re! i ay ee ue re eT es ds SUR ed af Sot Set hs oie Geer’: ce ae 
eee: es eet iS, Sie) aoe ae Le Be ie OR ie Eo ok a Se ie PR ee ah OL ree 0 ty eee 7s 


will match the terrific growth in to 


The Deoie 


... will con 
engineerin} 
service mor 
the design 
DECISION 
coverage | 
ISSUES w 
engineerin 


The Reseanch and Developm 


... will int 


ee 


of technicé 
Original E 
to better u 
to producti 


a, SMM ge a eT oe A a ee eS etre i ee rer ete ee ee 
— _ ae eee ek ee Se ree iilhegs Cn a as e. ey se ee) Me A. aid alle seal O arielg immer dee tm ime Su Me 
a oe ra” Ke aT ee bare at ; f sali Cer asi (hip Pate ig ee, 2 gs tae eo re: I ee RG, tome ey Ce ce be ee 
ay) oe ets re ay 2h COS SET RAT pa Bi ec SG eas i eae tS sel ho ae :¢Sa Je ol ee ae “a aS eS ea 5 eg eee rn ean er ee ae eee Sere mS 
ie ee eee Se oe Se gh oe ee 1 Re. See RD Bea AR aS Pe i ne ee 
i ae ay te en aie So ee a ee owe So a liga et laa ae Santos: Se. ae, eS cD ee aM al Wg DeMarco be lee tg rn I eh genes 
es +) saute pee a at ere ae ee ee Ce Bea ig oe. A ee: ae > rg > ier, a ee, Baa si sell oe eee alt hie, WS AR | PIE Te a ee peat 
3 Bi ane See ee eee SS a Sa i a ee gee ee wae ae ee eT ot ee eT ee 
<P neces to athe ied a ag oath Nee ani ee ‘ ‘ 7 ages 7 Nosh aa ss, Se ean peda ee een: oe ee teed seas  anias een eee Be 
pre 2 ape ony anaes ee te BS Med a : Sh, - eta: ee ee es Seay ? : ee iiset 9 ee, = 9 ee pcm, Sad 
, SRR tea REA Rares = © ote <a ane : = ee = PAWS ie Fe le altar ee OAS LPT 5a ee i a ae eee SE er ee eT ee Ss ee 
Wear Peg Si sale a ee ic ua CS MR es gh em, MRM ere eh Ee Re ee ane ng ye im et ah oR ae 
oe ee ee wpa a Paes =o ale NS Re SAS MS. SA at ee ea Lae Te Ray, + eI > a mi Sie Neh lla i a hed aera ee Plead Tee 
2 a ret Oat s: age he ash Ms eee 1 tetie gt. a, Pee Ae cs ge ee: ae eee ee ees, ee Pay sir es es) ep eC fat a a, errs oe 
ane . 
. 
2 
q 
3 
” 
ale 
* 
* ee 
sha 
7 
S 
o S Pe; See oO md Fg ele siged Sv 4%, ee Coe ; ht eile ey Ee See aes ead <3 f er est ee ee oe, ee PRR es ear eGR! gr re Sine Chae eae 
Hat bo he eet aS gt ieee eat i: . ie = ee ; ee et 7 aa Gein a ee pe fa = De ee ewe Es Oe ang Pana Oe 
£5 i eee a Nl pe Le i Sapaet tpt ea ites ees ae ane i Penge oer NM gt ene UCT I cae manera was 78 Se a ees 
tes fs se ~ ee eee SS ore ke 7, : => ghey oF Sane ea j ees amped: 5 Wore es pee oe 8 AMET A Fle : Sen iti Gs Ht eae 
oS Gee cit ah eed Pr eee tage rs. oe ; =e ; 5 BN Woy Se =e P ‘ ‘ oes Wet eee he 3 th oni, : ea 
ey er: eg es tes ae Ae Pe oe ‘ peel y : sen! Br ain ey pare y= it ; Pg og a ae . os p ae ae? ee ena Soci 
ea Saat oes eee ’ WW lone ein eee mee 3 PS ees arr ny Ca ee eee ee eo ae re oe mee vee pie eo ee sss Bi 


9day’s Original Equipment Market 


* efe 
qh .. . 26 issues, every other week 


‘ontinue to provide the detailed technical data which is so vitally necessary for design 
‘ing progress. Make no mistake about it, design engineers need this type of editorial 
1ore than ever before. These are the men who have the FINAL RESPONSIBILITY for 
gn and performance of all new and improved products...who make the FINAL 
ONS relating to materials, parts, components and finishes. By expanding the editorial 
e of technical advancements in all fields of design engineering, the DESIGN 

will help readers more effectively deal with the growing complexity of their basic 
ing problems. 


2 fs 
Nut Edition .. 26 issues, alternate weeks 


introduce a brand new editorial service. R. & D. ISSUES will interpret the significance 
ical advancements, trends and effects upon all facets of product development within the 
| Equipment Market. This broad-scope editorial approach will enable design engineers 
r understand, and hence to co-operate more effectively with all other activities relating 
uct development. And for the first time, all others who participate in the development 
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New, faster reading issues of PRODUCT ENGINEERING provide 
improved visibility for advertisers, and will attract greater reader 


interest. For the first time al// the major interests of this reader group will 
be served by one recognized authoritative publication. All issues will be 
produced by one editorial staff which is now being increased by more 


. s than 50 percent in terms of full-time editors. 
You can choose the best editorial atmosphere in which to present 
your advertising message. Ask to see the pilot issue coming in July. 
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ind improved products, regardless of industry, function or title... technical or 
ical... will have available in one easy to read magazine the wide variety of information 
for them to be informed about this major business interest. These R. & D. ISSUES 
t thousands of new readers who influence design decisions . . . originate, suggest, revise 
»ve design ideas involving materials, components, parts and finishes that go into new 
»ved products. 


Viget Qooue . . . published mid-October 


another unduplicated editorial service to the design engineer. A full-time, separate 
staff reads and evaluates material from more than 100 important sources of design 
on... presents only the most significant developments in a concise, comprehensive 
book. Thumb-indexed into ten basic editorial-advertising sections. 


Engineering to help increase 
nendous growth market 


C Take advantage of the substantial circulation bonus starting this 
r September. Advertising rates announced in September 1956, and 
] effective July 1957, remain unchanged. 

- Schedule your advertising in the RESEARCH AND DEVELOP- 


e MENT ISSUES starting September 9, 1957...nine issues through 
December. Or, use the DESIGN ISSUES starting September 16, 1957 
t ... eight issues through December. 
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Liquor Group 


discussions on the matter will be 
held by officers of both organiza- 
tions as soon as feasible. 

Seagram originally submitted its 


the door open for further discus-; Six Join Radio Bureau 
sion. ADVERTISING AGE was told that | 


33 


,and financial services for the plas- ; promotion and training organiza- 
‘tics industry. Joseph B. Durra,|tion. Mr. Parrott formerly was 
formerly advertising and sales pro-| with the Ford Motor Co., and 
motion manager of the plastics|served in various executive capa- 
division of CIBA Co., is pr head | cities in the sales department. 

of the new company. | 


The Radio Advertising Bureau, 
New York, has added six new sta- 
tions to its membership. The new 
stations make up the _ Rollins 
Group, owned by O. Wayne Rol- 


resignation a few years ago but 


lins and John W. Robbins, and} 


agreed to hold it in abeyance and 


Says Illicit 
Stills Flourish to continue on a monthly basis as 
|a paying member of LBI pending 


New York, June 18—Moon- | action to coordinate the activities 
shine liquor operations reached | o¢ BI and the Distilled Spirits In- 
a new high in 1956. Figures! stitute, which was merged with 
released by the Licensed Bever~-|1 By two years ago. The distiller’s 
age Industries at its annual) resignation last week was based on 
meeting here last week shOW | the company’s belief that LBI has 
total illegal still seizures by fed-| faijeg to carry on the work of the 


consist of WAMS, Wilmington, and| Dan Lawrence Adds Seven 
WJWL, Georgetown, Del.; WGEE,| Seven accounts in the San Diego 
| Indianapolis; WNJR, Newark, N.J.;;area have named Dan Lawrence 
WRAP, Norfolk, Va., and WBEE,|Co., San Diego, as their agency. 
| Harvey, Il. The accounts, which previously 
|had no agency, are the Desert Key 
Ray, Lunke Merge ‘Club, Keith’s Drive-In Restau- 
Gerald Ray Advertising Agency, |rants, Highland Manor Land De-| 
Berkeley, has merged with James | velopment Co., Tower Bowl, Globe 
R. Lunke & Associates, Oakland.|Furniture Warehouse, Ace Weld- 


eral, state and local authorities 
in 1956 hit a new high of 25,000 


stills, compared with 23,700 in) 


1955. 


| institute. 

| Gen. Frank P. Schwengel, board 
‘chairman of Joseph E. Seagram & 
| Sons, for several years vice-chair- 


| The merged organization will op- | 
lerate under the Lunke name with | 
Mr. Ray as account executive and | 


R. E. Joyce, vp of National | man of LBI and formerly president 
5 Distillers & Chemical Corp., and | of DsI, was reelected provisional- 
% LBI president, described the| jy with the election to be effective 


continued growth in moonshin- | j¢ discussions on Seagram’s return 
.ng as one of the unfavorable to LBI are successful. # 


effects of the $10.50 per gal. 


| pr director. Parrott to Wilding-Henderson 


| John E. Parrott has been ap-| 
]. B. Durra & Co. Bows pointed to the newly created post 
J. B. Durra & Co. has been or-|of director of merchandising and | 
ganized at 77 W. Washington St., | sales promotion programs at Wild- 
| Chicago, to specialize in marketing ing-Henderson, Detroit, national | 


Basford Appoints Two 

G. M. Basford Co., New York, 
has appointed Nils M. Smith-Pet- 
ersen an account executive and 
Ken Sekiguchi an art director. Mr. 
Smith-Petersen formerly was a vp 
of McAdams & Baird. Mr. Sek- 
iguchi previously was with Bryan 
Houston Inc., Biow Co. and Kudner 
Agency. 


ing Surplus Stores, and Dan Dixon | Behrends Joins Bennett 
Stores. 


Richard D. Behrends, former art 
and creative director of Calkins & 
Holden, New York, has joined 
Bennett Advertising Inc. of Char- 
lotte, Raleigh and High Point, N.C., 
as visualizer and idea man and as- 
sistant account executive. His 
headquarters will be at High Point. 


federal excise tax on distilled 
— 
“Assuming that one still re-| 
nains for each one destroyed,” 
, Mr. Joyce said, “the consump- 
ion of moonshine con':nues to 
»e around 70,000,000 gals. an- | 
qually. In other word;,” he said, | 
‘about one-quarter of all the | 
iquor sold in this country last 
year was illicit, non-tax-pai: | 
noonshine.” 


1 Commenting on the “re- 
wessed economic status of the 
iquor industry as compared 
vith other American indus- 
“ies,” Mr. Joyce pointed out) 
nat “since 1946, purchasing 
ower of the American public) 

/ has increased 35% and virtually 
every other U. S. industry has 
achieved new highs in sales and 
orofits. Retail sales of all com- 
modities have risen 40%; prof- 
its of manufacturing industries 
as a whole have increased 15%. 
¢ “By contrast,” he said, “per 
/apita consumption of distilled 
spirits in 1956 was 22% below 
1846 and distilling industry 
Prat amounted to less than 


ee py Ge 
a Es 


valf the average return for all 

nanufacturing industry.” 

“a Mr. Joyce predicted that b : 
Treasury Department still-seiz- < 
ure figures would decline dur- 
ing the coming year, largely | 
because the department has di- a 
verted agents from seizure ac- } 

~. tivity to a campaign to curtail i 

the flow of raw material to ¢ 

moonshiners. ' 

LBI represents all branches 
of the liquor industry and con- 
ducts educational programs to 
provide the public with infor- 
mation about the industry and 
its products. 

All incumbent LBI officers | 
were re-elected. In addition to) 
Mr. Joyce, these include Joseph 
G. Ringwalt, chairman, Joseph 
Garneau Co., board chairman; 
Gen. Frank R. Schwengel, chair- 
man, Joseph E. Seagram & Sons, % 
and Carleton Healy, vp, Hiram ‘* 
Walker & Sons, vice-chairmen; 
Frank L. Sundstrom, public re- 
* lations director, Schenley In- 
r dustries, secretary, and C. K. 

McClure,  secretary-treasurer, 
Stitzel-Weller Distillery, treas- 

-arer. Thomas J. Donovan, vp 
ind executive director of LBI, | 
sontinues in those positions. + | 


3EAGRAM (AGAIN) 
RESIGNS FROM LBI 
New York, June 18—Seagram 
Jistillers Corp. resigned last 
week as a member of Licensed 
Beverage Industries, public re- 
lations organization of the alco- | 
* holic beverage industry. 
The board of LBI took no ac- | 
ion on the resignation. Seagram | 
in its letter of resignation left’ 
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Sourt Sets June 26 
Deadline for Replies 
by TV Producers 


WASHINGTON, June 20—The Fed- 
eral Communications Commission’s 


network study group will pass an- 
other milestone next week in its | 
drawn-out effort to get cost and| 
price information from four re-| 
calcitrant tv program producers. 

The federal district court here 
last week gave the holdout com- 
panies until June 26 to reply to a 
complaint filed last week by FCC. 

None of the four companies ap- 
peared at the courthouse last week 
in response to a final warning is- 
sued the previous week by the 
commission. 

At the commission's hearing last 
week, attorneys for the four hold- 
outs indicated their clients were 
refusing to comply with the FCC 
subpoenas. The lawyers indicated 
the companies were prepared to 
resist the commission’s demands to 
the full extent of the judicial 
remedy available. 

Unofficial estimates were that 
several months may pass before the 
courts have their final say on the 
validity of the FCC subpoenas, for 
if an order is issued here following 
the June 26 deadline, it is virtual- 
ly certain to be appealed. 


= In its petition to the court the 
FCC said full information about 
the operation of program producers 
is vital to the completion of the 
tv network studies currently un- 
der way. The commission pointed 
out that the studies were organ- 
ized on direct instructions from 
Congress and with a special ap- 
propriation authorized for that 
purpose. 

Their failure to appear and pro- 
vide information about film pro- 
duction and sales activities has 
impeded and continues to impede 
the progress of this investigation, 
the FCC said. 

“Relationship of independent tv 
program producers and distributors 
to network broadcasting is one of 
the very few areas of our network 
study with regard to which pre- 
liminary data is not complete,” the 
commission told the court. “Until 
such preliminary investigation is 
complete, it is impossibie to evalu- 
ate the relations which the various 
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YOU! 


Electronics purchases by the military during 
1957 should reach a whepping $3.9 billion. 
a producers of electronic specialty items 
. @ stronger position this year for 
ey ‘eal more and more directly with the 
prim actor. Uncle Sam is issuing more 
ec scts and is broadening his base 
of Supp! 1 the electronics field. 
10,000 primary defense buyers and sub-con- 
Casters need the facts about the electronics, 
ommunications and photographic gear 
sell. They read SIGNAL, the Official’ publics. 
hon of the Armed Ferces Communications And 
Electrenics Asseciation. You have 12 oppor. 
tunities @ year te sell them in SIGNAL. Get 
the low page rates and the details from 


TH) OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 
1475 Broadway, New York 36, N. Y. 


aspects of the study bear to one 
another or to analyze the results 
of the study as a whole.” 


= The four holdouts cited in 
court were Ziv, Screen Gems, Re- 
view Productions Inc. and MCA- 
TV. Three other holdouts, also 
served with FCC subpoenas, agreed 
to submit data after an FCC hear- 
ing examiner issued a decision 
holding that the commission has 
full legal power to demand the in- 
formation. # 


. Korda Films Sold to TV | “The Private Life of Henry VIII,”, 


will go into a late Saturday night! 
in Britain for $140,000 ‘spot starting Sept. 14. ABC is the | 
| ABC Television Ltd., London, weekend program contractor for 
has completed the biggest motion | the Midlands and Northern Eng- 
| picture deal in British commercial | jand. 
|television history by outbidding | 
other program contractors for 25/ Richard Kelly Joins SSC&B 
full-length movies produced by the} Richard McShane Kelly, for- 
late Sir Alexander Korda. ABC |merly with William Esty Co. and 
reportedly paid more than $140,-| Lever Bros., has joined Sullivan, 
000 for the tv rights to the films. Stauffer, Colwell & Bayles, New 
The movies, which include such| York, as vp and account super- 


classics as “Things to Come” and | visor. 
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Fawcett Joins ‘True’ 

Roscoe Fawcett Jr., son of tr® 
president of Fawcett Publicatior.” 
New York, has joined True 
sales representative for “True Go. 
ee a retail advertising sc*~ 
ion. 


‘Good House’ Adds Enthoven 

Grahame Enthoven, former. 
with Batten, Barton, Durstine 
Osborn, has joined Good Hous” 
keeping, New York, as food mei” 
chandising manager. 
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ABC-TV Appoints Green 

John B. Green, formerly asso- 
ciate producer of NBC-TV’s “Wide 
Wide World,” has been named 
manager of the program depart- 
ment of ABC Television, New 


,a free booklet, “How to Deal with 
Your Tensions.” Single copies may 
be obtained by writing Better 
Mental Health, Box 2500, New 
York. The campaign is part of a 
year-round project sponsored by 


York. He replaces J. English! the Advertising Council. Ruthrauff 
Smith, who resigned to return to| & Ryan, New York, is the agency. 
Hollywood. 


| Weintraub, Schubert Combine 
Otters Mental Health Book Sy Weintraub, who has sold out 

The National Assn. for Mental|his interest in Flamingo Films, 
Health, New York, is launching a which he headed, is teaming up 
campaign in most media offering with independent producer Ber-| 


nard L. Schubert to form a new 
company to produce and distribute 
tv films and to acquire radio and 
tv stations. Mr. Weintraub, an 
early entrant in tv film distribu- 
tion, is president of KMGM-TV, 
Minneapolis, and WKIT, Mineola, 
N. Y. 


Boston Adclub Elects 


Philip E. Nutting, New England 
manager of Holiday, has been 
elected president of the Advertis- 
ing Club of Boston. Arnold N.) 


Harklow, manager of the Boston 
office of Ward-Griffith Co., was 
elected 1st vp; William J. William- | 
son, sales manager of WBZ-WBZA, 
2nd vp; Carlton M. Strong, man- 
ager of the Boston office of the 
Rumford Press, re-elected treas-| 
urer, and Edwin E. Leason, treas- 
urer of Dickie-Raymond, secretary. | 


New England Council Elects | 
Ronald J. Laboissonniere, adver- 
tising manager of the American | 
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been elected president of the West- 
ern New England Industrial Ad- 
vertising and Marketing Council. 
Other officers are Frank Hohmeis- 


|ter, ad manager, Torrington Mfg. 


Co., Torrington, and George M. 
Isbell, ad manager, Veeder-Root, 
Hartford, vps; Charles W. Jones 
Jr., ad manager, Fafnir Bearing 
Co., New Britain, treasurer, and 
Walter St. Onge, ad manager, Tor- 
rington Co., secretary. 


Screw Co., Willimantic, Conn., has | Radio Week Set for May 4-10 


KANE WINS 


ONAL Share of Audience 


IN FIRST RATING SURVEY! 


AUDIENCE 
IN CINCINNATI, 0. 


OF AUDIENCE 
COLUMBUS, 0. 


OF AUDIENCE 
IN ATLANTA, GA. 


OF 


556 
45.8% 
00.9% 


ARB May, 1957 


Friday — 10:00-10:30 pm 
MARTIN KANE — 55.6% share 


Station B — 20.9% share 
Station C —- 20.0% share 
Other — 3.5% share 


Wednesday — 10:15-10:45 pm 
MARTIN KANE — 45.8% share 
Station B — 43.0% share 
Station C — 11.2% share 


Monday — 10:30-11:00 pm 
MARTIN KANE — 50.8% share 
Station B — 41.4% share 
Station C — 7.8% share 


TIME AFTER TIME... 


ZIV 
SHOWS 
RATE 
GREAT 


IN CITY AFTER CITY! 


National Radio Week for 1958, 
which will be held May 4-10, will 
again be co-sponsored by National 
Appliance and Radio-TV Dealers 
Assn., National Assn. of Radio & 
Television Broadcasters, Radio Ad- 
vertising Bureau and Radio-Elec- 
tronics-Television Manufacturers 
Assn. 


Old Spice to England 

Shulton Inc. is entering the Brit- 
ish market with its Old Spice line 
of men’s toiletries. Dorland Ad- 
vertising, London, is the agency. 


One reason they get re- 
sults in the Portiand area 
is that KEX listeners go 
for Barney Keep, “Big 5” 
deejay, who knows how 
to sell your product—or 
anyone’s—to the big 
Northwest. 


THE KEEP TIME SHOW 
6:00 to 10:00 A.M. 
Monday through Saturday 


Now that vacationtime is here, 
Barney and his pals are hotter 
than ever because only radio 
follows your audience out-of- 
doors to reach listeners in cars, 
on the beaches, up in the 
woods, or right in their own 
backyards. 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Cali Bob Rudolph, KEX Sales 
Manager, CApita!l 2-1881 in 
Portland, oryour nearest Peters, 
Griffin, Woodward office. 


KEX 


PORTLAND, OREGON © 


BROADCASTING 


COMPANY, INC. 
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Appliance Retailers’ 
Profits Hit New Low 
—1.2% of Net Sales 


Curicaco, June 18—The net oper- 
ating profit ratio of appliance and 
television retailers dropped to 
1.2% of net sales last year—a rec- 
ord low—according to the 11th 
annual costs-of-doing business 
survey compiled for the National 
Appliance & Radio-TV Dealers 
Assn. 

The 1.2% figure is the lowest in 
the ll-year history of the NARDA 
surveys. The profit ratio in 1955 
was 3.4%. Ken Stucky, NARDA) 
president, said costs last year also | 
reached a record high in the field. | 

“These findings show a serious | 
threat to the continuance of many | 
needed dealers in this industry as} 
well as of most of the marginal 
ones,” Mr. Stucky said. Following 
are highlights of the study: 


e 28% of all dealers reporting for 
56 showed net losses, a new high. 


e Total cost of goods sold amount- 
ed to 67.7% of total sales in '56, | 
up from 65.7% in ’55. 


e Total operating costs in ’56 
reached 31.1% of net sales, includ- 
ing taxes. In °55 total operating | 
costs were 30.9%. (The high of 
31.4% was set in 54.) 


e Year-end inventories were up 
17.1% in dollar value over the 
year’s starting figure. Inventories | 
were turned only 4.2 times last‘ 
year, compared to 5.5 times in 55. 


e Dealers reporting in the survey | 
showed a dollar sales increase of | 
3.8% over ’55. 


e The only product which showed 
pronounced rise in its share of 
total sales for ’56 was the dryer, 
which rose from 4.4% in ’55 to 
5.7% in ’56. 


a “The results of this dealer study 
must be regarded by our indus-| 
try’s retailers as far more than just | 
a set of statistics,’ Mr. Stucky} 
said. “Every retailer must see in| 
this a mandate to sharply revise 
some of the practices he has per- 
mitted to penetrate his business.” 

Among these, Mr. Stucky said,| 
is the lesson that regardless of the 
amount of pre-selling done by 
national advertising, the dealer 
must handle only merchandise 
which provides him with a suffi- 
cient margin to cover his operating 


Muriarty Changes Stations 


Eugene J. Muriarty, formerly 
advertising and sales promotion 
manager of WBZ-TV, Boston, has | 
joined WTIC-AM-TV, Hartford, 
Conn., as promotion manager. Mr. | 
Muriarty has served as advertising 
copy chief of Raytheon Mfg. Co., 
press director for the Chief of 
Naval Air Reserve Training, sales 
promotion and public relations di- 
rector of Herbert W. Frank Adver- | 
tising, and has operated his own 
public relations agency. 


Ad Club Elects Spencer 

Sheldon D. Spencer has been 
elected president of the Provi- 
dence (R.1.) Advertising Club. 


inc. He will make his headquarters 
in Chicago. He formerly headed his 
own agency and publicity organi- 


Mr. Spencer is vp and secretary of | zation, Carrier & Associates, in De- 
George T. Metcalf Co., Providence, | troit. In his new position, he will 
and is pr and advertising director | coordinate Mutual’s 250 sales of- 
of the steering committee of the! fices controlling the placement of 
National Advertising Agency Net- | advertising in 35,000 vehicles from 


work. 


Mutual Names Carrier 


coast to coast. 


| Seattle Sales Execs Elect 
Robert D. Carrier has been | 


named general sales manager of|Club has elected John Hickman, 


The Seattle Sales Executive 
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| Mutual Transportation Advertising Western Hotels, president, and the 


| following other officers: Joe Don- 
jovan, Loomis Armored Car Co., 
vp; Neil Stewart, Western Air- 
lines, secretary, and Joe Hunt, 
Carnation Co., treasurer. 


Smith Joins Gray & Kilgore 
Curtis E. Smith has been named 
art director for Gray & Kilgore, 
Detroit. He formerly was with 
Brooke, Smith, French & Dorrance 


for nine years, the last six as art 
director. 


expenses and allow him a reason- | 
| 


able profit. + 


How To Rack Up 
More Sales 


Rack distribution of products is add- 
ing valuable volume to many items. 


But to successfully merchandise rack | 


distribution calls for a new approach 
to packaging. 

So here, in the July issue of 
ADVERTISING REQUIREMENTS, 
you'll find a guide to preparing your 
product for racks. 

The point we're really trying to 
make is that whenever you find a 
problem in advertising production, 
promotion or merchandising, you'll 
find ADVERTISING REQUIRE- 
MENTS angling for the solution for 
you. 

It’s AR’s job to help you in every- 
thing an adman does except buy 
time or space. 

Try this valuable monthly service 
by attaching this ad and your $3 
check to your letterhead. Mail today 
for a full year’s (12 issues) trial. 

Complete money back guarantee, 
of course. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


| 


and they can’t put the book down! 


Wide-awake, full of plans. Branching out. That’s the new woman you'll find in 
WOMAN’S Dav. She’s more creative. More self-searching. With more leisure time 
than ever. In July WOMAN’S Day, for instance, here’s what she’ll be doing: 
Taking stock, in a feature article, “How To Face Life.” Getting her second 
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Advertising Age, June 24, 1957 


Canadian Adds Two Accounts | for the first four months this year 3-Media Ad Push | Other magazines may be added | light faces of celebrities ay ne 

Canadian Advertising Agency | hit 2,369,172 bbls—a record for | later. __ | movie stars Doris Day and bre 
has announced the addition of|any January through April period | fo, New TV Line _ Newspapers during the fall will | liam Holden as they register y sod 
two new accounts, Brackman-|and 4.48% better than the same | get approximately 20% of the enjoyment at watching tv, John 
Ker Milling, New Westminster, | period in 1956. April sales of 684,- Set by Hotpoint | budget and spot radio the remain- Clarke, merchandising manager 
B. C., and Intercontinental Pack- 051 bbls. were 8.41% ahead of) | der. said. 


ers, Saskatoon. Brackman-Ker has | April of °56, and set a new high! Curcaco, June 18—Hotpoint Spot radio will go into the 40 The Hotpoint tv line was intro- 


been without an agency in recent| for the month. Co.’s advertising budget for its|to 45 markets in which the Hot- duced for the first time in 1956. 
months. Intercontinental Packers’ | ;new line of television receivers | point name has been established. |This year it will consist of four 
former agency is McConnell-East- Arnold Heads WPEN Radio will reach about $1,000,000 this | Schedules will break in August. A | table models and nine consoles, 
man. Murray Arnold has been ap- year. jingle will be used in this part of |all using the 110 degree picture 

| pointed station manager of WPEN Half of the money will go into the introductory campaign. tube to achieve “slender styling, 


Canada Beer Sales Set Record radio, Philadelphia. He has been magazines with a heavy Life a feature which is emphasized in 


»stic sales er j i i 54.\ schedule starting in mid-August.|# Print ads for Hotpoint will spot- the ads. a 
Domestic sales of beer in Canada | assistant sales manager since 19 sche g g s fo po pot- | A co-op schedule of distributor- 


| dealer advertising in newspapers 
jand radio will supplement the na- 
| tional campaigns. Needham, Louis 
|& Brorby is the agency. # 


| 

_Gaftin Buys Pilot Surveys 

| Ben Gaffin & Associates, Chica- 
'go, opinion research consulting 
company, has purchased Pilot Sur- 
| veys Inc., Chicago. John B. Grag- 
nola, president of Pilot Surveys, 
will join the Gaffin company in 
charge of client service. 


NOW! 


J. Carrol Naish 


adventures of 


CHARLIE CHAN 1 


| Brand-new half-hour TV series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 

_ J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who’ve 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


wind — in an article on relaxation. Experimenting with gourmet cooking, exciting 

arts and crafts, Japanese flower arranging ...all the easy-to-do-it projects in the 

new WOMAN’S Day. And WOMAN’S DAY gets newer all the time. From cover to 

cover. New format, new slant, a fresh approach. Modern as the woman who 

swears by it every month. Get to know her, through the pages of WOMAN’S DAY. | 

Get the latest issue—July—at your A & P. Woman’s Day, the magazine re melt a he Soy pleny F 


phone for private 
} screening! 
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Names Hixson & Jorgensen 
Coffey-Hoyt Products Inc., Los| handle 


|son & Jorgensen, Los Angeles, to, 
its advertising. Fashion 
angeles, maker of Drizzle Boots | magazines, shoe trade publications 


olastic rain boots, has named Hix-| and regional radio will be used. Success, Hollywood Adclub Is Told 


In English Montreal 


This “home-shopped” 


in any other newspaper in its field. 


The Montreal Star 


Represented Nationally by O'Mara and Ormsbee Inc. 


the Star is THE home paper! 


Whether it is delivered or taken into the home, the 
Montreal Star GOES HOME every evening and stays 
there to get the reading attention of the whole family. 
readership is another reason 
why advertisers place more linage in the Star than 


| Ho.ttywoop, June 18—Disney-| 
| land has been a success because it 
fits the pattern of the leisure class, 
| Edwin D. Ettinger, public relations 
director of the amusement enter- 
prise, told members of the Holly- 
wood Advertising Club yesterday.) 

He reported that in Disneyland’s 
first year, which ended last July, 
it had 3,600,000 visitors. The pro- 
jection for the year ending this 
coming July is 4,100,000. Of these, 
approximately 50% are from out 
of the state. The ratio of three 
| adults—18 years and older—to one | 
| child continues. 

Mr. Ettinger observed that years 
ago the leisure class was visualized 
as a small number of high income 
people. Today, he said, practically 


| This has resulted, in his opinion, 


New Leisure Class Made Disneyland 


everyone is in the leisure class. | 


from higher wages, shorter work- 
ing hours, longer vacations, and 
long weekends. As a result, the 
average man has about 50% more | 
time for recreation than he did| 
25 years ago. 


8 This gives most people much 
more time for relaxation, sports, 
travel and other leisure activities. 
As an example, Mr. Ettinger said, 
in the next 13 weeks, 78,000,000 
Americans will take trips ranging 
from “a visit to Aunt Mame’s to 
a trip around the world.” Among 
these will be 6,000,000 people visit- 
ing Canada, 1,500,000 coming to 
the Los Angeles area and 380,000 
taking an overseas trip. 

Mr. Ettinger said these travelers 
represent a substantial market, 
which may be elusive but is worth 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


2 NEW MEMBERS HAVE JOINED 
ANN ARBOR’S FAMILY CIRCLE 


repens SCREW WORKS 
KING-SEELEY CORPORATION 


BUHR MACHINE TOOL COMPANY 
HOOVER BALL & BEARING COMPANY 
FORD MOTOR COMPANY [PARTS & EQUIPMENT MANUFACTURING DIVISION) 
AMERICAN BROACH & MACHINE COMPANY 
CHEVROLET WILLOW RUN TRUCK PLANT 
AMERICAN FOUNDRIES COMPANY 


ECONOMY BALER COMPANY 
CHELSEA SPRING DIVISION 
EBERBACH CORPORATION 
ARGUS 


Ann Arbor is fortunate to be able to welcome two nationally known 
firms, Parke-Davis & Company and Bendix Corporation to its ever- 
growing community. They are expected to make a very significant 
contribution to the total labor force in this area now numbering 
67,500 — of which 27,000 are engaged in manufacturing. 


The Ann Arbor News with an audited circulation of 25,924 reaches 
into this economically expanding market as no other advertising 
medium can! See a Booth man today for facts! 


4h 
BOOTH 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago 1 1, 
Superior 7-4680; Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


| while going after. Taking Southern 
|California as an example, he said 


Advertising Age, June 24, 1957 


visitors will spend $250,000,000 
here this year. They will buy 
necessities of course: lodging, food, 
drugs, recreation, gasoline, just as 
at home. 

In addition, he asserted, visitors 
represent a market for merchan- 
dise, and, he suggested, they can 
be sold California-type merchan- 
dise which has a glamor all its 
own, 


@ One lack, he said, is information 
and service for travelers. Nine 
months ago Disneyland set up an 
information center which has 
turned out to be very popular. 
Mr. Ettinger said Disneyland 
uses all media for promotion. How- 
ever, he commented, while it is 
possible to tell a good “product” 
story in media, it is difficult to get 
across other information, particu- 
larly “where” Disneyland is. He 
feels media could do a real job for 
themselves and visitors if they pro- 
vided information and service. 
Noting his idea may be imprac- 
tical, he offered these suggestions. 
Outdoor companies could set up 
information centers at points of 
entry in the state, and could give 
credit for the service to their ad- 
vertisers. Newspapers could carry 
a “visitor’s page” telling what’s go- 
ing on in Southern California. “If 
there were such tailored media, 
Disneyland would be in them.” 


s The new 20-page quarterly, 
“Disneyland Holiday,” was pro- 
duced to meet problems arising 
from the lack of information 
among tourists. This gives detailed 
information about Disneyland, in- 
cluding a full-page map showing 
Arizona, Nevada and California 
roads leading there. The publica- 
tion is distributed through gasoline 
stations, motels and other places 
where tourists stop. 

However, Mr. Ettinger said, it is 
an expensive type of promotion 
and “we'd like to get out—and 
would if any media would fill the 
gap in information for tourists.” 

A special presentation of the 
club’s first lifetime membership 


THE ANN ARBOR NEWS 


THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


| was made to Don Belding, who re- 
|tired from Foote, Cone & Belding 
|last January. Accepting, Mr. Bel- 
ding recounted that he has been 
jas ever before in community and 
| governmental activities, comment- 
ing wryly that he misses the pay, 
and that “the thing you miss most 
when you retire is the expense 
| account.” 
| Walter Miles, TV-Radio Life, 
was announced as “Man of the 
Year” for his activities in the club 
and for bringing in new members. 
The prize is an expense-paid trip 
\to Honolulu for the Advertising 
| Assn. of the West convention. # 


Cole Adds Shand & Jurs 

The L. C. Cole Co., San Fran- 
|cisco, has been named advertising 
counsel for Shand & Jurs Co., 
Berkeley subsidiary of General 
Precision Equipment Corp. Initial 
advertising plans will provide for 
advertising to the petroleum in- 
dustry in both domestic and foreign 
| publications. Shand & Jurs is a 
| Supplier of valves, vents, gages 
|and supervisory control equipment 
used by the petroleum, chemical 
and other industries in transporta- 
tion and storage of volatile liquids. 


Chicago Ad Women Elect 

Mrs. Carl Landers, John W. 
Shaw Advertising, has been elect- 
ed president of the Junior Women’s 
Advertising Club, Chicago. Other 
officers elected are Mrs. Robert 
Krieg, Chicago Tribune, vp; Bette 
Brown, Chicago Tribune, record- 
ing secretary; Pat Nevins, Aubrey. 
Finlay, Marley, Hodgson, corre- 
sponding secretary, and Donna 
| Ziegler, Aubrey, Finlay, treasurer. 
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$5000 A YEAR 
MINIMUM 
FROM FARMING! 


b Here is the coverage FARM JOURNAL affords among farm 
operator households with farm incomes of $5000 or more: 


EASTERN EDITION....... 81.3% 
CENTRAL EDITION. ...... 75.3% 
SOUTHERN EDITION ..... 50.9% 
WESTERN EDITION ...... 58.1% 


69.2% of the farm operator households in the United States 
with a farm income of $5000 or more subscribe to one of 
FARM JOURNAL’s four regional editions. 


Bought and read by more than twice as many farm families as 
any other publication, FARM JOURNAL gives farm families 
everywhere what they want, need and can’t get anywhere else. 


FARM JOURNAL 


One of the nation's truly great magazines * More than 3,500,000 subscribing families 
Graham Patterson, Publisher Richard J. Babcock, President 
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‘BEST BUY BUYERS... 


Be <1 > y LF 


APPLETON Post-Crescent S#Hitis 


KEN E. DAVIS, MANAGER, GEN’L ADV. APPLETON, WISCONSIN 


Here’s the record: The Appleton, Neenah- 
Menasha POST-CRESENT last year ranked 
31st in retail ad linage among all evening 
newspapers . . . 63rd in total linage! We're 
headed for new records now. 


where they buy better! 


This achievement stems from the one fact 
of primary interest to advertisers: our 
106,670 C. Z. customers make more money 
. .. in turn make profitable for advertisers 
a greater retail linage than that carried by 
any New York evening paper! 

You'll discover a better run for your 
money in the... 


Advertising Age, June 24, 1957 


~CH IP PE R— 
Miss Harvard 
Frame Blue 
Chip Sweep- 
stakes (Kathy 
Gabriel, tv star- 
let) perches atop 
29,000 entry 
cards received 
in a contest 
by Harvard Mfg. 
Co., Cleveland, 
for retail bed 
frame _ salesmen. 
H. J. Sands, Har- 
vard president, 
holds some of the 
stocks offered as 
prizes. 


35,000 
(ly CIRCULATION pl 


% 
a 104 YEARS OF 4 
PUBLICATION 


‘Forum’ Adds Two 
William R. McDonald, formerly 


Charles Glass, formerly a Life re- 
itail representative, have been 
named to the New York sales staff 
of Architectural Forum. 


©" PORT BRIEFS 


from the 
PORT OF TOLEDO NEWS LETTER 


Published by The Toledo-Lucas 
County Port Authority 


For the first time in the history of the Port 
of Toledo, midwest shippers will be 
offered regularly scheduled sailing dates. 
An outbound Fijell-Oranje vessel will call 
at the Port of Toledo approximately 
every ten days, it was announced recently 
by Don C. Shefferly of the Overseas 
Shipping Agency here. 


Construction which will double the ware- 
house capacity of the Toledo Marine 
Terminals, Inc. has been scheduled for 
completion by July 1. A warehouse of 
reinforced concrete block construction 
will provide more than 200,000 cubic 
feet of additional storage and cargo 
handling space for overseas general 
corgo. 
ee 


Cognizant of Toledo's strategic and ex- 
panding transportation facilities, several 
steel companies ore studying the area 
with renewed interest as a potential 
plant site, according to the April 28th 
issue of Steel Magazine. The article 
entitled “Steel: fob Toledo?” points out 
that Toledo meets most of the requisites 
demanded by the steelmokers for their 
ever-expanding industry. “Opening of 
the St. Lawrence Seaway in 1959 will 
make it possible to import raw materials 
via water from any foreign port and to 
ship finished steel abroad,” the article 
states, 


REPRESENTED BY 


*Sales Management Survey of Buying Power, May 10, 1957. 


TOLEDO is the key J to the sea 


— = 
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Gi 


Ninth largest port in the U.S., Toledo is already the 
center of Ohio's third market with $1,996,423,000 net 
effective buying power*. What will it be when the St. 
Lawrence Seaway is completed? Keep your sights 
trained on Toledo, the key to the sea. 
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TOLEDO’S NEWSPAPERS 


are the key / to this 
great and growing market on the 
St. Lawrence Seaway 


The 14-county Toledo market is ranked third in Ohio (after only 
Cleveland and Cincinnati) with net effective buying income of 
$1,996,423,000*. It’s first in Ohio with farm sales of $212,584,829. 
It’s third in food sales—$281,542,000. No wonder the BLADE 
for the third consecutive year has topped all Ohio newspapers in 
grocery lineage with 3,767,952 lines, including, General, Local 
and Department Store groceries. You can see why to open the 
door to this big, growing, industrial-agricultural market you 
must use the proper key—the TOLEDO BLADE and TIMES. 
There are no duplicate keys. 


TOLEDO BLADE Daily ond Sudoy. TOLEDO TIMES Mowing 


MOLONEY, REGAN & SCHMITT, Ine, 


Awards for Best 


with Crown Cork & Seal Co., and Presentations Go 


to Nine Companies 


New York, June 18—Nine win- 
ners were named in the fifth an- 
nual visual presentation competi- 
tion co-sponsored by the National 
Visual Presentation Assn. and the 
Sales Executives Club of New 
York. 

Three of the winners—in the 
field of some 200 entries—made 
presentations of their award win- 
ning visual communication devices 
at the club’s luncheon last week. 
They were Newsweek, with a color 
motion picture, “Communicative 
people”; Revlon, with a sales train- 
ing film, and Remington Rand, 
with a sales promotion sound-slide 
color film, “This Business of Num- 
bers.” 

There were three categories of 
winners—sales promotion, selling 
and sales training. Each was fur- 
ther divided into sub-categories of 
motion pictures, sound-slide films 
and printed graphics. 


| @ First prize winners and the individual 


recipient were as follows: 


« Sales Promotion: 

Motion pictures—Life, Foster A. Os- 
born, advertising sales promotion man- 
ager. 

Sound-slide films—Remington Rand, 


| Fred Beach, manager of visual aids. 


Printed graphics—MGM-TV, Monroe 
Mendolsohn, director of promotion 


« Sales: 

Motion picture—Newsweek, Gibson Mc- 
Cabe, vp. 

Sound-slide films—Fuller Brush Co., 
Frederick E. Bieber, assistant advertis- 
ing manager. 

Printed graphics—Lily-Tulip Cup Corp., 
George Austin, general sales manager. 


« Sales Training: 

Motion pictures—Pabst Brewing Co., 
Maurice E. Atkinson, director of sales 
development. 

Sound-slide films—Mosler Safe Co., 
Langdon R. Littiehale, director of adver- 
tising 

Printed graphics—Revlion International, 
David J. Smith Jr., director of sales. 


Some 1,000 attended the lunch- 
eon; about 400 participated in the 
morning and afternoon sessions. + 


New Ward's Auto Book Out 


The 19th edition of Ward’s Auto- 
motive Yearbook, an industry fact 
book, has been nublished by 
Ward’s Reports Inc. The _ book, 
which reports auto and truck in- 
dustry production, sales and tech- 
nological data, is available at $7.50 
a copy from Ward's offices at 560 
W. Lafayette Blvd., Detroit 26. 


Lupton Promotes Waterston 
Nat Waterston, with the agency 

since 1950, has been named ac- 

count executive and production 


| supervisor of John Mather Lupton 
|Co., New York. Ted Kepes, for- 
| merly assistant production manag- 
‘er at the agency, has been ad- 


vanced to production manager. 


Sweet Joins Lane Co. 
Ross Sweet, who has been in the 
ad department of Southern Appli- 


| ances Inc., Charlotte, N.C., for the 
| past eight years, has been named 
| assistant ad manager of Lane Co., 


furniture manufacturer, Altavista, 
Va. 
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*INSTITUTIONS: 
Hotels « Motels e Clubs « Restaurants e 
Industrial Cafeterias ¢« Hospitals ¢ Sanitar- 
iums ¢ Schools « Colleges e Camps « Youth 
Service Organizations e¢ Military Installa- 
tions « Office Buildings « Transportation 
Systems ¢ Consultants « Suppliers « and all 
other establishments within the readership 

of INSTITUTIONS Magazine. 


are you selling this 
$40-billion-a-year market*? 


5 million rooms requiring redecorating, refurnishing, upkeep 


125 million meals served every day to Americans-away-from-home 
$10 billions to be spent on new construction in 1957 
more than $6 billions for remodeling, additions in 1957 


100 million acres of grounds requiring maintenance 


this is the Institutions market... 


for effective media selection, 


for the latest media facts .. . 


CONSULT 
YOUR 
ADVERTISING 


AGENCY 


Fact No. 5 


Are quality and penetration of circulation impor- 
in your media buying? 


With the only ABC-paid circulation serving the 
whole mass feeding, mass housing market, INSTI- 
TUTIONS Magazine has developed its own spe- 
cialized, detailed “qualified prospects” lists for 
circulation procurement in major categories of the 
Institutions field. This means that the magazine's 
circulation efforts are aimed directly at the key buy- 
ing groups in each category .. . and that the circula- 
tion itself, therefore, is obtained from key titles and 
specific individuals in these Institutions. 


The results: Briefly, one example . . . penetration 


in U.S. colleges. In all 5 colleges with more than 
20,000 students, INSTITUTIONS Magazine has 37 
paid subscriptions. In all 10 colleges with from 15 
to 20 thousand students . . . 85 paid subscriptions. 
In all 6 colleges with from 12,500 to 14,999 students 
. . . 29 paid subscriptions.* And these are only 151 
of the thousands of INSTITUTIONS Magazine 
paid subscriptions going to the schools and colleges 
category alone. 


This is just one of the ways by which INSTITU- 
TIONS Magazine is constantly building an ever 
more productive market for its advertisers’ prod- 
ucts. For more information, consult your advertis- 
ing agency, or write to... 

(* Source: Publisher's Records) 


Oustitutions 


DEPT. A79, 1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 


MAGAZINE 


OF MASS FEEDING—MASS HOUSING 
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For 1958 CORONET WILL 


3,000,0 


NET PAID CIRCU 


Effective with the January 1958 issue, able in major national magazines. 


7 


Coronet will guarantee an average net 


«Sige Over the years, Coronet has delivered 
paid circulation of 3,000,000. 


substantial bonuses over guarantee. As 


The basic rate of $2.10 per thousand will circulation is currently running around the 


be maintained. Thus, Coronet’s rate per 3,000,000 mark (an all time high), adver- 


thousand remains one of the lowest avail- tisers can expect a sizeable bonus when 


ORONET 


35¢ Over ten million adult readers every month 
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GUARANTEE 


500 


a LATION 


ke. 


the new guarantee becomes effective. 


The reason for this healthy circulation 
picture is clear: Coronet’s editorial content 
— fast-paced, readable, in tune with the 
times, reflecting the entire range of 


human interests and activities. 


488 Madison Avenue, New York 22, N. Y., Phone: PLaza 9-3232 
Coronet Building, Chicago 1, Illinois, Phone: DEarborn 2-7676 
3055 Wilshire Blvd., Los Angeles 5, Calif., Phone: DUnkirk 1-3069 


Here are just some of the editorial features — authorita- 


tive, informative — that have run recently in Coronet: 


VW “The Butcher of the Caribbean” (June, 1957) — 
here, Congressman Charles O. Porter of Oregon has writ- 
ten the first complete, documented expose of Dictator 
Rafael Trujillo’s entire bloody career, from his seizure of 
power in 1930 to the recent “disappearances” of Jesus de 
Galindez and the young American aviator, Gerald Mur- 
phy. Rep. Porter’s attack on Trujillo was so incisive that 


he now carries a gun for protection—in Washington, D. C. 


Vi **500 Dream Jobs Waiting” (February, 1957) — 
describing the overseas job opportunities available to 
Americans. The International Cooperation Administra- 
tion wrote Coronet that, as a result of this article, they 
were swamped by more than 10,000 inquiries from 


Coronet readers. 


VW ‘Luxury Living on $45 a Week”’ (October, 1956) — 
which stimulated travel interest in beautiful, economical 
Mexico to such a degree that the Mexican Government had 
to establish a special bureau in order to process inquiries 


received from Coronet readers alone. 


VW “A New Operation that May Defeat Parkinson's 
Disease” (May, 1956) — not only a major medical “first” 
in the lay press, this article also brought new hope to many 
palsy victims. They responded with 3,000 letters to 
Coronet, and uncounted thousands to the surgeon who 


developed the new operating technique. 


It is articles — and reader response — such as this that 
have pushed Coronet’s circulation over the 3,000,000 


mark. 


And it is the active readership of Coronet’s mass/class 
audience of 10 million readers that has accounted for a 
49% gainin advertising pages for the first half of 1957 


over the same period of last year. 
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R.O.P. Color Pays Its 


Way-and T 


(Continued from Page 2) 
nade in an attempt to evaluate 
r.o.p. newspaper color performance 
against b&w advertising. Not 
only were the 24 ads studied iden- | 
tical except for the color, but the| 
split runs were so carefully con-| 
trolled by the paper that it was} 
possible to make calls the next day | 
and five days later, in carefully | 
selected block sampling patterns, | 
with interviewers knowing in ad- 
vance which families had received 
papers with the ads in color, and 
which had b&w versions. 

Furthermore, as Carl J. Nelson, 
president of Publication Research 
Service, pointed out, Milwaukee is 
one of the ideal cities in which such 
a study could be made successfully 
because “color is not new to the| 
Milwaukee Journal readers, so any | 
novelty factors which might affect 
the result are automatically washed 
out.” The Milwaukee Journal is a 
pioneer user of both editorial and 
advertising color. | 


as 


| 


| 
s Best readership figures for any | 


hen Some 


its b&w score of 16% jumped to 
31% when color was used, an in- 
crease of 93%. 


= In terms of the primary appeal 
of the ads tested, summary scores 
looked like this: 


e Five women’s retail ads—aver- 
age readership by women, b&w, 
45%; color, 57%. Color advantage 
over b&w, 27%. 

e 13 national ads aimed primarily 
at women—average readership by 
women, b&w, 22%; color, 39%. 
Color advantage over b&w, 77%. 
e One men’s retail ad—readership 
by men, b&w, 21%; color, 32%. 
Color advantage, 52%. 

e Five national ads aimed primari- 
ly at men—average readership by 
men, b&w, 15%; color, 28%. Color 


advantage, 87%. 

Mr. Drew showed the summary 
of the report with the aid of slides, 
and said that complete details, in- 
cluding “hundreds of tables” and| 
tear pages of the actual color ads 
and split-run b&w counterparts, 
will shortly be published in a 
“ColoROPtics” portfolio which will 
be distributed to national adver- 
tisers and agencies interested in 
r.0.p. newspaper color, and to sub- 
scribers to the Milwaukee Journal 
r.o.p. color service. A limited num- 
ber of additional copies is avail- 
able from the Journal at $17.50 
each. 


® In addition to the data indicated, 
the report also summarizes answers 


to a series of questions designed to 
probe the full extent of the impres- | 
sion, results and response to color | 
and comparable black and white | 
copy. 

In making the study and produc- | 
ing the “ColoROPtics” report, Mr. 
Drew said, a total of 388,000 tear | 
pages were assembled and re- 


grouped. 

“Seldom has a newspaper staff 
moved as quickly and expertly,” 
Mr. Drew said. “Seldom have ad- 
vertisers been as interested and 
cooperative in a research project. 
At one point, 87 color units were 
flowing through the Journal’s art, 
photo and engraving departments. 
The circulation and press rooms 
solved countless problems in print- 
ing 25 split-run color and b&w 
counterpart ads among a total of 
56 in three days.” + 


AAA Elects Collins 

The Chicago area Agricultural 
Advertising Assn. has elected D. R. 
(Spec) Collins, Marsteller, Rick- 
ard, Gebhardt & Reed, as president 


Advertising Age, June 24, 1957 


ANA Appoints Koenig 

Stanley W. Koenig, director of 
advertising of Olin-Mathieson 
Chemical Corp., New York, has 
been named chairman of the Assn. 
of National Advertisers’ advertis- 
ing budget control task force. Mr. 
Koenig succeeds John W. Jackson, 
manager of advertising and sales 
promotion administration, Radio 
Corp. of America, who will con- 
tinue to serve on the committee. 


Christensen Rejoins KEX 

A. H. (Chris) Christensen, pro- 
motion and publicity manager of 
KGW-TV since its opening last De- 
cember, has resigned to return to 
Westinghouse Broadcasting Co. as 
advertising and sales promotion 


for 1957-58. Other officers elected | manager of KEX, Portland, Ore., 


are Tom Swearingen, Masonite 
Corp., Ist vp; Robert Walton, John 
Blair Co., 2nd vp; Harold O. Hayes, 
Fuller & Smith & Ross, 3rd vp; 
Frick Ferguson, Successful Farm- 
ing, treasurer, and Ira Bix, Farm 
Journal, secretary. 


radio station. 


Shepherd Welsh to Wexton 

Shepherd Welsh, formerly with 
Hicks & Greist, has joined the 
Wexton Co., New York, as copy 
director. 


1 aw > age 
tres 


' 


of the national ads in the study was| } 


secured by a Wheaties ad of about | 


- 


1,800 lines which got 48% reader-| | 


ship by women in its b&w state,| 
and 73% female readership in full | 


t 


color. Among men, the ad got a| J 


10% score in b&w and 21% 


in| | 


color. The ad also held up remark-| | 
ably well on the “retention” check | | 


five days after it appeared—among | 


men seeing the b&w version, 8% | 


recalled it, and among those seeing | 


the r.o.p. color version, 18% re- 
called it. 
women were 45% for bkw, 64% 
for color. 

A half-page horizontal for Ford 
got 26% male readership in black 
and white and 48% in full color,| 
an increase of 82%. Among women, | 
the same ad attracted 11% in b&w 
and 20% in color, an increase of 
84%. Uptown soft drinks attracted 
14% of the men in b&w, 27% in 
color, for an increase of 89%; 
among women the comparable 
scores were 16% 
color margin of 139%. | 

Only one advertisement—a Cu-| 
tex lipstick insertion—failed to im- 
prove its color score with both men 
and women. This ad attracted only 
a minimum male audience in both 
b&w and color, but among women | 


Will Your Film 
Releases 
Get Used? 


A press release on film is far more 
expensive than one on paper, but 
it’s the only kind that TV stations 
will use. 

That’s why it’s so important to 
know what's acceptable to the sta- 
tions, and how you should handle 
the film release for maximum re- 
sults. 
How can you get the answers? Easy! 
Just turn to the article “How To 
Make Sure Your Film Releases Get 
Used,” in the July issue of ADVER- 
TISING REQUIREMENTS. 

In the same issue you'll find a 
wealth of other information on every 
phase of advertising production, | 
promotion and merchandising. 

Clip this ad, attach $3 to your let- 
terhead and mail today for a year’s 
(12 issues) trial starting with the 


Comparable scores for | | 
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32% of all readers 15 years and up in New York City and suburbs 


| owning a home or office air conditioning unit, read The News... 


Source: Profile of the Millions . .. a study conducted 
by W. R. Simmons & Associates Research, Inc. 
Approved by the Advertising Research Foundation. 

Any New York News office can show you Profile. 


July issue. 100% refund if you’re not 


completely satisfied. 
Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 
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ir Conditioning? 


... The News has more readers owning an 


air conditioning unit than the New York Times 
and Herald Tribune combined...and more 
than any evening newspaper! 


Air conditioning buyers are customers for 
comfort... with the spendable cash to match 
their taste. And in metropolitan New York, 
you reach the largest number of owners in the 
News... which delivers— 

70,000 more than the Times 

80,000 more than the 

W orld-Telegram & Sun 

100,000 more than the Post 

120,000 more than the 

Journal-American 
120,000 more than the Mirror 
140,000 more than the Herald Tribune 


se Se  - eae 


<i Sse = 


These buyers are your prime prospects for 
better home furnishings, upper price lines, all 
quality merchandise, the best national brands. 

The News also gives you more customers 
for new cars, more readers in families with 
$10,000 and up incomes, more in the $5,000 
plus bracket, more college trained, more home 
owners, more of everything else. 

In the biggest and best market, The News 
with 4,780,000 readers daily gives you more— 
because it has more to give! The News merits 
top choice for volume turnover and profit. 


Ask for the full facts. 


cat aps eas OP Sax if ENE 


Pa oe 


Theg . age New York’s Picture Newspaper . . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America ... 


Sherman Named President _ 
|of National Art Directors eee 

James G. Sherman, executive art 
director of Mc- 
Cann - Erickson, 
Chicago, has been 
elected president 
of the National 
Society of Art Di- 
rectors. Clark L. 
Robinson, who 
holds a_ similar 
position at Mc- 
Cann - Erickson, 
Cleveland, has 
been elected ist 
vp; Marlowe 
Hartung, art director and vp of 
| Miller, Mackay, Hoeck & Hartung, 


James G. Sherman 


Clark L. Robinson Marlowe Hartung 


Seattle, 2nd vp, and Robert West 
has been re-elected secretary- 
| treasurer. 


READERSHIP 


Traffic World has a 
$24 subscription, 90% 
renewal —- is the only 
publication necessary 
to reach the $17 
billion transportation 
market. 


Get the facts} 
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The Saturday Evening © 


How long does it 
take to influence 


a POST-INFLUENTIAL? 


It takes time to make a deep and lasting im- 


pression. It takes time to influence a person 


so strongly that he passes this influence on to 
others. And Post readers do spend a lot of time with 
the Post. In fact, 8 out of 10 of them recommend or 
talk about the things they’ve seen on its pages. But 
exactly how much time do they spend? 

We recently asked advertising men and women 
that question in the form of a “time-spent” contest. 
The median estimate of the more than 8,000 entries 
was 2 hours and 20 minutes per issue per reader — or 


a total of nearly 3 billion minutes a week for all readers. 


That’s how much time you advertising people told 
us you believe readers spend with the Post. We thank 
you for your considered judgment, but there is more 
to the story. It takes more than just reading time to 
make a POST-INFLUENTIAL. It takes a special sort 
of person, too. It takes people who are on the lookout 


for ideas. People who are gregarious. People who are 


A CURTIS MAGAZINE 


Winner of a 2-week trip abroad is Mr. Edmund G. Dearborn of 
the advertising department of the Draper Corporation, Hopedale, 
Mass., shown here with his wife, planning their trip. Mr. Dearborn 
submitted the exact median figure in the “time-spent” contest. 


vocal about what they see and read in The Saturday 
Evening Post. These are the most important people 
to sell. They tell the others! 


sen wis post} INFLUENTIAL 


-the mass market of active influence 
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top weeklies: 


o« more 


ok Here is the 1956 linage of the ten 


(Continued from Page 3) 
questionnaires carried a 25¢ piece 


The Financial Post ...... 3,633,127 to repay the respondent for his 

~| Uh a i 3,164,976 time (and when you think of what 

rr . pling ae ee ee pongo these respondents’ time is worth, 
advertising linage i We Gemoee this is a coolie wage). 

h Duwatnees WER secs cccscccscccsne B61, 098 

Saturday Evening Post ......... . 2,385,156 ® Respondents were shown four 

t an any other New York Times Magazine ........ 2,355,844 ads which had run between Sept. 

kl bli ti oe of the American 29 and Dec. 8, 1956. Of the 161 

wee ublication SNES COUNTED « +9000 000k 2,184,000 questionnaires returned (32%) 

y p SR TN sab heb ees akesccceccs 2,117,117 | 8% recalled seeing all four, 11% 

Figures on U.S. periodicels: Printers’ Ink, three, 15% two and 19% one. 


in North America 


Jonvery 1957. 


Jonvary 11, 1957, and Industrial Morketing, 


Los Angeles. 


THE FINANCIAL POST + 481 UNIVERSITY AVENUE, TORONTO 2 © 1242 PEEL STREET, MONTREAL 2 


West Coast representative in the U. S$. A. 
Duncan A. Scott & Co., Son Francisco and 


In other words, 51% had seen 
one or more of the ads. From this, 
the K&E research department fig- 
/ured the average was 1.1 ad seen. 
| (AA’s department of higher stat- 
istical and research quibbling says 
{this is nonsense. If 49% saw no 
ads, the “average” didn’t see 1.1 
ads.) 


To serve vou EVEN BETTER 


INTERSTATE 


opens its 3rd district office .......... 


SAN FRANCISCO 
700 MONTGOMERY STREET 
GARFIELD 1-1987 


FULLY-STAFFED Photographers, reporters, sales rep- 
resentatives, printing facilities . . . all under one roof. 


SELF-CONTAINED Under the direction of District 
Manager William Reynolds. 


INTERSTATE and its 3 DIVISIONS 


Offers the advertiser and its agency 
Still d 
PHOTOGRAPHY { Motion Pictures \ an a 
INDUSTRIAL USER-BENEFIT REPORTING 
ANYWHERE in America ... and the World 
through its local-level representatives 


2400 Photographers 
1100 Cinematographers 
600 Industrial Reporters 


ALL DIRECTED FROM (ONE CENTRAL OFFICE 
AT A SAME-PRICE-ANYWHERE 
(costs no more to shoot in Seattle than in Mobile, Trenton or Oshkosh) 
PRE-DETERMINED 
(you will always know in advance what your rate will be) 


, When you telephone the near- 

est INTERSTATE district office, 

always call collect. Or, if you’re in one 

of these cities listed below, simply call 

the ENTERPRISE number shown (no charge, 
not even a local one, to you), 


BALTIMORE ® ENTERPRISE 6275 
BOSTON * ENTERPRISE 6275 
CLEVELAND * ENTERPRISE 6275 
DETROIT * ENTERPRISE 6969 
HOUSTON * ENTERPRISE 1564 
KANSAS CITY ¢ ENTERPRISE 6275 
LOS ANGELES ¢ ENTERPRISE 6275 
MILWAUKEE *® ENTERPRISE 6275 
PHILADELPHIA » ENTERPRISE 6275 
ST. LOUIS e ENTERPRISE 8313 


MINNEAPOLIS” ¢« ZENITH 6969 


ST. PAUL ° ZENITH 6969 
REALISTIC COST APPLICATION 
sae Ch 
—+ j + Bh. 
> + c gee ie, 
rr cael i INTERSTATE fp 
, vise : ‘I TOGRAPHE —- OlvisiOn 
ascae tT a 
i | ti 
j Li oe 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 
GENERAL OFFICE. 675 FIFTH AVE.. NEW YORK 22. N. Y.. MURRAY HILL 8-1880 


MIDWEST OFFICE 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2.0080 


WEST COAST OFFICE 700 MONTGOMERY ST., SAN FRANCISCO 11. CAL.. GARFIELD 1.1987 


ALEXANDER ROBERTS GENERAL MANAGER 


[PHOTOS OR CASE HistoRY REPORTS. . ANYWHERE. . .TEN DAYS NORMAL DELIVERY | 


Advertising Age, June 24, 1957 


Chase Bank Ads May Be ‘Silly,’ But 
Most Customers Like ‘em, K&E Finds 


The survey showed fairly strong 
interest among those who re- 
called the ads. Some 51% found 
|them “very interesting,” and an- 
|other 40% found them “somewhat 
interesting.” Only 2% found them 
“not interesting,” and 7% didn’t 
report reaction. 

Similarly, when asked if the 
jads conveyed Chase Manhattan’s 
|leadership, 44% thought it was 
well conveyed, 21% thought it 
“conveyed this somewhat,” for a 
total of 65% favorable. But 27% 
thought it conveyed no impres- 
sion of leadership. And 7% didn’t 
comment. 


® In the same way, when asked 
what kind of impression of 
Chase’s trust service the ads con- 
veyed, 46% thought it very favor- 
able, 30% somewhat favorable, 
19% were neutral, 4% somewhat 
unfavorable and 1% very unfa- 
vorable. Respondents reported they 
had read each of the past four is- 
sues of The New Yorker (52%), 
two or three issues (19%), one 
issue (13%) or no issues (16%). 

The voluntary comments on the 
|favorable side stressed the crea- 
|tive work and the reward for fill- 
| ing in the questionnaire—‘Ads 
jare very striking”; “Original, eye- 
| catching and thought-provoking”; 
\“I like the idea of paying 25¢ for 
one minute it took me to answer 
\the questions. $15 an hour seems 
| fair’; “P.S. My secretary thanks 
you for the 25¢.” 

J 

® The mixed and unfavorable re- 
actions went like this—‘“... It is 
clever, but does not enhance the 
prestige of Chase Manhattan”; 
“... Does not indicate a particular 
impression of leadership ...”; 
“The ads don’t show any special 
prestige of Chase”; “This looks 
‘ultra-conservative to me—pro- 
tecting rather than helping to 
grow with inflation.” 

Also, “The egg is the object 
that I remember, not anything 
about the Chase. Hence the whole 
thing seems rather silly”; “I felt 
that in an effort to make the idea 
graphic, it succeeded in making it 
silly,” and “Although this series 
pulled very well, I thought them 
a bit cheap.” 


s Result: Chase will resume the 
egg campaign in August, using 
The New Yorker, the eastern edi- 
|tion of Sports Illustrated and sev- 
| en “Ivy League” alumni maga- 
—. = 
NBC-TV Sells Fall 
Football Sponsorship 

NBC-TV has now sold out three- 
|quarters of its schedule of nine 
|National Collegiate Athletic Assn. 
football games to be aired nation- 
ally over the network this fall, be- 
ginning Sept. 21. Sponsoring a 
quarter of the telecasts each will 
be Bristol-Myers Co., through Do- 
herty, Clifford, Steers & Shenfield; 
|Sunbeam Corp., through Perrin- 
Paus Co., and Zenith Radio Corp., 
through Earle Ludgin & Co. 

NBC-TV’s schedule of four east- 
ern, Big Ten and Pacific Coast re- 
gional games has been purchased 
by American Machine & Foundry 
Co., through Fletcher D. Richards 
Inc.; Sunbeam, and Philip Morris 
& Co. for Marlboro, through Leo 
Burnett Co. 


JWT Gets New Kraft Product 

ADVERTISING AGE erred last week 
in reporting that Foote, Cone & 
Belding was the agency for a new 
Kraft Foods Co. product, Whipped 
Dessert Topping (AA, June 17). 
J. Walter Thompson Co., Chicago, 
is handling advertising for the 
new product. 


| 
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~ SELL your most important market 
in the first building annual edited 
exclusively for young homemakers 


NEW GUIDE to Home Planning and Remodeling 


Now LIVING answers the need of young homemaking families for a home planning annual 
of their own, designed and edited with the particular building and remodeling problems faced 
by young homemakers in mind. 


Here’s your opportunity to sell your product to prospects with the need, desire and ability to 
buy . . . families in the young homemaking stage of life, the market that accounts for seven 
out of ten homes sold today! 


LIVING’S new building annual is a complete planning and buying guide of 200 pages covering: 


Remodeling A section devoted entirely to structural renovation, containing specific 


ideas for modernization of the complete house and plans for remodeling selected areas within 
the home. 


Service Will highlight the best of new usable idéas on heating, wiring, air-conditioning, 
financing, insurance. An information-packed section indexed by product and interest category. 


New House Plans and Building 20 actual house plans and exteriors, in a 
variety of styles and prices, evaluated and described in a special section, plus educational 
material on good building practices. 


LIVING’S New Guide to Home Planning and Remodeling offers you the best advertising 
bargain in the home annual field. Page rate per thousand readers is the lowest of all: $6.50 
based on a full page black and white rate of $1,300. Newsstand distribution will be 200,000. 


AND LOOK AT THESE BONUSES FOR PROMPT ACTION 


BONUSES 
FOR 
PROMPT 
ACTION 


ON SALE DATE, 


FOR MORE INFORMATION 
WRITE TODAY: 


a 


ya unt ——_ j—— 
LIVING'S new gute te ‘ : LIVING'S newgadere , 
m planning By acting quickly you can home planning All advertisers whose 
receive rate discounts up ' complete plates are in 
hi i to 10%! All orders re- PREFERRE for) before October 15th are 
\ o" ey : ceived before July 31st D & assured a preferred posi- 
‘ reCewe 10% discounts. am) tion without extra charge 
Those received after July POSITION ool (excepting covers). You 
31st but before Septem- ° at ein ebiad afite 
ber 15th receive a bonus E : ° a salad ° 
discount of 5%. Impor- e pred J pent + eed 
tant: Billing date Janu- «: ad opposite appropriate 
ary Sth, 1958. —a— editorial. 


JANUARY 21, 


1958 


PRICE $1.00 


LIVING’S NEW GUIDE 


TO HOME PLANNING AND REMODELING 


A STREET and SMITH PUBLICATION, 575 Madison Avenue, New York 22, N. Y. 
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ein total circulation! 
ein trading area circulation! 


in weekday circulation! 


ein Sunday circulation! 


Because The Detroit NEWS tells its readers more about what’s going 
on in the world than any other Detroit Newspaper, it is bought by 
more people every day. 


Latest ABC circulation figures for the 6-months ending March 31st show 
that The Detroit NEWS delivers 469,389 weekdays and 585,667 Sundays. 
This is the highest circulation of all Michigan newspapers, and the highest 
in Detroit News’ history! 


Of particular importance to Detroit advertisers is the heavy concen- 
tration of this circulation in the 6-county Detroit retail trading area, 
where 98% of Detroit’s retail business originates. That’s why no other 
Detroit newspaper approaches The NEWS for effectiveness! 


This is substantiated by the overwhelming advertising leadership of 
The NEWS, which carries 51% of all Detroit newspaper advertising. 
The other two newspapers divide the balance. 


The Detroit News 


FIRST IN CIRCULATION 


469,389 weekdays — 585,667 Sundays 


Eastern Office ...260 Madison Ave., New York Chicago Office ...435 N. Michigan Ave., Tribune Tower 
Pacific Office ....785 Market St, San Francisco Miami Beach.... The Leonard Co., 311 Lincoln Road 
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TV Comic’s 
Necessarily 


(Continued from Page 3) 
that they hastened their own de- 
mise by being on too frequently. 

One agency man argued that all | 
the writers in the world couldn’t 
turn out enough good, fresh mate- 
rial to keep them going on tv on 
a week-in-and-week-out basis. 


Double Standard 


This great emphasis on material 
would seem to indicate that the 
big comedy shows are weighed by 
somewhat stiffer standards than 
other tv fare. Any number of sit-| 
uation comedies and dramatic se-| 
ries have been running for years | 
without noticeable public or ad- 
vertiser concern over their trite) 
subject matter. 


s Their high price tag undoubted- | 
ly has contributed to the comand} 
ans’ woes. Though there is a 
tendency to minimize this, it cer- | 
tainly has been a major considera-| 
tion. Advertisers still are willing 
te buy premium-priced tv attrac- | 
tions. But they are insisting on a) 
big enough audience to make the) 
purchase a reasonable one on a) 
cost-per-1,000 basis. 

In their halcyon days, most of | 
the good comedians used their bar- | 
gaining power to negotiate very | 
favorable—for them—contracts| 
with the networks, which did not | 
want to risk losing them to the| 
competition. When the ratings be-| 
gan to slide, there was no adjust-| 
ment in the program-production | 
prices for advertisers. 

As a result, Bulova did not con- | 
sider second to Perry Como good | 
enough for Jackie Gleason, when | 
he was costing approximately | 
$110,000 a week for the watch 
company’s half of the CBS hour | 
show. This despite the fact that | 
Jackie was still drawing a most re- 
spectable house every week in the 
face of intensive competition from 
the equally expensive Como show. 


s The talented Mr. Gleason still is 
under contract to CBS and stands 
to make $100,000 a year, whether 
he works or not. Like most of the 
comics who have been worn down 
by the rating treadmill, Jackie 
sounds a little weary of tv lately. 
But he likes the medium, and he 
probably will turn up in choice 
guest assignments on Columbia 
next year. 


Rendering Unto Caesar 


The same cost considerations 
made Sid Caesar a difficult prod- 
uct to sell during the closing stages | 
of his run on NBC. His program 
was offered in smaller pieces than 
that of his CBS confrere—the to- 
tal time and talent budget for the 
hour was approximately $220,009. 

When NBC was negotiating with 
Mr. Caesar about his tv future, 
network officials told him the show | 
could not be sold on a weekly 
schedule for the 1957-58 season. 
They suggested a less frequent) 
schedule; Mr. Caesar insisted on a 
weekiy hour spot. In the end he 
gave up his long-term contract 
with NBC rather than bow to the 
wishes of the company’s new pro- 
gram bosses. Mr. Caesar is now) 
working out his future plans in| 
conjunction with former NBC head | 
Pat Weaver. 


® A great many people, including | 
some of Sid’s fans, think NBC had 
the right idea. And there are a| 
good many arguments to back up | 
their case. A couple of them are | 
named Bob Hope and Jerry Lewis. | 
Eschewing the weekly grind, these | 
comedians have spaced their tv! 


Lot Is Not 
Happy One 


appearances carefully and thereby 
appear to have kept their follow- 
ing among the fickle tv public. 
They have not become regular 
parts of the tv routine; their fans 
can look forward to their shows 
as something special. 

Years ago, when Milton Berle 
reigned supreme as “Mr. Televi- 
sion,” Texaco ad manager Donald 
Stewart saw the handwriting on 
the wall and advocated a cutback 
in the schedule to prolong the life 
of the show. But Uncle Miltie ob- 
jected. Before he faded from tv, 
Mr. Berle was appearing only 
every third Tuesday, but this was 
some years after Texaco had 
dropped the show. 

Mr. Berle was ready for a tv 
comeback this fall, with a situation 


comedy series filmed in Europe, 


but the asking price of $45,000 to 
$55,000 a week (not counting time) 
stopped him at the starting date. 
The holder of a much publicized 
“lifetime” contract, he presumably 
remains on the network’s payroll 
whether he works or not. 


Material Stretch-Out 


The modified dish-yourself-out- 
sparingly formula seems to have 
worked for Jack Benny. He start- 
ed in tv for his radio sponsor, 
Lucky Strike, on a monthly basis. 
Later he increased the dose to 
twice a month. Many of his shows 
appear to be copies or adaptations 
of what he has done on radio, 
which gives his writers a head 
start on licking the material prob- 
lem. 


® For the past couple of years, Mr. 
Benny has not been quite so spar- 
ing with himself. In addition to 
his work for Lucky Strike, he acts 


as emcee on CBS’ monthly Chrys- | 


ler “Shower cf Stars” colorcast. 
Among the other perennial 
comics still going strong on tv: 


e George Burns and Gracie Allen, 
who may prove that if you don’t 
get in the top ten no sponsor is 
going to worry when you drop out 
of the list. 


e Groucho Marx, whose self-pro- 
claimed secret of a high-rating 


|} success in his long-running quiz is 


a “different cast every week.” 


e Danny Thomas, General Foods’ 
choice for the “I Love Lucy” spot 
on CBS despite the show’s poor 
rating record on ABC. 


e Phil Silvers, who made the tv 
bigtime as “Sergeant Bilko.” 


e Red Skelton, the only weekly 
live comedian booked for the com- 
ing season. That is, unless you 
want to classify NBC’s latest an- 
swer to Ed Sullivan, the piano- 
playing, sometimes-joke-dispens- 
ing Steve Allen, as a comedian. 


George Gobel cuts back to an| 


Advertising Age, June 24, 1957 


alternate-week schedule with the 
backing of his new sponsors, Ches- 
terfield, RCA and Whirlpool. When 
he was sizing up the “old” comedy 
favorites and relegating them to 
guest star roles for the time being, 
Terence Clyne was careful to ex- 
clude Mr. Gobel, of whom he ex- 
pects great things this year. 
Jack Paar, who had several 
chances to get rolling in various 
time spots on CBS in the past, will 
return to a regular video slotting 
in July; for some time now his 
principal platform has been ABC 
Radio. Mr. Paar will take over 
NBC’s new, new “Tonight” show. 


s If any comedians feel disheart- 
ened as they see so many of their 
kind being pushed out of tv by 
platoons of cowboys, adventure 
heros, singers and situation comedy 
actors, they should re-read Pat 
Weaver’s law: 

“Comedy always beats variety— 
Law. Comedy always beats any- 
thing—Law. If it’s good.” # 


Leadership is a family affair 


WJohn Quincy Adams, newly elected President, gazed reflectively at the 


Television System family of stations. This leadership has produced stations 


portrait on the wall. How proud he must have felt following the footsteps 


of his illustrious father, John Adams, into the White House! 


Just as leadership was a tradition of the Adams family, so it is of the WKY 


outstanding in their markets—the logical choice for your advertising. 


THE WKY TELEVISION SYSTEM, INC. 


*» @ 
of 


pioneering 


e 


color TV 


J 


WKY-TV Oklahoma City 
WKY Radio Oklahoma City 
WSFA-TV Montgomery 
WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 
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Autopoint Opens 
Drive for Its New 
3X Ball Point Pen 


Cuicaco, June 18—Autopoint 
Co., a division of Cory Corp., Chi- 
cago, will begin national advertis- 
ing for its new 3X ball point pen 
with page ads in the July issues 
of Geyer’s Dealer Topics and Of- 
fice. 

B&w newspaper pages already 
are being used in major markets 
throughout the country, and plans 
are being formulated to go into tv 
and radio later on. Direct mail also 
is being used heavily. 


® The new pen—test-marketed 
early in April in Columbus, Indi- 
anapolis, Louisville and Omaha—is 
being pushed as having a three 
times (hence 3X) longer lasting 
ink supply than earlier models. It 
is available in “every color of the 
rainbow” and sells for 49¢ retail. 


\tion is “Operation Redemption,” 
‘wherein Autopoint’s 3X pens will 
'be given away on the street with- 
out the ink supply. The receiver 
|then must buy his own supply of | 


ink. 
Edward H. Weiss & Co., Chicago, | 
is Autopoint’s agency. Weiss, which 
‘already handled Autopoint’s trade 
advertising, acquired the retail ad- 
vertising account in April. Roche, 
Williams & Cleary, Chicago, re- 
signed that account in March (AA, 
|March 25). # 
‘Harris & Bond Changes Name | 
| Harris & Bond, Chicago, has} 
| changed its corporate name to Har- | 
| ris & Wilson. The new name in the | 
‘title is that of Q. Morton Wilson, 
vp, replacing that of the late) 
G. S. Bond, who together with the | 
president of the agency, Thomas | 
J. Harris, founded the company in| 
| 1952. 


| | 


‘Ohio Agency Joins AAAN 


Picou 


Melnicoff Drucker 
PRESENTATION—NYU Professor Peter F. Drucker receives the 1957 
Parlin award for outstanding contributions to marketing (AA, June 
17) from David C. Melnicoff, Pennsylvania Railroad, chairman of 
the award committee, while John H. Picou, president of the Phila- 
delphia chapter of the American Marketing Assn., looks on. 


Central Advertising Agency, | bership in Affiliated Advertising | total of AAAN members to 38 in- 


Also part of the current promo- | Lima, O., has been elected to mem- Agencies Network. This brings the | dependently-owned agencies. 


Popai Seeks New 
Executive Director 
to Replace Jackson 


Cuicaco, June 18—The Point- 
of-Purchase Advertising Institute 
was seeking an executive director 
this week to fill the vacancy 
caused last week by the resigna- 
tion of Norton B. Jackson (AA, 
June 17). 

Stanley Wessel, Popai board 
chairman, told ADVERTISING AGE 
that nine or ten applications have 
already been received for the job, 
which reportedly pays $18,000 a 
year. Applicants will be inter- 
viewed here and in New York by 
Popai officials. A successor will 
not be named for several months, 
AA was told. 

Regarding Mr. Jackson’s resig- 
nation, which came as a surprise 
to some Popai members, a spokes- 
man for the organization told AA 
that Mr. Jackson “couldn’t see eye 
to eye with the executive commit- 
tee on policy matters.” 


® He declined to elaborate on the 
policy matters involved, and also 
declined to say if the executive 
committee asked for Mr. Jackson’s 
resignation. He added, however, 
that Mr. Jackson was well liked by 
Popai members, and that many 
regretted his decision to quit. 

“Popai has outgrown its swad- 
dling clothes,” the official said. 
“It meeds an executive director 
who is an ambassador of good 
will, and who is a good public 
speaker who is capable of telling 
Popai’s story in an interesting 
manner to everyone. The new 
man should be a man with long- 
range plans for Popai.” + 


SLM Appoints Timmons 

Earl Timmons has been appoint- 
ed research director of Stromberg- 
er, LaVene, McKenzie, Los Ange- 
les. He will be responsible for mar- 
ket and audience research. For the 
past three years Mr. Timmons has 
been assistant research director at 
Erwin, Wasey & Co., Los Angeles. 


Jim Cox Joins KDAY 

Jim Cox has been named station 
manager of KDAY, Los Angeles. 
Most recently he has been exec vp 
of Alexander-Bailey Advertising, 
Long Beach, Cal. 


BUFFALO’S 
FASTEST 
GROWING 


> Circulation growth means 
reader interest and advertis- 
ing readership. Both Morning 
and Sunday Courier-Express 
are growing faster than any 
other Buffalo paper — faster, 
too, than the population. 


ROP COLOR 
available daily and Sunday 


Member. Metro Sundoy Comics and 
Sundoy Mogozine Networks 


BUFFALO 
COURIER 
EXPRESS 


Representotive: 
Scoloro, Meeker & Scott 


Pacific Coast, Doyle & Hawley 
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| This Week in Washington... 
» Postal Contretemps Is Touchy 
| (and Newsworthy) Matter, Ike Finds 


: By Stanley E. Cohen |group of Republican congressmen 

“a re Washington Editor | tried to enlist his support for the 

“4 nny WasuIncTon, June 20—The drive | pay hike this week, he threw them 
DAV E N PO RT |to reduce the postal deficit faced | for a loss. 

ee |a new obstacle this week, as post- 

THE QUAD CITIES . . . one |al workers pressed for a pay hike | » As they tell it, he was visibly 


of the TOP TEN Markets of the oe NEWSPAPERS 'which would offset most of the) upset. He complained that govern- 


fie 
ce ee 


re 
Lf 
a 


i templated in the nt officials are spending t 
© EVENING revenue gain con ment officials are spending too 
North Central States . . . area @ SUNDAY administration's rate roa alee P | much time on such matters as post- 
: ' | The costly pay hike bill already a] pay scales, and he suggested it 
we ppt tag now reted . has cleared a Senate post office| might be a good idea to get rid of 
4,275, , is easy to se 
through 


Represented by 
Jann & Kelley, Inc. subcommittee, and it is slated for |the postal problem by turning the 
approval by the House post office | service over to private operators. 
committee. It seems likely that the| his idea has no appeal to spon- 
only way the administration can|sors of pay increase bills. They 
| get the rate bill through Congress suspect private operators would 
|is to go along on the pay bill, too.| have little truck with the political 
CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. President Eisenhower is appa- | featherbedding which requires the 
: rently aware of the situation, and | post Office to operate thousands of 
not at all happy about it. When 4| jnefficient and uneconomic offices 
i }and rural routes that ought to be 
“ee combined or eliminated. 

(The President later disparaged 
his suggestion as a bit of a wise- 
crack made at a social affair. 
Seemingly surprised at the furor 
the remark created among news- 
paper men, he dismissed the trans- 
|fer of the nation’s postal business 
to a private company as being as 
|impossible as flying to the moon.) 


0 ee PM a Fee oe i: 
Ty clay oh erg Oe 3 BAe de 


FORGING 
THE SILVER 
LINK 
IN OUR 
CHAIN 

OF YEARS! 


While the ad- 
It Thy P.O. ministration isn’t 
Offend Thee likely to recom- 
mend that the 
Post Office be leased to private 
| operators, don’t be surprised if it 
comes up with some revolutionary 
new solutions to the postal service- 
price problem next year. 
| To get away from appropriations 
| fights of the type that brought 
service curtailments this year, the 
| Bureau of the Budget is expected 
|t0 propose that the Post Office be 
| taken out of the government’s 
budget. Under this plan, it would 
| enesaie on a revolving fund, using 
‘its own revenues, plus a congres- 
| sional appropriation to cover sub- 
| sidies to certain classes of mail. 
Some supporters of this plan 
would go even further, giving the 
department responsibility for fix- 


ing rates, in accord with a for- 
7 TODAY mula spelled out in law. Realists 
esterday the properties of our existence-were concede, however, that relation- 
essentially the nts seules had been for over a decade. THE FINEST IN | ships between Congress and Post- 
The microphone, the transmitter, the talent, the RADIO ENTERTAINMENT _master General Arthur Summer- 
programming .. . everything was there as always |field are so bad, there is little 
before. Only their size and shapes and scope CKLW ane the MUTUAL chance for such a plan at this time. 
had been changed over the years. And yet, at the network now bring: listeners a ee 
stroke of an hour, all of this passed into a new era pent yet Ape FCC Man Is__ in sna — 
at CKLW. The silver year of our first quarter line-up in their history ! | end te Pied member of Gin 
century of broadcasting service to this region hie * etanat Cinentietn 
arrived this month. We greet this milestone with the MUTUAL network car nications Commaiesion makes tt vir- 
mixed emotions of youth, yet with a solemn P CKLW's krendeast day. tually certain that the commission 
pledge for the continuation of the causes, the virtues mis 2 will be short-handed after June 
that have been responsible for this station's pees she pate ie 30, when Chairman George C. Mc- 
growth. Our great pride in fashioning this man-made pic nee pointe Fon Connaughey’s term expires. 

chain of business events in such a successful CEDRIC FOSTER It has been known for at least 
manner is best exemplified by the blacksmith who STEVE SacCORIOCK two months that Mr. MeConmau- 
hand-fashioned; determined always to create a finer " HOLLAND ENGLE ghey would leave. But despite the 
product. Today, we pledge again to Stay eternally LES HIGBIF i that the job has been offered 
young, and search always for new and modern op aaa to at least two men, and although 
ways to be of advantage to your promotion program. MATHEW WARREN | a good many others have indicated 
JOHN SCOTT an interest, the White House has 

ED PETTIT |not come up with a nomination. 

s 
CKLW Regs —_ every At least 25 sen- 
our on the hour by: ; New Uses for ators are spon- 
50,000 WATTS ioet Van Gayman | Farm Products soring S.2306, 
TERENCE O'DELL which would put 
DICK SMYTH |up $100,000,000 annually to under- 
ery, |write research on new industrial 
| < . a ML SIC round the clock luses for farm products. The bill 
from Mutual and CALW's 


‘oa carries out recommendations of a 
o : 


800 ON YOUR DIAL TOBY DAVID Presidential commission which 


EDDIE CHASE found the government now spends 
BUD DAVIES |hundreds of millions each year to 
DETRO!I | 
CURES S188. ' shone qandetameaa |study improved production meth- 
—with fashion, beauty, and |ods that result in bigger crops. 
J. E. CAMPEAU ADAM YOUNG, INC. household news for ladies by Meanwhile, little is done to find 
President end Generel Manager Not | Representative MARY MORGAN /new uses for farm products. 


Sen. Carl Curtis (R., Mo.) claims 


MYRTLE LABBITT 
FB ver spends $3 billion annual- 


© le to Np Gale 7 ty, Ri Rec ae er LA 5 2b eis Pape Bera og ty eer. ee ei, ee eT —— > es a ee Sones ee PE ae teeta ae en ia, ae) 
PE Ae Bias > or ae eee A een im Cian ac te arta sugserpee’ ie 4 Mi. ee Oe as ae Ti ea _ Mee one: 
eee: a aS ee a einai hie oy oa ee ec a ee ee ee ines oo 
Ree cot tia eee: MR has oak hr Ae aim es cts EE I ace me ee MM ce rie. oa oe 
ae ee ee Peet BM oe SR eee BN Kn SF Na 2-2 Ch set Rate, oa et ae pe emma eee 8/6 6 ayo c=: Be Rn | eae. a oa 
' pkey ¢ Byes: Er le ae ey.) ge Nae 2 ae ‘Awa rnd eel r seit 2 a . ‘eee eee eae 5) ee he, “dt ue 's Ste a ee = eal oo Shi os ee Teas ae . me a gies ae ia ee ‘apes = . 
a a pe) a 22 — ras etch, 1 a re nar a ei sated 4 woe i lace aa ee ear aes _ Fria a Piece = Ske ec ssa MS cage. ae ee : 
si Se a a : Ben a = i oe at gigi aaa ee gee eT ns hie) = Sy Ail Mla Ree Sr os cea = Shige Hi <a OR BAAD A queens ae ‘altaante” — 2 igi a 2 
a en ———————— ees = a 3 
OOOO 4 
a ni 
A 7 - ss ae 
2 e oy cal PS : Gaeers ‘ % 4 
7 _ Sus - “ oe ; ae } 
inte YY df ~ aa tee - * 
2 i) + s ; 
es me vid 
ed > 
Basak 7 e ie 
. a Y 
ge i 
mie e 2 
a ‘a 
ake 
‘s a 
age i 
a! iN 
“a 
rte 
a ; F) 
oe f 2 4 ings “ oa aes ‘ V ba 
ae pa | i) om ‘sf ve a ee 3 sc eee OF Z 
+ eg mi i i a a Pa ears ie 
o H) a” ae a ey : ¥ >: S ‘eh ia 
; vs ul _ | Ld en dh ae —  - a . 
. Hi ’ le dU0UllC 7 
| y V ‘ . fee o Pd a a 4 oe ia ae od 
il > QS en £4 
A 5 Ne, a 4 
Pi | - es oes oe tne .) a é : <a eet ny 
| vy | oe | 
‘ |! ee oii a f! y . Barn 2 | 
: ae eo \\]] al 
oe i niga Oe > es a. —e 
oe | Me A aati tea ¥ a iy ; ¢ 
iss ees ys. ey ee A 
; if q ; : Ih i} ae, 
i if n. ; : i a | g 
2 fining BR. HI" 
1 ae Wy , V 
y Wi a NT 
ee | Wi | _ 
’ >_ ——ar als 
Vill | | a 1] Pes. 
Mh {nant Nn HT ¥ 
‘ Vi U U U " 
A | HU U i 
ee : Vi (In : 
nea IV Vi | | i] 1} | Ke 
a i _— ve 
a 
a 
« Dy | 
es j a 
< we 
eee : 
ee : 
a fics 
5; | a 
p 2! 
igs ; > 
- E * 2 y 
= ee 
Aan ics Par 
he 
ae oes 
i : 
pee ge 
« . sat = a 
=) : 
aad 
He ; ! 
es a 
a 
: E a ate = ae 
i . - 
ie c 
= | oe ~ 
“SR Se ee ee ob ee eR A Cor eee le Meee. Ri aap ot. On ee Ain PSR pa ee es aS ee Aha Me ON A i re eens ane anertoee 
PeemMaCUnT Ness? rs iy orarretiad io: |. 4) Leva tiGt. Voota. Gs ee ME a RT SA EME ara le Eee a ee ee. ee 
Ree pee ee | + Seah ee lee es Fy thie Se ee BS 2 ila ee Pele: eee ere tae ea ; : MM rs ee ee 
a ae eae ane , S503 tae as it are, a2 Ore See ae = gaa au # = ek © a ee ht + area cae i es sages ont a Pe. : ¢ = : oes Pv a EE 3 cee MRE OP a ee 
oS ; ‘tas ©. he ee oe eu tes \g gt 5 Paes t43 af cert ghee: SN Loreena Sommers dee Pe PO re el te Soe ae tiger de ee Seger c aceon ee ne Ce en Pe Nm ay re WE! alt eegiia MRS FM dire wat MTS a ee ae oo pe a ee ay 


Advertising Age, June 24, 1957 


EVERY SMOKER Who is Thinking of 
Changing to a Pipe Should Know These Facts 


ABOUT PIPES | ABOUT TOBACCOS 


‘There are many dittersat teamds ovadiahte — ditterwat tends. diteren! cate ditherwat fewer et ter the 
a eee 


THE TYPES OF TOBACCO ait TIMELY—Two days 
an after the most re- 


——— 2 7 ‘¢, ‘° “ «- _ 
: 2, sad 668 68s cent cigaret-can- 


cer study was re- 
leased by the 
American Cancer 
Society, Larus & 
Bro. Co., maker 
of Edgeworth and | : 
Holiday pipe to- | 
baccos, swung in- 
to action with 
this New York 
Times ad directed 
to “every smoker 
who is thinking 
of changing to a 


THE WAY IT 


ecm Pte hee ee net ee 


; : " - -" =: (Ak § AROTHLE COMP ANT om RICHMOND vincaMA pipe.” Reach, Mc- 


Feme Vebocee Protects Semee 1077 


Clinton & Co., 


5 Edgeworth“ HOLIDAY ‘ew York, is me 


agency. 


| 
| 
| 
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ly on research, much of it for|tol Hill staff people, members of 
fabrics, plastics, building materi-| the press or just plain folks from 
als, surface coatings, detergents back home. 

and chemicals. As a result, he re- Since there are only 96 senators, 
ports, agriculture has been re-| that would add up to less than 300 | 
searched out of much of the market meals if each ate all three of his 
for natural fabrics; detergents daily meals there, the senator com- | 
have replaced soaps; leather sub- | puted. 


stitutes are capturing the shoe “The best way to eliminate this 

market, and the do-it-yourself | expense,” he explained, “would be 

iat movement has stimulated sales of to permit the senators to have 
a paints and varnishes that bypass their own club, pay the govern- 
E linseed and other vegetable oils. ment rent for the restaurant and 


= |let senators sustain the full cost, 
‘ Sen. Homer |eliminating the serving of meals} 
Senators to Capehart (R., | to employes, members of the press | 
Pick Up Tab? Ind.) thinks the and visitors.” # 

public ought to} 
know that senators aren’t the chief | Harkavy to De Juro-Amsco 
beneficiaries of the low prices at; David A. Harkavy, formerly 
the Senate restaurant in the Capi- with Lafayette Radio Inc., has been Ret ae nea ‘iiss Qt Bai (eee = *™ if 
tol. The restaurant is deeply in|named to the newly created posi- ae = Fes “te oa ‘Se As d he 
the red, so prices were jacked up /|tion of industrial products adver- ; : , : ai Nhe pra ; ; 
a bit recently. However, Sen.|tising manager of the DeJuro- 
Capehart reminded his colleagues | Amsco Corp. and its affiliate, Con- 
the other day that most of the 5,000 | tinental Connector Corp., botn of 
who eat there each day are Capi-' Long Island City, N. Y. 


May Sales of Chain Stores in Binghamton 


4; . 


Don’t miss the big parad 


May *, Gain 5 Months % Gain 

1957 1956 or Loss 1957 1956 or Loss 
FOOD CHAINS 
American Stores . 62,102,590 57,042,285 + 8.8 122,801,863 110,193,993 411.4 : ‘ 2 
Colonial Stores ... 32,623,564 32.215,681 + 13 164,613,568  159,102.702 + 3.5 The most active market in the entire state of 
Grand Union .... 40,202,546 36,318,155 +10.7 102,141,177 86,780,557 +17.7 ae" , ’ 
Jewel ........... 32,398,014 -29.237.010 + 7.4 157.115.406 143.316.830 + 9.6 New York is Binghamton—appropriately nick- 
Kroger Co. ..... 127,941,647 115,184,432 411.0 623,987,364 556,641,078 +12.0 


ae y 4 ’? df , 
Gey ......... 158,491,246  151.283.387 + 48  786.154811  736,244.684 + 68 named “The Valley of Opportunity”. Take a Parade 
Group Total .... $ 458,649,217 $ 421,280,950 + 8.9 $1,956.814.209 $1,792.279.844 4 9.2 ow big is |P © 


minute to take a closer look at the big boom in 


MAIL ORDER | Binghamton—you might be missing something. in Bing amton? 
‘Sears, Roebuck ... 338,261,890 317,556,055 + 6.5 1,139,221,060 1,081,219,908 + 5.4 € y € . ad h 
Oo ses aga 8,919,575 10,024,448 —11.0 42,426,768 45,152,602 — 6.0 : : : 
‘Montgomery Ward 90,287,812 84.761.028 + 6.5  303.322.079  306.806.854 — 1.1 What's up? Population for one thing. Buying RR RES 5 tk ge 
Group Total .... $ 437,469,277 $ 412,341,531 + 6.1 $1,484,969,907 $1,433,179,364 + 3.6 power for another—up a healthy 38.7% in the 
—... 5,348,619 4,972,705 + 7.6 25,999,795 23,901,346 + 8.8) past five years. And Binghamton now leads all : LOOK 10% 
Walgreen ........ 19,231,974  17.173.183 412.0  91.342.170 _—-83.808.862 + 9.0 other New York state metropolitan cities in total sT 10 
Group Total .... $ 24,580,593 $ 22,145,888 +11.0 $ 117,341,965 $ 107,710,208 + 8.9 , : PO Pep epity 
. dps ° retail sales per capita. % 
VARIETY AND MISCELLANEOUS LIFE 15% 
"Bond Stores .... 7,055,900 6,833,066 + 3.3 77,420,513 74,835,176 + 3.5 ; i iali , j ; 2 aa Nei erent ay 
Butler Bros. .... 9,167,644 8,576,242 + 6.9 47,613,653 44,562,600 + 68 One of the most highly industrialized regions in ck 
“Dione Stores Corp. 3.135.916 2,931,975 + 7.0 30,865,842 27,593,538 +11.9 New York, the Binghamton market manufac- : onespates 
dison Bros. ..... 236, 8,554,631 + 8.0 38831525 34,535,897 +12.4 , aa ee 
Fishman, M. H. .. 1,300,499 1,200,121 + 8.3 tures everything from shoes to cameras, from of 
ama Siw oer Bama tO mm sama +25) cheese to cosmetics, electronic business machines Metvapetiian County Aree 
Grant, wT. ... 32,509,681 29,197,366 +113 136,187,484 121,934,026 411.7 to furniture—to name just a few. There’s hardly 
*Grayson- Robinson ‘ 7 
se stresees 3,208,637 3,072,536 + 4.3 34,772,325 32,840,547 + 5.9 a month goes by when the cornerstone isn’t being 
1Green, HW. L. ..... 718, 8,634,536 + 1.0 32,481,687 32,004,089 + 1.5 : v2.3 ae ‘ 
‘Interstate Dept. + laid for a new building. A $21 million project was 
ex 5,708,007 5,536,179 + 3.1 19,759,176 19,713,088 4+ 0.2 : : 
6k. Kinney ion, 55:119.000 ,$'693.000 + 91 20 979.000 18,703,000 4.122 started recently by oa Business Ma- 
Kresge, S. S. .... 517, 7,135,771 + 5. 28,958.083 125,479,706 + 2.8 j a 13 milli ansion w — 
Kress, S$. W. ..... 12,066,755 12,701.42 — 5.0 57,050,500 58,337,620 — 22 chines another $13 a x : — — — 
Lane Bryant, Ine. 7,510,214 7,056,851 + 6.4 30,156,202 27,681,924 + 8.9 begun by Harpur College . . . a new million pA. J, 
IEE uns cccks 15,354,319 14,251,464 + 7.7 $5,764,191 . 50,249,994 411.0 | dol ’ ‘ for the Ozalid C 
‘Mange! Stores Corp. 3.116.743 2,693,969 4157  12.056.654 9.957.589 +21.1| ollar plant is going up for the Ozalid Company | Parade 
MeCrory ......... 8,250,382 8,298,507 — 0.6 39,475,508  38,735.208 + 1.9 — ‘ 
McLellan Stores 4.568.654 4.690.473 — 26 7.167.482 17,371,895 — 19 .+. and a mammoth — and reservoir will soon a 
ercantile Stores, j i 3 
Ine. “whip. 4 12,608,000 11,995,000 + 5.1 be built at Cannonsville. 
*Miller-Wohl Co. .. 3,326,761 3,359,876 — 1.0 33,533,958 32,522,601 + 3.1 ‘ : : 
Murphy, G. C. ... 16,695,651 15,857.467 + 5.3 71,965,010 68,751,473 + 4.7| If you want your share of the big boom in Bing- 
Neisner Bros. 5,564,869 5,172,656 + 7.6 24,434,277 23,388,999 4 46 : : 
Nevbery, J ? tds 115:998.081 135:137.752 + $7 70,479.355  66.216.207 + 64 hamton, PARADE and the Binghamton Press will 
enney, ae 600, 260,940 + 0.3 435,531,289  433,466.930 + 0.5 ive } 
Rose’s 5-10-25 .. 2,272,382 1,997,703 +13.7 9,784,842 8,580,259 +14.0 give it to you. Each Sunday they call on nearly 
Shee Core of America 8,070,617 7,834,964 + 3.0 30,896,819 28,493,862 + 8.4 9 out of 10 homes. Each Monday they begin to 
“Sterchi Bros. 
oS eg 1,981,397 1,889,491 + 49 4,693,698 4,463,284 4 5.2 move goods off dealers’ shelves all across town. 
Western Auto ..... 20,015,000 17,983,000 +115 81,216,000 77,326,000 + 5.0 - é 
White Stores Ine. . 3,135,445 3,268,920 — 4.1 12,332,482 12,708,851 — 3.0 =n slapy* 2 Wome? 
Woolworth, F. W. 60,769,843 60,217,773 + 0.9 289,274,348 280,090,670 + 3.3 PA DE...The Sunday Magazine section aot oe Kaine . 
Group Total ... $ 428,108,232 $ 412,995,547 + 3.7 $1,919,065,644 $1,839,010.751 4+ 4.4 romgpons y i Killing 
Combined Total $1,346,807,319 $1,268,763,916 + 6.2 $5,478,191,705 $5,172.180,167 + 5.9 of 66 fine newspapers covering some ae \ 
© Four weeks and eight weeks. © Five weeks and 13 weeks. ‘ Four month period. * Ten month period. ets millio 
? Eleven month period. ‘ Three month period. 2700 mark ---with more than 15 = - t\ 


readers every week. Represented nationally by J. P. McKinney & Son, Inc, 
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THis summer America’s consumers will 
fill their shopping baskets fuller than any 
summer in their history. And they will fill 
them with the products they know best— 


the brands they see on television. 


Last summer they spent nearly 10 per cent 
more than they did the previous winter— 

7 per cent more for food; 12 per cent more 
for household appliances; 15 per cent more 
in department stores and nearly 8 per cent 


more on installment purchases. 


For the television advertiser, each summer 


becomes more inviting than the last. 


Each summer the average family spends 


more time watching television. 


Each day 8,000 new families join the vast 
television audience, and by July the number 
of television homes in the country will 

total 40,300,000 — nearly 342 million more 


than last July. 


And each summer CBS Television brings 
to its advertisers bigger audiences than 
the summer before and larger than any 


other network. 


CBS Television advertisers are better 
prepared for the big summer sales push 
than ever—in fact, this summer 14 per cent 
more of our winter advertisers will be on 


the air than a year ago. 


These are compelling facts for an advertiser 
who is debating when or where to launch 


his new advertising campaign. 


Clearly the time to start is now; the place... 


CBS TELEVISION 
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Taylor Erickson 


Cloutier Charney 
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Advertising Age, June 24, 1957 
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DOUBLE MISS— 
Lynn Holden, 
1957 “Miss Wis- 
consin” and win- 
ner of the Miss 
America most 
talented musician 
award, displays 
Armour & Co.’s 
Miss Wisconsin 
cheese. Miss Hol- 
den has joined 
Armour to aid in 
cheese merchan- 
dising, following 
the precedent of 
seven previous 
Miss Wisconsins. 


sieeces 


Miller 


Anderman 


ELECTED—Edwin Charney, Branham Co., has been 
elected president of the Detroit chapter of the 
American Assn. of Newspaper Representatives. 


Other officers elected are W. E. Anderman Jr., 
Hearst Advertising Service, 1st vp; E. S. Stagg (not 
shown), Kelly-Smith Co., 2nd vp; Stanley E. Clou- 


tier, Story, Brooks & Finley, secretary, and John 
Baker, Chicago Daily News, treasurer. Directors are 
C. F. “Rusty” Taylor, Hearst; Robert Erickson, Mo- 
loney, Regan & Schmitt (and outgoing president) ; 
Charles A. “Bud” Miller, Sawyer-Ferguson-Walker 
Co.; James Jones, Scripps-Howard Newspapers. 


OPENER—A view from the entrance shows a section of the Adver- 

tising Center, New York, as it opened for business. Displays in 

the permanent exhibit are grouped in categories to facilitate com- 
parative shopping by visitors. 


E QUE 
Kohler Reid Roth Shapshok Li 


INDUSTRIAL AD AWARD—Paul W. Kohler, Howard Swink Advertising 
Agency; Ralston B. Reid, General Electric Co., and chairman, Na- 
tional Industrial Advertisers Assn.; Alfred H. Roth, Towmotor 
Corp.; and Rene Shapshak, sculptor, are pictured at the presenta- 
tion ceremony of NIAA’s award to Towmotor Corp. for the out- 
standing industrial advertising program of the year. The original 


De Jernette 


COOPERATION—T eras 


2 a» 7 
iat : 
“» = 
"a we J 
—s Fe ih 
McHale 
Roth 
women package California 


Edwards 
le Beouf Jaggars Snyder 
Miss Rhoda Le Beouf, Mrs. Tom Jaggars, Mrs. Fal- 


Watts Parker 


Blackmon 


bronze statue by Mr. Shapshak was presented to Towmotor by 
Mr. Reid, and an honor certificate presented to the Swink agency, 
which handles the Towmotor account. 


Lowe 


Gilchrist 


Lewis Chelf lucas 


Detroit Free-Press; William Gilchrist, Columbus, O., 


“\SLANDERS”—At the Newspaper Advertising Executives Assn. meeting at Mackinac 
Island were John F. Lewis, St. Paul Dispatch & Pioneer Press; Fred N. Lowe, 
State Journal; Gordon Chelf, 
Philadelphia Inquirer; Clarence L. Lucas, Moline-Rock Island, Ill., Dispatch & Argus; 
Charles B. Lord, Indianapolis Star & News; George W. Lemons, Greensboro News 


dates for a “Make a date for Dallas in ’58” promo- 
tion in connection with the Advertising Federation 
of America meeting in Miami. They are Mrs. Ira 
De Jernette, Mrs. Clifton Blackmon, Mrs. Bob Roth, 


lon Snyder, Mrs. George Watts, Mrs. Tom McHale, 
Mrs. Jim Edwards and Mrs. Frank P. McGowan. 
Overseeing the “workers” is Frank Parker, incom- 
ing Dallas president. 


Lord Lemons Young Prasad Detweiler Gerstman Reimer Heindel 
& Record; Russell W. Young, Seattle Times; Vishwanath Prasad, AJ (Today), 


(Story on Page 2.) 


Banares, India; Charles W. Detweiler, Philadelphia Bulletin; Max J. Gerstman, De- 
troit News; Marvin W. Reimer, Los Angeles Mirror-News, and Louis E. Heindel, 
San Jose Mercury & News. The meeting was at the Grant Hotel on Mackinac Island. 
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In suburban North Jersey one newspaper reaches more than 64,000 Bergen 
and Passaic County homes every evening—and it is over 80 percent home- 


delivered. 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


Wm. J. Hay, Gen. Adv. Mgr. 
. Post Office Box 1019 


New York Office 
Passaic, N. J. 


18 East 41st Street 


James J. Todd, Mgr. 
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Grant's Law: Value of Mass Communication 
Grows in Geometric Ratio to Masses’ Growth 


Da.tas, June 18—Creating a de-| development of improved commu- 
sire for better things is the most)| nications and transportation. In 
active force in man’s progressive | the field of commerce, the premi- 
improvement toward higher living um placed on mass communication 
standards throughout the wor!ld.| has grown in geometric proportion 
And the force which creates this | to the increase in the number of 
desire is advertising. | the masses.” 

So said Will C. Grant, president; 50 years ago, most of the com- 
of Grant Advertising, last week in| munication which developed sales 
a keynote talk at the national con-| was done through personal selling, 
vention of Alpha Delta Sigma, na- Mr. Grant pointed out. But as the 
tional advertising fraternity. | opportunity to sell goods in volume 

The explosive growth of the/| developed through newspapers, ra- 
world’s population is a dramatic dio and other means of mass com- 
indication of the opportunities in| munication, business discovered 
the field of mass communications, |the great rewards that lay in de- 
Mr. Grant said. veloping the sales of great volumes 

“At the present rate of growth, of goods at lower cost per unit 
the population of the world will | through advertising, he said. 
reach 3.5 billions in 1980, and by 


the end of the century it is expect- 
ed to exceed 5.5 billions,” he said. 
“And the U.S. is not alone in ex- 
periencing this tremendous growth. 

“But with such growth has come 


Can’t sell 


can’t buy! 


Every smart salesman concentrates on 
customers with the dollars as well as the desires, 
es the wherewithal as well as the wish. In the big 
Be industry of agriculture, the big buyers with 
: money to spend are the top-incomed farmers 

... the 44% of all US farmers getting 
91% of the nation’s cash farm income. 


This choice group are big producers 
because they have the capital, technical 
knowledge, machinery and equipment, 
better lands—and take better care of 
their lands with commercial fertilizers. 

In this top group, SuCCEssFUL FARMING 
with selective circulation concentrates 
the majority of its 1,300,000 copies! 


s “Advertising as an industry de- 
veloped at a time when mass pro- 
duction needed a means of mass 
selling, and it began to be a vital 
link in the process of mass pro- 


the farmers who 


Your advertisements in SUCCESSFUL 
FARMING get better reception because 
for more than a half century SF has 
built its reputation on service . . . helped sales promotion and _ publicity; 
the best farmers earn more, and farm 
families to live better...and has a degree 
and kind of influence that no general 
medium can match with this audience. 

And ask any SF office to tell you more! 


MEREDITH PusiisHinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 


duction and mass consumption,” 
Mr. Grant said. It became obvious 
that production was limited only 
by the ability to sell in volume, he 
added. 

“History has shown, however, 
that an increase in population does 
not necessarily bring about an in- 
crease in the standard of living,” 
Mr. Grant asserted. “The most 
vivid illustrations of this fact are 
China or Europe during more than 
1,000 years of the Dark Ages. 

“The building of better things 
for better living is certainly one of 
the great rewards of advancing 
civilization. But the most active 
force in causing man to work and 
produce more wealth in order to 
have better things is the creation 
of the desire for better things.” + 


Thompson Medical Makes 
National Ad Debut 

Thompson Medical Co., New 
| York, ran its first national ad in 
the June 17 issue of Life—a three- 
inch insertion for Slim-Mint re- 
ducing gum. “You must lose 5-10- 
20 pounds or your money back,” 
said the copy. Co-op advertising 
with druggists is also planned. 
Benaul Associates, New York, is 
the agency. 

Thompson, which has marketed 
San-Cura ointment for many years, 
has introduced seven new prod- 


SuccessFuL FarminG farmers are big jucts since 1954. In addition to 
businessmen, operating substantial farms 
averaging 365.9 acres. They produce 
more than one-third of total US farm Caps; Throat Aid; Gastabs and 
output and almost two-thirds of the 
livestock. With average cash farm income 
around $10,000 for the past decade, 
they can afford the best, are the big 
customers for anything which betters 
their business or their homes. 


Slim-Mint, these are: Tranquil- 
| Aid, a non-prescription sedative- 
relaxant; Ben-Smoke gum; Sleep 


Combat Cold Tablets. Daniel Abra- 

jham, whose father bought the 
|company in 1948, is president “in 
charge of advertising.” 


Lily-Tulip Realigns Ad Dept. 

In line with a recent reorganiza- 
tion of the advertising, sales pro- j 
motion and publicity department ~ 
of Lily-Tulip Corp., several per- 
sonnel changes have been made. 
Amos Hoagland has been named 
jassistant director of advertising, 


Mary Loretta Rosenlund has been 
|named publicity manager; Marvin 
| Haas has been appointed advertis- 
jing manager. Walter Schreibweiss 
|has been named sales promotion 
| manager. 


Ames Joins R. R. Donnelley 

K. Lyman Ames, formerly sales 
manager and advertising coordina- 
tor of Sunday-Midwest, rotogra- 
vure magazine section of the Chi- 
cago Sun-Times, has joined R. R. 
Donnelley & Sons Co., Chicago, in 
a sales capacity. He is succeeded 
at the Sun-Times by Donald J. 
Hurwich, who was with the news- 
paper’s general advertising depart- 
ment (AA, June 10). 
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Continuing one of the great success stories in magazine publishing. 


The first 6 months of 1957 will be the... 


BIGGEST 6 MONTHS 
IN LOOK HISTORY 


Biggest in Advertising Pages 


Up 128 pages* from first 6 months of 1956—biggest gain in 


Look history. No other major magazine can match LOOK’s record of 
consistent year-to-year growth in advertising pages. 


Biggest in Advertising Revenue 


Up #4,400,000* from first 6 months of 1956—biggest gain in 
Look history. LooK ad revenue for first half of 1957 will more than 
double its revenue for first half of 1952—just 5 years ago. 


Biggest in Circulation 


Current LOoK circulation over 5,200,000*. This is LOOK’s 13th 
consecutive year of circulation gains—a record of growth and vitality 
that is unequalled by any other major magazine. 


*Publisher'’s estimate 


LATEST AVAILABLE P.1.B. FIGURES SHOW LOOK LEADING 
ALL MAJOR MAGAZINES IN AD PAGE AND REVENUE GAINS 


P.1.B. figures for first 5 months of 1957 show that Look has gained more 
ad pages and revenue over the same period of 1956 than any other major magazine. 


LO OK the exciting story of people 
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“NO OTHER NEWSPAPER CAN COVER THIS IMPORTANT 
NORTHWESTERN INDIANA MARKET YOU MUST 
USE THE LAFAYETTE JOURNAL and COURIER” 


To get our share of the $50,000,000 Food Budget of 
this rich Northwestern Indiana Market we always 
recommend the use of the Lafayette Journal and 
Courier. No other media can do the job for us. 


John E. Smith, President 


John E. Smith Co., Food Brokers 
Indianapolis, Indiana 


wont tanararre JOURNAL'"""COURIER 


INDIANA Member of Federated Publications 
REPRESENTED NATIONALLY BY 


Indiana's Best 
, SAW YER-FERGUSON-WALKER COMPANY 


Balanced Market 


Advertising Age, June 24, 1957 


Super Market Institute Unit Probes 
‘Productivity of Non-Food Business 


Mark-Down Retailing, 
Turnover, Display Are 
Among Grocers’ 


New York, June 18—One of the | 
marketing phenomena of the post- 
war period has been the growth of 
non-food items in supermarkets. 
There are supers in the South, 
Southwest and on the West Coast 
that resemble nothing so much as 
A&P by Korvette out of Sol Polk. 

But a number of supermarket 
men are beginning to have grave 


misgivings about the speed of non- | 


food expansion and to show con- 
cern over the trend. 

Last week in Chicago, the Super 
Market Institute set up an eight- 
man committee, headed by Robert 
B. Wegman, president of Wegman 
Food Markets, Rochester, to study 


Most spectacular increases in general adver- 
tising lineage, first quarter ’57 over first quarter 
56, were achieved by these two great Arizona 
newspapers, the morning Republic and the eve- 


ning Gazette. No other papers in Media Records 
first 50 list approached these terrific lineage 
gains: 131,000 for the Republic, 132,000 for the 


Gazette. 


LOOK AHEAD. Hitch your budget to a couple 
of guided missiles. You can’t go wrong investing 
in the papers that cover, penetrate and influence 
Arizona, fastest growing state in income, bank 
deposits, manufacturing output, mineral pro- 


duction and value of farm products. 


National Representatives—Kelly-Smith Co. 


Phoenix REPUBLIC 


A member of the Metro Sunday Magazine Network We 


lad Gazette 


“non-foods productivity.” 
Marketing men will watch for 
the committee’s findings with par- 


Problems ticular attention, because they may 


mark the beginning of the return 
os the food store to the food busi- 
| ness. 

Specifically, the committee in- 
tends to find out how supers stand 
on such items as: 


|e Non-food item costs: The super- 
| market operators know already 
that if they get stuck with a high- 
|fashion item that turns over no 
|oftener in a super than it did in 
a drug store, they cannot really 
afford to stock it. 


|e What kinds of non-food items 
belong in supers: They already 
know that they are encountering 
size, color and fashion problems, 
and that precious warehouse space 
is being occupied by items which 
turn over much more slowly than 
the blessed 27% times a year food 
items turn over. 


e Rate of turnover in unbranded 
items: For many years food oper- 
ators lived in the best of two pos- 
sible worlds. They were able to 
| bank on established brands, on one 
|hand, and peddle non-branded or 
|store-branded items on the other 
| —and make a handy profit with 
both. 

| The first of the non-food lines 
(usually drugs and cosmetics) rep- 
| resented no trouble; they were all 
branded, often were distributed by 
|rack jobbers and represented, in 
| any case, the full pressure demand 
created for national brands by ad- 
vertising. 

But as the non-food items grew 
to include hardware, toys and soft 
goods, many non-branded items 
turned up in the stores, and the 
operators would now like more in- 
formation about what kind of turn- 
over to expect and how to sell 
them properly, or whether to sell 
them at all. 


e Markdowns and unit control: 
The food business, by and large, 
is a single-price, complete sell- 
out business. It doesn’t understand 
mark-down retailing as practiced 
in other fields, and as it gets be- 
hind on various turkeys it tends 
to try to sit out the situation, with 
disastrous results. 

What’s more, although the food 
stores have been able to get guar- 
anteed sale deals from manufac- 
turers and distributors, these are 
harder to get with the passage of 
time. In the future they will be- 
come scarce. 

Therefore, the food store oper- 
ator has to learn about other re- 
tailing methods—if he’s going to 
stock the items. The solution might 
be for him to drop the items. 


e Fixtures and bookkeeping: The 
operators believe they don’t have 
enough information on how much 
space should go to non-food items. 
| and how to display non-food items 
| properly, and they would like bet- 
ter data on costs and on how to 
figure depreciation and warehous- 
ing space costs. “In our trade,” said 
an observer, “shelf space is just 
too important for us to toss it 
around as we have.” 


® Serving on the committee are 
Richard E. Carr, Jewel Tea Co., 
Melrose Park, Ill.; Robert Green- 
field, Penn Fruit Co., Philadelphia; 
Clifford T. Haskell, Alpha Beta 
Food Markets, La Habra, Cal.; 
George W. Jenkins, Publix Super 
Markets, Lakeland, Fla.; Martin 
Latter, Hinky-Dinky Food Stores, 
Omaha; Harry Loessberg, ACF- 
Wrigley Stores, Oklahoma City, 
and Jack Solomon, Stop & Shop, 
Boston. # 
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Fund for Republic Buys Print Space 
‘to Say Precisely’ What It Wants to Say 


Los ANGELEs, June 21—Seeking | Week, Editor & Publisher, For- 
a wider and better pinpointed|tune, The New Yorker and the 
distribution of the results of! Wall Street Journal. 
studies made by its grantees, the| 
Fund for the Republic, through| of space to announce the Robert 
its Popular Education Project, to-| Sherwood tv competition, this will 
day begins use of paid advertising| be the first use of advertising by 
in five publications: Business’ the fund. 


Except for the specific purchase 


opvs 
op! 
proba 


tice™ 


is a 

saying that 

applies, 

in a complimentary 
way, to the craftsmen 
in our shop. 

It means, 

The work 

proves the 
workman. 


(The American Traditions Series is sponwored by the Popater Educ at 


Perhaps George Welkoff's most serious crime though it was 
not the one for which he was 
different. His speech, for instance. Broken English, with 


convicted was just being 


one of those off-beat, Middle-European accents that some- 
times mark a man for ridicule. And the sadness that was 
about him always, as if he carried within him the miseries 
of eternity 

To the casual—or the ungencrous— observer, Welkoff's 
way of life must have appeared grubby. even s« 
family, no friends, completely lacking the drive 
we think of as the “American way” But then, George Wel 
koff was not an American. And his neg some of his 
neighbors at least — didn't like it 

There had been a family once. though the nerghbors didn't 


wdul, no 


and motuf 


hbors 


know it. A son, Zifko, killed by the Communists, a wile 
dead now, and a daughter, Zacharina, living still but lost to 
Wetkoff in the dark terror of tron-Curtain Bulgaria. There 


had been status, too, during the twenty years Welkoff served 
Bulgaria as an army officer 

How had he come to America’? Not quickly, nor easily 
tt had taken him seven years, working his way first through 
Austria, then Germany. He arrived in the United States in 
1950 and settled in Hellertown, Pennsylvania 


It comes about as the result of 


a decision made a year ago. At 


n Pryect ol The Fund for the Rep 


Man and Best Friend Breaking Law 


UNLUCKY PALS—This Fund for the Republic ad is set for the June 24 
issues of Wall Street Journal and Editor & Publisher. Also on the 
schedule: The New Yorker, Business Week and Fortune. 


that time 
specific program should be devel- 


Advertising Age, June 24, 1957 
ay or) oped for getting widest possible 
dissemination of reports made by 
its grantees. 

Some studies—for example the 
Cogley report on blacklisting—had 
received wide notice. 

It was felt, however, that many 
other reports had not reached all 
the specific groups they should 
| have. This led to the formation of 
stray Maybe there wasalook/ the Popular Education Project, 


of eternal misery about him, too. The man befriended him. 
took him home. He became Welkoff’s dog. And the neigh- | |with consultant James Real 
|in charge. 


Living was hard. There were no white-collar openings for 
» $4-year-old ex-officer of the Bulgarian Army, and a physi 
cal handicap precluded manual labor. Living was hard, but 
possible. Odd jobs here and there and the proceeds from the 
sale of vegetables grown in his garden. Survivors of the war 
in Europe know how to live meagerly 

And there was one friend 


Some people —the same ones, perhaps, who would have 
said Welkoff wasn't much of a man-—would have said it 


wasn't much of a dog. Just a 


hors — some of the nenghbors at least — didn't like it 

On the evening of July 31. 1956, George Welkoff was 
arrested by officers of the Hellertown Police Department. | 
The charge: Violation of a Pennsylvania statute prohibiting 
aliens from owning dogs. Welkoff's dog was taken to the 
pound. earmarked for destruction. Nobody had ever enforced 
the law, of course. It was one of those steeped-in-time fiats 
that are so silly they aren't worth the legislative bother of 
wiping them off the books. So George Welkoff was arrested 
and the neighbors—some of the neighbors at least — were 


® While this project might be 
considered a public relations effort 
for the results reported by fund 
grantees, it is in no sense de- 
signed as a public relations ac- 
tivity of the fund itself, which 
has its own public relations group. 
The Popular Education Proj- 
ject is an activity of the public 
information committee of the 
fund. Members of this committee 
are: Harry Ashmore, executive 
editor, Arkansas Gazette, chair- 
| man; George N. Shuster, president, 
Hunter College; Charles W. Cole, 
| president, Amherst College; Bruce 
historian and_ editor, 


very pleased 

There is no way of determining whether the Justice of 
Peace who heard the case thought the law was silly. But he 
found Welkoff guilty and he fined him. Fine and costs came 
to $35.80 and Welkoff didn't have it. So George Welkoff 
thes 60-year-old displaced person who had broken the laws 
of the Sovereign State 


of Pennsylvania, was sentenced to 
12 days in County Prison 

James McCombe, a Bethichem, Pa., newspaperman 
reported the story the day after Welkoff was jailed. Now the 
whole community knew the troubles of the old man and 
his dog. It made a good many people uncomfortable. But it 
made one man mad. He was Vincent Leun, a Bethichem 
Steel executive. Nothing about the story fitted into Leun's 
concept of American justice. He did something about it 

Vincent Leun paid Welkoff’s fine and had him released 
from prison (he had already served two days). He claimed | Catton, 


Welkoff's dog from the pound and took it into his home : : ; . 
until Welkoff could legally acquire it. He received a few American Heritage Magazine; and 
anonymous threatening letters, but they were far outnum- | Alicia Patterson, publisher of 
bered by signed letters from people who supported his action 

Mr. Leun did another thing. Letters he wrote to the mem Newsday. 


bers of the Pennsylvania Legislature resulted in repeal of 
the law which sent George Welkoff to jail 

Now, ¢ Welkofl is a man who is endowed with | 
inalienable prerogatives of freedom of speech, trial by jury, 
the habeas cc and the right to own dogs 


In the past year, studies have 
been made of various means of 
obtaining maximum distribution 
|of fund study reports, with em- 
phasis on reaching specific groups 
which should be interested in spe- 
cific studies. 

Consideration was given to both 
motion pictures and _ television. 
Motion pictures were rejected as 
being suitable for long term ob- 
jectives but not for immediate, 
timely results. Further, it was felt, 
avenues to the public should be 
more direct, predictable, and bet- 
ter controlled. 


scourge 
pus 


The story of how Vincent Leun helped right an injustice 
typifies the love of freedom and justice which lies at the 
heart provide 
reassurance that the common principles held by Jefferson 
Madison and Lincoln are still very much alive in twentieth 
cemtury America 

The American Traditions Project of the Fund for the 
Republic has compiled hundreds of true stores of contem 
porary Americans whose actions have advanced freedom 
and justice. Some of these stories have been published in 
an illustrated booklet, “The American Tradition im 1957 
Free copies are available Write to the American Traditions 
Project, Box 48462-AN, Los Angeles 48, California 


of America. Such everyday examples 


® Television was dismissed as too 
expensive. Here again it was be- 
lieved to be difficult to reach spe- 


it was decided some 
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MEDIA 
DIRECTOR 
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ial IT- LOOK WHAT YOu ores 
CAN GET IN PITTSBURGH ON SUNDAY 


ROTOGRAVURE 
ADVERTISING 


FOR LETTER PRESS 7) | 
RATES — f \ 


+1500 A 4 COLOR PAGE IN 


PICTORIAL LIVING MAGAZINE IN THE 
PITTSBURGH SUNDAY SUN-TELEGRAPH. 


——— 


LIVING HAS AN 
MORE \ 
CIRCULATION THAN 
ANY OTHER TF 
PITTSBURGH SUNDAY \\————— 
MAGAZINE IN2B0F THE 35 COUNTIES 
IN THE PITTSBURGH SUNDAY MARKET. 
6 OUT OF B IN THE PRIMARY MARKET. 


MY, WHAT A Buy! t “ 


———— 


| WITH PITTSBURGH'S OTHER SUNDAY 
MAGAZINE - PICTORIAL LIVING GIVES YOU 

| 05% COVERAGE OF PITTSBURGH'S CITY 

| RETAIL TRADING ZONE - PLUS A 265000 

CIRCULATION BONUS IN THE RICH WESTERN 
PENNSYLVANIA AREA. COST FOR A 4 COLOR 

PAGE IN BOTH - ONLY $3.050. 


PICTORIAL LIVING IS ESPECIALLY 
EDITED To GIVE PITTSBURGHERS MORE 
OF WHAT THEY WANT- LIVELY, ENTERTAINING 
AND INFORMATIVE FEATURES-HOMEY HINTS 
FOR GRACIOUS LIVING - AND LOCAL NEWS 
BY AND ABOUT PITTSBURGHERS. 
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DIRECTOR 
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C 
rd 


ae oe 


Ke LIKE MY BOSS SAYS - 
S {A \\ DON'T BUY SPACE, BUY 
\ READERSHIP ON THE 
CAPTIVATING COLORGRAVURE PAGES 
OF PICTORIAL LIVING MAGAZINE IN THE 
PITTSBURGH SUNDAY SUN-TELEGRAPH. ’ 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC 
OFFICES IN PRINCIPAL CITIES 
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st Growing 


fastest-growing paper—it now enjoys 
the highest circulation in its 126-year history! 


And during recent months Detroit’s only 
morning paper has made greater 
advertising gains (retail, general and total) 
than the two evening papers. 


This is growing evidence that, for modern 


marketing in America’s Motor Empire, the 
Free Press is the advertiser’s BASIC BUY! 


Detroit Free Press “4 


461,167 DAILY up 15,432 from a year ago / 507,128 SUNDAY up 7,007 


Representatives: National—Story Brooks & Binley _Retail—Kent Hanson, New York 
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“Research is an or- 
ganized method of 
trying to find out 
what we are going 
to do after we can't 
just keep on doing 
what we are doing 
now.” 


CHAS, F. KETTERING 


KNOW — 
Before You 
GO! 


*When Desired 


UNITED STATES INTERVIEWING CORPORATION 
Affiliated With BEN GAFFIN & ASSOCIATES — Marketing and Opinion Research 


141 West Jackson Boulevard 
IMinois 


Chicage 4, 


Interviewing 
and 


~ Evaluating * 


Always available anywhere—the USIC 
NETWORK—a nationwide system of In- 
terviewers. You save all the details in- 
volved in dealing with individual inter- 
viewers. 655 cities and towns in 48 states 
covered by experienced fact- gatherers. 

They are professionals, trained in asking 
the right questions (yours, if you wish) 
the right way. 

All USIC interviews are GUARAN- 
TEED! Supervised, edited and validated— 
honestly done, always reliable and usable. 


FREE! “500 Random Numbers”—a most 
helpful table for research people. Send 
for! No obligation! 


Boord of Trade Salting 
WeEbster 9-400 


| Also, says Mr. Real, 


cific groups through the medium. 
in reporting | 
|fund findings it isn’t possible to 
“tinker with the truth,” as might | 


be required to get the entertain- | 


ment values sought after in tele- 
vision. 

Obviously, the avenues of the 
printed word have not been over- 
looked. The fund has had some 
|Success in getting the results of 
| studies into print. However, many 
|studies are nearing completion, | 
and, Mr. Real says, there never | 
can be any assurance of reaching | 


desired groups through editorial | 


coverage. 

To get as much editorial mile- 
|age as possible, last year the con- 
cept of attaching reporter-re- 
‘searchers to projects while they | 
jare in progress was adopted. 
| These people, who are writers and 
photographers, can _ familiarize 
themselves with projects as they | 
develop. 

With this background it is pos- | 
|sible to view work done in terms | 


jof gaining widest possible accep- 


jtance and interest from editors. 

While these reporter-research- 
ers are made available to all 
grantees working on fund proj- 
ects, the grantees are free either 
to reject their services, or to veto 
or change -whatever reportorial 
work they may do. 


‘. The current report of the fund 
states it this way: “The reports 
‘of grantees are their own. The 
fund vouches for the integrity of 
‘the authors and the importance of 
their studies. It does not take 
responsibility for their selection of 
|facts or for the accuracy of their 
statements. All individuals 
‘commissions established by it are 
‘free to conduct their investiga- 


tions and make their reports in| 


accordance with their own best 
judgment without regard to the 
_ views of officers or directors of 
the fund.” 


| @ Despite the editorial coverage of 
fund studies and reports, there 
remains the desire to say precise- 


Every advertiser's mission is to get his story before a responsive market that 


has purchasing power. 


That’s the Keystone success story! 


How and where to reach such an audience? .. . 


Before you cover a market—it’s good to know what to expect in return. . . 
in the case of Hometown and Rural America, 90 million listeners are 

reached through KEYSTONE BROADCASTING SYSTEM, representing one of the 
nation’s largest sales potentials. 


Keystone makes it easy . . 


How best to cover 90 million listeners . . 


. so easy for advertisers to tap the rich consumer 
response of Hometown and Rural America. 


. with one medium? 


This mission has been accomplished, and continues to be by the more 

than 957 Keystone stations that are available in part or parcel to those who 
recognize the prime importance of Hometown and Rural America as a 

market. We'll be happy to show you how we can tailor a market to fit your 
particular needs. Write or phone—no obligation—and a definite pleasure for us! 


Send for our new station list 


CHICAGO 
111 W. Washington 


STate 2 


® TAKE YOUR CHOICE. A handful of stations or the network 


NEW YORK 
527 Madison Ave 
Eldorado 5-3720 


LOS ANGELES 
3142 Wilshire Bivd 
OUnkirk 3-2910 


up to you, your needs. 


@ MORE FOR YOUR DOLLAR. No premium cost for individualized programming Network 
coverage for less than some “spot” costs. 


© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you 


SAN FRANCISCO 
57 Post St 
SUtter 1-7440 


a minute of a full hour —it's 


.|cause the copy attests to 
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ly what the fund wants to say and 
in the manner it wants to say it. 

Hence the paid advertising 
breaking today. The _ insertions, 
first of a series, are called “an- 
nouncements” rather than ads, 
| because it is felt the word “ads” 
|has several unfortunate connota- 
tions. 

Mr. Real says they are not sell- 
ing in the usual sense of the word. 
| They are announcing the comple- 
tion of studies and the availabil- 
ity of reports, and, in the case of 
the first of the series giving wider 
currency to news events that are 
essentially editorial in form. Be- 
“the 
living pattern of the maintenance 
of the Bill of Rights” the fund 
felt it deserved broader coverage. 

Reporter-researchers will con- 
tinue to provide material for edi- 
torial publicity, but the fierce 
competition for editorial space is 
recognized. If the fund is to say 
what it has to say, in the manner 
it wishes to say it, only purchased 
space can insure that the desired 
copy runs. 


@ Mr. Real says the announce- 
ments actually represent the use 
of advertising space for an edi- 
| torial purpose. Too, the purchase 
|of space makes it possible to 
reach a chosen audience. 

The first “announcements” will 
'be for the American Traditions 
Project. They will tell true stor- 
ies of living Americans who “have 
helped make the Bill of Rights a 
living document.” The block of 
copy which ends the first an- 
nouncement states: 

“The American Traditions Proj- 
ect of the Fund for the Republic 
has compiled hundreds of true 
stories of contemporary Ameri- 
cans whose actions have advanced 
freedom and justice. Some of 
these stories have been published 
in an illustrated booklet, ‘The 
American Tradition in 1957.’ Free 
copies are available. Write to the 
American Traditions Project, Box 
48462-AN, Los Angeles 48, Cal.” 

Another type of “announce- 
ment” will be more specific in its 
approach, with the objective of 
reaching the people who can best 
use the results of a specific study. 
For example, the upcoming re- 
ports of the Commission on Race 
& Housing. Announcements for 
| these reports will summarize the 
| problems, and briefly indicate the 
nature of the commission’s find- 
ings. 


s Since it is believed the reports 
will be of value to such people as 
bankers, real estate men, finan- 
ciers, urban planners, and local 
governments, other media may be 
added to the present list. 

Admittedly a test, the Popular 
Education Project’s advertising 
will be closely checked for effec- 
tiveness. The length and extent 
of the campaign will be in pro- 
portion to the results obtained. 

Carson Roberts, Los Angeles, is 
the agency. # 


Rempel Appoints Malone, 
Agency Adds Beatty 

Rempel Mfg. Inc., Akron, has 
named Norman Malone Associates, 
Akron, to handle its advertising 
and public relations. The company 
makes rubber toys. 

The agency has appointed Rich- 
ard B. Beatty to its copy staff. Mr. 
Beatty was previously with Penn 
& Hamaker, Cleveland. 


Motorola Makes Screen Ads 

Motorola Inc., Chicago, is mak- 
ing movie screen ads available to 
its dealers for use in theaters. The 
full color spots are 40 seconds in 
length and cover the company’s 
full line of products. The dealer’s 
name and address can be tied into 
the spots in full color with anima- 
tion and voice to run one-third of 
the spot. 
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“Advertising Age 


keeps us alert” 


says JOHN W. HUBBELL 
Vice President 


Simmons Company 


“In this fast moving marketing era, we need publications 


like Advertising Age to keep us abreast of the 


JOHN W. HUBBELL 


After graduating from Dartmouth College with a B.A. developments in advertising and marketing. 
degree in 1921, Mr. Hubbell joined the Colgate Com- 
pany to do display and advertising work. Four years 
later, he took on sales work for the Butterick Publish- 


ing Company and after two years, became a sales rep- “Ad Age does an excellent job of covering all the 
resentative for Curtis Publishing Company. 


In 1929, he was appointed promotional sales manager . a“ 
for Simmons. Moving up the ladder, he pertecey on major news thoroughly and factually. 
promotional sales and advertising manager, and then 

to director and vice president in charge of merchan- 

dising and advertising. 


During the war, Mr. Hubbell received a dollar-a-year 
appointment with the War Production Board and 
then became a Major in the Army where he served 
as liaison officer with the Motion Picture Industry and 
chief of the Army Overseas Motion Picture Service. 
In 1946, he was released with the rank of Lieutenant 
Colonel. 


Among the many titles testifying to achievements in 
his career are: vice president and director, Sales Ex- 
ecutives Club of New York; director, National Sales 
Executives Club; trustee, American Fair Trade Coun- 
cil; Honorary life director and former chairman of 
the Board of Brand Names Foundation, Inc. 
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We “looked right through” the teen-agers in the 
South Bend-Mishawaka market—with a 1013-inter- 
view survey. The picture revealed: that the 8600 teen- 
agers in South Bend and Mishawaka high schools 
have an annual purchasing power of $2,339,818.00; 
A A3% youth readership of the South Bend Tribune; 
and that teen-agers here make most of their own buy- 
_— ing decisions. Write us for free copy of survey. 


South Mend 


Cibine ee 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


N.Y. Fails to Enforce 


| Insurance Ad Laws, 
FTC Examiner Says 


(Continued from Page 2) 
apparently nothing has been done 
to date, and the Federal Trade 
Commission has been obliged to 
step into this void and regulate 
the company’s advertising,” he 
said. 


® Mr. Laughlin’s earlier decisions 
in insurance advertising cases fre- 


| quently have been critical of FTC 


intervention. Last week he rec- 
ommended dismissal of a case 
against Liberty Mutual Insurance 
Co., Boston, in a caustic decision 
which expressed doubt that busi- 


ness men need guidance or guard- | 


ianship in reading insurance con- 
tracts used by the company for 
business and professional people. 

Many of the 42 insurance com- 
panies involved in the commis- 


An interesting or unusual die-cut can greatly 
increase the effectiveness of a mailing piece. 
But it can also greatly increase the final cost! 


him before you start any job. You'll save 
money and get your job out faster, too! 


R. P. JEFFREY, formerly an account 

executive and research director of 

Byrde, Richard & Pound Advertis- 

ing Agency, New York, has been 

appointed advertising manager of 
Farm & Ranch. 


sion’s crusade against misleading 
health and accident policy promo- 
tions have contended that FTC 
lacks jurisdiction if the company 
operates under the supervision of 
state insurance commissions. 

In today’s ruling, Mr. Laughlin 
commented: “If there is any basis 


Your printer, lithographer or silk screen repre- 
sentative can help you make the right decision 
on problems like this. He knows costs. He also 
knows short-cuts. And his wide experience 
can help you avoid costly pitfalls. Talk with 


Sales Offices: Mead Papers. Inc, 
118 West First Street, Dayton 2. 
Ohio - New York - Chicago 
Boston + Philadelphia - Atlanta 


You'll like working closely with your printer, 
lithographer or silk screener. We know be- 
cause we've done it for years in bringing 
printers the quality papers they need to serve 
you best—the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 


for any jurisdiction by the FTC, 
| it must be in a case like this.” 


|@ Until this complaint was issued, 
|he observed, New York had made 
/no effort to prevent the use of 
|false advertising by the insurers 
it licenses. The state acted only 
jafter complaints were received by 
| policyholders, he reported—in ef- 
fect, “locking the barn after the 
horse was stolen.” 

| “If the state of New York with 
| its vast resources and its immense 
|insurance department cannot and 
|does not regulate the unfair and 
|deceptive acts or practices of in- 
/surers who owe their very corpo- 
rate life to it,” the examiner said, 
“it can scarcely be expected that 
the lesser states in the constella- 
tion of the Union can accomplish 
|}anything by similar acts and pow- 
ers. The proof of the pudding is 
|in the eating thereof. New York 
|has let its own corporate child 
| freely advertise throughout the 
'Union in ways which are fully 
capable of deceiving the public.” 


| 

|@ His decision, still subject to re- 
|view by the commission, says the 
|company’s ads were deceptive as 
to the duration of the policies, the 
| extent of coverage and the amount 
|to be paid. + 


Petry Adds Boston Office 

| Edward Petry & Co., radio-tv 
representative, has opened an of- 
fice in Boston. This is the com- 
pany’s eighth branch office. Bill 
Walsh, formerly of the sales staff 
of WEEI, Boston, will head the tv 
department and act as office man- 
ager. Francis Howard, formerly on 
the sales staff of WBZ-TV, Boston, 
will be in charge of Petry radio 
sales for the New England area. 


Victory Optical to Johnstone 

Victory Optical Mfg. Co., New- 
ark, maker of eyeglass frames, has 
appointed Johnstone Inc., New 
York, to handle its advertising. 
Williams & London, Newark, is the 
| previous agency. 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 
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Civil Action Seen 
in K.C. Star’ Case 
after Court Edict 


(Continued from Page 3) 
four years ago, when the Supreme 
Court dismissed anti-trust charges 
which had been pressed against 
the New Orleans Times-Picayune. 
While the Times-Picayune had 
been convicted in the lower courts, 


the Supreme Court ruled that com- | 


bination rates by themselves could 
not be regarded as illegal. It said 
the government failed to show 
they were used by the Times-Pic- 
ayune with intent to dominate the 
market. 


Linage Duplications Make 
Graph Totals Inaccurate 

Totals given in the bar graph 
showing 1952-56 national advertis- 
ing expenditures in eight media, 
which appeared in the June 3 is- 
sue of AA, were incorrect. Ex- 
penditures in newspaper sections 
were erroneously shown twice, 
once under newspapers and sec- 
tions and again separately. The 
farm publications figures included 
in the totals for magazines also 
were shown as part of the farm 
publications totals. 

The correct year-by-year totals 
for all eight media (shown in mil- 
lions of dollars) are: 1952— 
$1,867.1; 1953—$2,073.1; 1954— 


$2,147.0; 
$2,613.4. 


1955—$2,414.3; 1956— 


Martin Joins Auerbach 

Harry Martin, formerly on the 
editorial staff of Retailing Daily, | 
now called Home Furnishings 
Daily, has been named to head the 
new business department at Alfred 
Auerbach Associates, New York. | 


Prudential Boosts Becker 

Daniel F. Becker, formerly man- 
ager of public relations and ad- 
vertising in the Chicago office of 
Prudential Insurance Co., has been 
appointed director of public rela- 
tions of the company’s Boston of- 
fice. 
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“| SELL SLING CHAINS 
to the 
Metalworking Market’’ 


says 
P. J. Baltes 
} COLUMBUS McKINNON CHAIN 
“And in selling Herc-Alloy chain and 
sling components, the Purchasing Agent 
is a key sales call.” 


“In the big metalworking industries, I consider the 
Purchasing Agent one of the main buying influences.” 


“That's why I'm glad Columbus McKinnon advertises in 
PURCHASING NEWS.” 


| 
| 


The use of combination rates) 


was one of several practices cited 


by the government in indictments 
charging that the Kansas City Star 


and two of its officers—Roy Rob-| 
erts, chairman, and Emil A. Sees, 
treasurer—attempted to monopo- 
lize dissemination of news and ad- 
vertising in Kansas City. Other 


practices mentioned in the indict- | 
ment included (1) discrimination | 
and threats against advertisers who | 
used competing media and (2) | 
preferred rates to advertisers who 
used the Star’s radio and ty sta-; 
tions. 


s After trial of the criminal case 
in 1955, the Star was fined $5,000 
and Mr. Sees was fined $2,500. 
The case against Mr. Roberts was} 
dismissed. The convictions were) 
subsequently affirmed by the 
eighth circuit court of appeals. 

The Star’s petition for review | 
raised two major issues. One was | 
the yardstick that courts should 
use in determining whether a 
newspaper “dominates” a market. 
The second issue dealt with the 
right of newspapers to use the 
combination rate. 

In regard to the market, the Star 
contended the court could not fully | 
understand the competitive situa- | 
tion in Kansas City unless it con- | 


sidered all of the local and national | 


media entering the area. 


It mentioned other dailies, week- 
national 


lies, shopping papers, 
magazines, outdoor advertising 


plus eight radio stations and two 
tv stations. But the court concen- 
trated on the Star’s domination of 
the daily newspaper field, finding 
that the Star accounted for about 
90% of the circulation in the Kan- 


sas City market. 


s Turning to 


ble business reasons.” 


It argued: “Sellers have rights 
as well as buyers. The Star has 
the right to operate in the most 
economical and efficient manner, 
despite the idiosyncrasies of a few 


individual advertisers.” 


The Star had claimed its right 
to use combination rates is even 
the Times-Pica- 
yune’s, since it regards the morn- 
ing and evening papers as separate 
runs of the same newspaper, with 
identical format and name, where 
the Times-Picayune case involved 
newspapers with different names 


stronger than 


in the morning and evening. 


® Rejecting the effort to use the 
Times-Picayune case as a defense, 
the court took the position that 
use of combination rates could be 
regarded as per se violations if it 
was found that the Star was at- 
tempting to establish a monopoly, 
or was dominating the market. # 


- 


a 


CALIFORNIA (AND WESTERN NEVADA) 


combination rates 
which it used for advertising and | 
subscriptions, the Star said single | 
rates covering morning and eve-| 
ning editions are a “normal and 
usual practice’’ which newspapers 
have adopted “for good and sensi- 


land market which 


census) 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combin- 
ation of competitive stations ... at by 
far the lowest cost per thousand. 
(Nielsen & SR&D) 

They serve this amazingly rich in- 


top 9 counties in farm income in the 
entire United States — and has an 
effective buying income of almost $4.3 
billion dollars. (Sales Management’s 
1956 Copyrighted Survey & U.S. Dept. 
of Agriculture’s 1954 agricultural 


contains 5 of the 


Sacramento, California 
Paul H. Raymer Co., 
National Representative 
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Classification Per Cent of Sales Spent for Advertising Classification Per Cent of Sales Spent for Advertising 
1948 1949 1950 1951 1952 1953 1954 1947 1948 1949 1950 1951 1952 1953 1954 
ALL INDUSTRIAL GROUPS ..... 0.999 0.931 0.916 = 0.986 — 1.025 V.0P1 | TOTAL: TRADE ..nacssssssvssssesnsnsssseeensen 0.816 0.862 0.985 0.886 0.895 0.943 1.009 1.020 
TOA: AONE, Foray. =. . 0.530 0.579 0.590 0.589 0.603 | rora1. WHOLESALE TRADE ......... 0.386 0.408 0.481 0.434 0.434 0.471 0.537 0.525 
Farms, Agricultural Services ........ 0.548 0.508 0595 0575 0597 0553 0.604 0.623 rae 0.568 0.601 0.540 
Ga eam 0.041 0.176 0.182 0.193 0.082 0.235 0.008 ——+ | Commission Merchants C477 «6OS12 0.500 O42 0521 O. a od 
SE ty AES ae 0.167 0.157 0.133 0.173 0.139 0.174 0.344 0.125 | Other Wholesalers .......c--orrwnven ' , 
TOTAL: MINING, QUARRYING ........ 0.077 0.076 0.115 0.092 0.105 0.138 0.146 0.160 | TOTAL: RETAIL TRADE 0.0... 1.332 1.398 1.583 1.405 1.449 1.467 1.489 1.524 
Wiratial DRAIN ccsnnansnanncssnsortecrreeren 0.027 0.020 0.019 0.012 0.015 0.011 0.041 0.030 | Food Stores .....cscceseccsssss0 0.472 0.472 0.535 0.547 0.546 0.542 0.611 0.676 
Anthracite WAning .ccccccccccsssssssssen 0.151 0.188 0.244 0.187 0.221 0.437 0.487 0.462 | General Merchandise 2.176 2.238 2443 2.269 2.411 2.472 2.530 2.661 
Bituminous Coal & lignite Mining 0.042 0.042 0.077 0.069 0.075 0.122 0.106 0.118 | Apparel & Accessories 2.348 2.532 2.744 2654 2.655 2.629 2.670 2.596 
Crude Petroleum & Natural Gas Furniture, House Furnishings ........ 2.473. 2.971 3.259 2951 3.214 3.405 3.386 3.369 
Er 0.072 0.067 0.112 0.080 0.106 0.115 0.127 0.156 | Automotive Dealers and 
Nonmetallic Mining & Quarrying ......0.234 0.233 0.270 0.264 0.259 0.310 0.298 0.303 Filling SPOOR aaseccncccccscessnseosee — 0906 1.047 0.947 1.007 1.018 1.085 1.116 
. Drug Stores 1.217 1.324 1.358 1.329 1.316 1.349 1.217 2.960 
CTITIIIETIOIG cacctsccscccessescessesoctsese 0.220 0.225 0.262 0.245 0.221 0.230 0.242 0.228 Eating, Drinking Places ..............+ 0.631 0.669 0.763 0.789 0.791 0.774 0.784 0.840 
Building Mot'l., Hardware ........... — 0564 1.513 0.608 0.646 0.719 0771 0.773 
TOTAL: MANUFACTURING 0.970 0.985 1.128 1.067 1.026 1.116 1.145 1,267 | Other Retail Trade ........ssssccsssssseee — ih tb am) ae: te, ee. oe 
j a 2.571 2.756 3.016 3.282 3.365 3.365 3.639 4.290 
4 Food & Kindred Products 1.108 1.170 1.348 1.452 1.394 1.558 1.679 1.799 | TRADE NOT ALLOCABILE ................. eins eee “Gale. spl eee elles, in 
a Tobacco Manufactures 2.426 2.542 2855 3.094 3.237 3.161 3.533 4.037 
Textile Mill a “a eeecccccccocces <a 0 485 0.596 0.500 0.509 0.584 0.597 0.709 TOTAL: FINANCE, INSURANCE, REAL 
Agpant & Sretade ade ESTATE, LESSORS OF REAL 
sandr orsatar Puenereercauaameneats oraz OK OS «C7 OE 68H OM 66.989 I occas 0.606 0.628 0.651 0.641 0.683 0.796 0.804 0.786 
Lumber, Weed Products Total Finance .........c+ss00+- 1.120 1.102 1.075 1.062 1.12? 1.332 1.326 1.273 
(Except Furniture) poe ee — 0.225 0307 0247 0.282 0.345 0.353 0.401 Banks, Trust Companies 1.036 1.096 1.124 1.152 1.216 1.268 1.265 1.220 
Ferattore & Maturcs —— 0.905 1.101 0.914 0.989 1.129 1.230 1.322 | creas Agencies, Other than Banks —— 2.177 1.922 1.600 1.567 1.971 1.853 1.895 
rt ° ree ete eee C223 CI CT CAT OS ONS OE OE) iting lovee. Companies ...... — 0.115 0302 0.059 0.097 0.131 0.102 0.069 
rinting, Publishing ity, C od Exch. 
ered gy ~eine esreamemmaaea 0.538 0.564 0.622 0639 0597 0643 0.584 0.581 “ae em nag Tas 1.624 1.494 1.503 1.331 1.956 1.695 1.590 0.924 
Chemicals, Allied Products wn... 2.628 2.803 3.130 2.800 2634 2.907 2.965 3.187 | y.101 ingurance Carries & Agents. 0210 0217 0218 0228 0237 0213 0245 0.210 
Petréloum, Coal Products one 6G wane pe npn C445 OBE | insurance CONTOre cxscssccsesesnscoeseee 0.154 0.154 0.142 0.154 0.150 0.134 0.159 0.129 
ree pps t= ean pepe bea pened pee in a by insurance Agents, Brokers ........... 0.875 1.107 1.355 1.337. 1.503 1.374 1.410 ‘1.230 
eather TOUS 3 cccccccccccccccccccoscce le le . le . - e o R " Est te, E : L of Rea 
Stone, Clay & Glass Products ........ 0.657 0.631 0.751 0.624 0.672 0.784 0.868 0.783 ‘hate Giher Gan 8 Aap oes Ge ene ene ele ens Gan Gan 
Primary Metal Industries ................ — 0.213 0.257 0.205 0.188 0.263 0.276 0.346 Lessors of Real Property (Except 
Feb, Metal Prods. (Except Ordnance, Pe las el At 0.033 0.031 0.015 0.028 0.036 0.031 0.034 0.032 
Si: CHIR sana iicinsinpsnsion — 0.828 0.962 0.864 0.465 1.008 0.996 1.096 
Machinery (Except Transp. Eqpt. 
Yt eee 0.918 0.965 1.078 1.035 0.896 0.921 1.033 1.101 a onan ae hen ps aaa red cy — — ere 
Electrical Mach. & Eqpt. oc... 1.250 1.330 1.533 1.578 1.555 1.487 1.603—-1.725 | __ Hotels, Other Lodgings .... ; : 
Transportation Eqpt. (Except Motor Personal Services .........ccccccceees 1.287 1.438 1600 1.599 +1519 1.565 1.596 1.639 
I i eel 0.376 0.328 0.323 0.278 0.245 0.186 0.187 0.232 | Business Services ....ccccwereeeeeenee 0.554 0.527 0.665 0.679 0.793 1.041 1.047 1.141 
é Auto Repair Service & Garages... 0.648 0.800 0.972 0.875 0.943 0.964 0.889 0.927 
Motor Vehicles & Eqpt. (Except una: ads Gatien 6 
NS 0.543 0.563 0.613 0.474 0.470 0.504 0.519 0.620 
eiee s ACCOSSOFIOS conceccccecssece ae 0.947 1.361 0.998 0.975 0.587 0.557 0.772 I I iii ciininhismsicinctionnate 0.678 0.660 0.803 0.947 0.889 1.049 1.053 1.174 
Siete tebenaiia, Shommpacliie Motion Petwres .cccccccsssssssssssssssseesee 3.028 2.986 3.358 2.848 3.485 3527 3.361 3.384 
Eqpt., Watches & Clock Ca es a 2.412 2.741 2.303 2.034 1 977 2.003 2.045 Amecomonts (Except Movies) eovcccce 1.895 1.969 2.279 2.331 2.583 2.520 an a 
Other Manufacturing .............005 —S=— — — — ——= $566 1.980 Other Services, Incl. Schools ........ — —_— —— — __ . : 
TOTAL: PUBLIC UTILITIES ................ 0.283 40.296 «0.333 «40.306 «40.331 0.347 0.338 0.356 | TOTAL: NATURE OF BUSINESS 
een a... 0.249 0.267 0.336 0.299 0.327 0.351 0.358 0.397 | NOT ALLOCABLE .......cccssssssssssssoon —_— —_ a aa ane ame 6008. “tems 
COMMONER cnnrccrescsssersernsccssessees 0.593 0573 0.489 0.492 0.521 0.530 0.454 0.440 | { Percentage too small to measure. 
Electric & Ges Utilities ..........0..... —— 0.228 0.243 0.216 0.236 0.231 0.226 0.221 S 
Other Public Utilities 00.0... ase eee eee eeeOC—CCé=0#nd ~~ O0.139 | Copyright 1957 by Advertising Age. Tabulation based on Bureau of Internal Revenue data. 


Advertising Takes Rising Per Cent 
of Sales Dollar, U.S. Figures Show 


}Korea_ resulted 
0.916% 


Advertising Age Study mo Gecune % 
from 0.931 the previous 
of Tax Data Shows year. 
Definite 8-Year Trend In the eight-year period 1947- 
|1954, the Treasury figures have 
shown an increase of 27.3% in the 
percentage of sales devoted to ad- percentage of sales which the “av- 
vertising is continuing to rise, as | ®T@8e” U. S. corporation devotes 
the American economy moves in- | © advertising. 
to higher levels. With production | 
practically no problem, and with|® Each year the Internal Reve- 
the level of the economy deter-|nue Service issues a series of re- 
mined almost entirely by the abil-| ports covering corporation tax 
ity to increase consumption, ad-|returns. In effect, this is a “con- 
vertising is assuming a larger and/|solidated” income tax return for 
larger role in the total economy.|all U. S. corporations—a compos- 
This is evident from a study of|ite of the sales, expense and earn- 
corporation income tax returns for|ings figures taken from corporate 
the past six years, made by Ap-|tax returns filed with the Inter- 
VERTISING AGE, and based on stat-|nal Revenue Service. The last 
istics issued by the Internal Rev-/|such report, just released, covers 


WASHINGTON, June 18—The 


Eight-Year Record of Percentage of Sales Spent on Advertising, Based on Tax Returns 
Covers Returns for All Active U. S. Corporations (722,805 in 1954) 


enue Service of the U. S. Treasury | corporation 


income 


tax 


returns 


Department. 

| 
s Almost 1.1% of total sales and! 
receipts for all U. S. corporations 
was invested in advertising in 
1954—the highest figure yet 
shown. The previous year the fig- 
ure was slightly over 1%, and in| 


for 1954. 
This report 


of 722,805 


covered the returns 
active corporations, 


with total receipts of almost $555 


billion, and 


Corporate 


net profits of $36.7 


| billion before taxes, and $19.9 bil- 
| lion after taxes. 


income tax returns 


1947 it was only 86/100th of 1%.jinclude a specific cost-of-doing- 
The percentage of sales devoted| business item labeled “advertis- 
to advertising has risen each year | ing,” and the analysis ApveRTISING 
during the eight years in which|Ace has made has consisted of 
AA has made the study, with the|comparing the figure shown for 
single exception of 1951, when ajadvertising with the figure for 


receipts, in order to determine the 
percentage of sales invested in 
advertising. ADVERTISING AcE first 
made such a study of corporate 
income tax returns in 1952, and 
has done so each year since. 


® Details of the findings, broken 
down by classes of business, are 
presented in the accompanying 
table on this page. The percentage 
of sales devoted to advertising 
for any particular group of cor- 
porations on the accompanying 
table is lower than the advertis- 
ing industry is accustomed to see- 
ing, but this is because so vast a 
number of corporations are re- 
ported on. 

Only a relatively small handful 
of the 722,805 corporations in- 
cluded in the tabulation use ad- 
vertising as an important instru- 
ment of sales policy, and many 
segments of industry which are 
important in terms of sales use 
advertising only to a minuscule 
extent. For example, the mining 
and quarrying industries devote 
less than one-sixth of 1% of their 
receipts to advertising, and the 
huge construction industry de- 
votes less than one-quarter of 1% 
of its receipts to advertising. 


s Even in these “non-advertising” 
areas, however, the trend toward 
greater reliance upon advertising, 
and the implications of greater 


need for advertising, are evident 
in the figures. In agriculture and 
forestry, in mining and quarrying, 
in public utilities, in total trade, 


the highest shown. 


counter to the trend, with a flat 
curve which reached its highest 


from its low point in 1954. 


eral merchandise, 


and building material and hard- 
ware stores all set new high 
marks for advertising, in relation 
to sales, in 1954. 


Taylor Named PR Manager 

Francis M. Taylor has been 
named public relations manager of 
Continental Can Co., New York. He 
formerly was pr director of Robert 
Gair Co., which merged with Con- 
tinental last October. His respon- 
sibilities will cover all aspects of 
Continental’s pr except the product 
publicity and community relations 
programs, which will continue to 
be handled by Delbert A. Johnson, 
manager of advertising and sales 
promotion, and Paul West, assist- 
ant manager of community rela- 
tions. 


Portland Adclub Elects 

Ormand A. Binford, Metropoli- 
tan Printing Co., has been elected 
president of the Oregon Advertis- 
ing Club of Portland. Other offi- 
cers elected are D. Donald Lonie 
Jr., Lonie & Associates, 1st vp; 
John Slocum, KGW-TV, 2nd vp, 
and Robert Woodruff, Oregonian, 


in services, the 1954 figures are 


spurt in sales due primarily to|gross sales and other applicable 


treasurer. 


The construction industry runs | 


point in 1949 and was not far) ' 
| Freede, Clifton, to handle adver- 
In retailing, food stores, gen-| tising and promotion for the guber- 
automotive | Natorial campaign this fall of Mal- 
dealers and filling stations, drug) 
stores, eating and drinking places |Magazine. Mr. Forbes is now a state 


Advertising Age, June 24, 1957 


Forbes’ Governor Push 
to Ried] & Freede 

The New Jersey state Republi- 
can committee has named Riedl & 


colm Forbes, publisher of Forbes 


senator. 


Pimm’‘s Cup Promotion Starts 

A stepped-up advertising and 
promotion campaign for Pimm’s 
Cup, a prepared gin beverage, 
will be used through the summer 
by Julius Wile Sons & Co., New 
York, importer. Major medium to 
be used is The New Yorker. Ex- 
tensive point of sale promotion 
will be used. Anderson & Cairns 
is the agency. 


Rutledge & Lilienfeld Adds 1 

Robert E. White has joined the 
executive staff of Rutledge & Lili- 
enfeld as vp. Mr. White was for- 
merly senior vp and a director of 
Henri, Hurst & McDonald, Chi- 
cago. He will coordinate the oper- 
ations of Rutledge & Lilienfeld’s 
three offices in St. Louis, Chicago 
and Kansas City, and be in charge 
of client service. 


Johnson to ‘This Week’ 

James R. Johnson, formerly an 
account executive of Batten, Bar- 
ton, Durstine & Osborn, New York, 
has joined the New York advertis- 
ing sales staff of This Week Mag- 


azine. 
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Wailes Moore Donaldson 
AFA IN FLORIDA—Lee B. Wailes, exec vp, Storer Broadcasting Co., 


Moore, president, Outdoor Advertising Inc.; Ben. R. Donaldson, institutional adver- 
tising director, Ford Motor Co., Detroit, AFA chairman, and Robert M. Ganger, 


chairman, D’Arcy Advertising Co., New York, cheer a speaker at 


Ganger 


Deems 
Miami; Warner 


the Advertising 


McDonald Wolfson Dey 


Federation of America convention in Miami Beach. The center photo shows Richard 
E. Deems, exec vp, Hearst Magazines, New York, as he speaks to the group. Listeners 
at the right are Malcolm B. McDonald, vp, Florida Power & Light Co.; Mitchell Wolf- 
son, co-owner of WTVJ, Miami, and John A. Dey, Grant Advertising, Miami. 


| which it will continue. 
American News, onetime distrib- 
uting giant in the magazine and 


Sell Independents | pocketbook field, has gradually 
| had its bulk whittled down, start- 


Its Branch Facilities ing in the summer of 1955, when it 


New York, June 18—American ost Look and the Time Inc. publi- 
News Co. is offering to sell all but | cations. In the past few months it 
43 of its 300 branch offices to in-| has lost distribution of The New 
dependent magazine wholesalers, | Yorker, Newsweek, U.S. News &| 
according to the Council of Inde-| World Report and the Dell publi- | 
pendent Distributors, trade associ- | cations. # 
ation for 550 wholesalers in the} 
U.S. and Canada. Detroit Adcratters Elect 

News of the offer was reported Worth Kramer, exec vp of WJR, 
in a letter from the council to its | Detroit, has been elected president 
members. of the Adcraft Club of Detroit. | 

American News, according to the | Other officers elected are John E. 
letter, will sell its plants and|Nielan, Hearst Advertising Service, 
equipment at book value. Included|jist yp; Edward F. Sullivan, ac- 
are all physical assets such as of-| count executive, McCann-Erickson, | 
fice and warehouse equipment, | 2nd vp; Wendell D. Moore, director | 
shelving, trucks and buildings. of advertising and merchandising, | 
Dodge division, Chrysler Corp., 
secretary, and Robert G. McKown, 


American News to 


# 43 branches are being kept by 
American News for distribution of 


hard-bound books and stationery, | Brother & Co., reelected treasurer. | 


Vaseline Gets Spot Push 
Chesebrough-Pond’s will kick off 
a spot radio campaign for Vaseline 
hair tonic about July 1 in 125 mar- 
kets as a regional supplement to 
its network tv schedules. The cam- 
paign will run 26 weeks and use 
about five to ten announcements a 
week. Regions to be hit include 
east central, southern and Pacific 
areas of the country. McCann- 
Erickson, New York, is the agency. 


Kadish Joins Gore-Serwer 
Albert W. Kadish, formerly field 
manager of the merchandising de- 
partment at Doherty, Clifford, 
Steers & Shenfield, has joined 
Gore-Serwer Inc., New York, as 
marketing research associate. 


Frank Advances Sittig 
William A. Sittig, vp and direc- 
tor of marketing, also has been ap- 


assistant to the president, D. P. pointed general manager of Clinton] 


E. Frank Inc., Chicago. 


SOLI D and 


For market information address 
516 Statler Office Building, Boston 16, Mass. 


VERMONT ALLIED DAILIES 
* Bennington Banner * Burlington Free Press 


Barre Times nning 
Brattleboro Reformer « Rutland Heraid St. Johnsbury Caledonian-Record 
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¢. WH ERE 2? TV Is ‘Monster—Babied, Humored, Spoiled’ | 


. right here in mid- 
America, that’s where! For 
fast, sharp, sell-packed | 


TV spots, slides, sales and (Continued from Page 3) 
training visual aids call | 


Kileen. Full time staff-time | eager, keen eyed, clean limbed 

saving teamwork gets your | young fellow in an Ivy League 

job done under one roof. suit.” 

SEND TODAY for Kileen But, he noted, the business man 
“Kutie of the Month” plus |has begun to rebel. In _ recent 
“Foto-Facts” FREE weeks, he said, some 65 U. S. net- 

kileen studios 'work tv shows had been canceled 


235 East Orchard Dept. 105 | OF not renewed. 
Decatur, IIlinois “Industry and business simply 


i 


If you sell through Industrial Distributors, 
they’re looking for you right now in... 


|genuinely serves some legitimate 


| 
i 
P.S. And if you don’t, 


find out what they can Industrial Distribution 


do for you. Write for 
A McGraw-Hill Publication (ABC-ABP) New York 36 


| 


... few free handbook, 
“Industrial Distributors” 


by Admen, Chrysler’s Hurly Tells Canadians 


|jeannot afford the luxury of any | 
form of advertising which does 
not deliver a fair return for ser- 
| vices rendered,” he declared. 


® Selling and advertising can be 
}a great force for good if ap- 
proached ethically by the people 
jusing them, Kenneth J. Fathing, 
advertising manager of Canadian 
| Westinghouse, Hamilton, Ont., 
| told the convention. 
| He said four of the cardinal 
rules of advertising are: 
| 1. It must be an investment, not 
/a speculation. 
| 2. It must offer something that 


human want. 

3. It should make 
fter impression. 

4. It must have quality. 

As a result of advertising, he 
said, new products move from the 
class of novelties to luxuries, then 


impression 
a 


Greenville again leads all S. C. Markets in 
Population, Incomes and Retail Sales, by all! 


accurate 


Retail Trading Zones, as defined by Audit 
Bureav of Circulations. 


SOUTH’S TEXTILE CENTER 
AGAIN LEADS IN S. C. 


measurements, within its City and 


(Data from SALES MANAGEMENT Survey 
of Buying Power, Moy 10, 1957) 


POPULATION 
INCOMES 
RETAIL SALES 
Food 
Eating, Drinking 
Gen. Mdse. 
Apparel 
Furn., H’hold, Appl. 
Automotive 
Gas. Serv. Sta. 
Lumber, Bldg. Mat. 
Drugs 


522,417 
$651,510,000 
431,196,000 
101,160,000 
16,274,000 
58,344,000 
23,954,000 
29,168,000 
87,188,000 
37,366,000 
27,566,000 
14,695,000 


Nine counties (most compact Carolinas’ 
major market) make up the Greenville ABC 
City and Retail Trading Zones. The Green- 
ville News-Piedmont give you the only com- 
plete coverage of this best-of-all markets in 
South Carolina. 

For detailed data and assistance, write 
the newspaper, or our 
Ward-Griffith Co., Inc. 


DAILY CIRCULATION 102,985 


representatives, 


%e §.C. 
Totals 
22.2% 
26.4% 
24.8°: 
24.1% 
23.5% 
27.9% 
23.0% 
26.9% 
25.3% 
24.3% 
22.5% 
25.4% 


to staples, and finally necessities. 


s “Publishing has become 
tough, hard-headed business, 
Stuart Keate, publisher of the 
Victoria Daily Times, told the 
meeting. 

The condition of publishing, he 


a 
” 


isaid, reflects a 300% increase in 


price of newsprint since before 
the war and a boost of more 
than 100% in wage rates—with 
five-day weeks and fringe bene- 
fits. 

He said that hundreds of North 
American newspapers have found 
it mecessary to pool their mech- 
anical resources and equipment 
and to package their advertising 


|} in seeking economy. 


® The two biggest problems fac- 
ing publishers, he said, are rising 


‘costs and the recruiting of news- 


paper men. Some graduates of 
journalism are not going 


of communications,” he said. 

He said that 45 of the 55 grad- 
uates at the University of Wash- 
ington went into advertising, ra- 
dio, tv and public relations last 
year, as a result of their higher 
pay levels. Only 10 joined newspa- 
pers, he added. 

Newspapers, he said, have to 
raid each other’s staffs and aren’t 
bringing in bright young people 
to make tomorrow’s editors. + 


ACF Boosts Sullivan 

George J. Sullivan has been ap- 
pointed director of industrial and 
public relations of the newly 
formed advanced products divi- 
sion of ACF Industries Inc., New 
York. Mr. Sullivan joined ACF 
in 1953 and most recently was a 
special assistant in the ACF staff 
division of manufacturing and en- 
gineering. 
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Richard Kastor, 
Agency Pioneer, 
Is Dead at 84 


Cuicaco, June 18—Richard H. 
| Kastor, 84, board chairman of H. 
| W. Kastor & Sons Advertising Co., 
and a pioneer in the agency field, 
died suddenly June 15 in his home 
following a heart attack. 

Born in St. Joseph, Mo., Mr. 
Kastor and his six brothers, Ben 
H., E. H., Fred W., Louis, William 
B. and Arthur G., and their fa- 
ther, the late H. W. Kastor, 
founded the agency 62 years ago 
in St. Louis. The family moved 
here around 1900 and opened a 
local office which now is the 
agency's headquarters. 

Richard Kastor specialized in 
creative work and served as a 


into | 
newspaper work, and as a result’ 
some schools of journalism have! 
changed their names to “schools | 


copywriter and account executive 
before being elected board chair- 
man ten years ago. He had been 
inactive since then. 

He is survived by his two 
brothers, Arthur G., president, and 
William B., secretary-treasurer, 
respectively, of the agency. The 
Kastor agency is one of the oldest 
in the U. S. 
| 
HARRY A. CADDOW 
| San Francisco, June 18—Harry 
A. Caddow, 58, who retired in 1954 
as manager of the Wine Institute 
| here after 20 years of service, died 
June 13 at Doctors Hospital of 
complications after an appendec- 
| tomy. 

After early work as a Southern 
Pacific freight agent, Mr. Caddow 
was named manager of the Grape 
Growers’ League in 1932. This or- 
ganization became the Wine Pro- 
ducers Assn. in 1933 and the Wine 
Institute in 1934. Mr. Caddow also 
served as first manager of the 
Wine Advisory Board from 1938 
to 1944. 
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REPRESENTED NATIONALLY 


One yponsoed never chew Uedes 


50,000 WATTS - BOSTON 
delivers buyers 


BY JOHN BLAIR & COMPANY 


ee ee ee 4 pA DUP IEEE. Se esate en rats een oe Naa A fe Bs SOE ees ee Best hoy ANP ti) a a 
ae oe ae ee ee ee aie a ae 
a. = ee ke i ee S eee ee ee: nae oR 
(9) fee gk ee a Fee ty ee ei ia, 
ia 
= 
s 
z @ Ss 
& 
af 
eC 
4 
. 4 
7 
Sle 
7 oie < TL 
4 * | | 
7 ) 
ae 
ee e 
ar 0 
. owe | 
Be | 
a , 4 } 
- Se 7 | 
ao a 
ag nee 4 . ; ‘ 1 ee ° 
a TW COMES | —— 
; nc RETAIL 
i : fingernails 
oe % 
, re 
7" ee 
3 F > a | ™ 
a ¥ tag } pres. 
aa oe in ‘ a my y, 
ai 4 ae oat | os 
4 oe i "i be ny 
“a ms, oe : Fea x os 
2 ; oy i 
ieee y we ie 
g ‘ ‘ ve ORR os. 
ps.. me 7 ‘? +s, 
eS S oo 
ae | 4 
. ss * Ee E 
oe ig 
ee 
: ‘ Ber Ree ay, re ‘ao 
at Feenuille Nema 
a nee eet mi 
Bs: "GREENVILLE pip" 
" 5 YREENVILLE PIEDMONT 
e. — = ona ab iy ; fvtnine a : 
es. National Representatives WARD-GRIFFITH CO., INC. 
meee Ce ee 8. tee f° tie Sede TS OPES Li eve Fins OCW Te pt tee eee ae a The esos tke ee Oe rei etc! 2 : f i ‘ ee e Bree - a OF a Te Ee ee aie. 
Bee sr eta thy cle page Pa ieh it ys eng ah Lee, Lie ents apse? Gna ch ate G ode" 1 Diy iain | 8 Nee F See Fo i “A lime mat nc 2 echt ma cl a a ace acm 
Cee pet antes ee pe er ns COMM omer ae Te 1S 
es PER BG BNE ep | PETG RAGES WE RAG EELE Be OE 8 gE EE ke me Sk pe a SEE oh ree Dee tir eee meee De eS een ec eee ss MRE eyes ee Mate eee ES ee ow ba eRe ee Po oS 


hes the man who 


| leads a dual lite 


Talk about bone fishing to Marc Braeckel and you're really hitting on all eight. 


For fishing is the way this busy executive relaxes, like many millions of other American 
sportsmen do. 


| These “dual-life” men are today’s prime market for every kind of product, because they 
buy for two ways of living. 


You can get a line on how well and how often they buy from your Sports Afield represent- SPORTS AFIELD 
ative. For here is where almost 1,000,000 hand-picked “dual-life” men get “the urge to 


splurge.” A Hearst Magazine, 959 Eighth Avenue, New York 19, NY. 


Get the facts today. where sportsmen get the urge to splurge 


Executive Vice-President and 
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'Quigley Joins Fairbanks 
Vernon J. Quigley, formerly 
with Collier’s, has joined the in- 
dustrial sales staff of Jerry Fair- 
banks Productions. He will special- 
ize in industrial films and tv spot 
—. sales throughout the Midwest. His 
oC SANDER WOOD ENGRAVING CO., INC, / 542 $. OEARBORN ST. /emenses headquarters will be in Chicago. 


ee 


your source for outstanding 
WOODCUT illustration 
Speci nen prints and 
compete information 

von request. 
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RETAIL SALES 


24 counties of West Texas 
and New Mexico 
$695,574,000 


Two separate newspapers cover 
this market at one low cost. 


El Paso Herald-Post 


An Independent Newspaper A Scripps-Howerd Newspaper 
Morning and Sunday Evening 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


The El Paso Times 


Bruno Forsterer, 
‘Oakland Tribune’ 
Exec, Dies at 87 


OAKLAND, June 18—Bruno A. 
Forsterer, 87, Secretary -<reneuret | 
and general manager of the Oak-| 
|land Tribune for nearly half a 
century, died at his home here| 
June 12. He had been in ill health | 
for several years. 

A native of Koenigsberg, Prus- 
sia, and member of a prominent 
military family there, Mr. Forster- 
er had a colorful career after being 
orphaned at an early age and then 
being reared by a Catholic priest. 

Graduated at 16 from the Kiel 
Naval College, he served several 
years in the German Navy and re-| 
tired with serious arm wounds) 
after which he went to work on) 
Berlin newspapers. 

Sent to the Orient, he wrote for a 
Berlin newspaper and also assumed | 
|command of a Chinese gunboat| 


|and was captured by the Japanese. | 


| 


Advertising Age, June 24, 1957 


Mr. Forsterer came to the U.S.|uated from City College and Co- 


in 1893 as an aide to Prince Henry,|lumbia University school of engi- 


then on a state visit, and remained |neering. Before entering the agency 
to take a newspaper job in New/|business, he was associated with 
York. He then joined the U.S.) Worthington Corp., Harrison, N.J., 
Marine Corps and was assigned to| and Submarine Boat Corp., New- 
the staff of the admiral of the| ark, N.J., as an engineering sales- 
Pacific fleet. ‘man. He was a member of the 
In 1899 he won the Congression- American Society of Mechanical 
al Medal of Honor for heroism in | Engineers. 
a Marine battle in Samoa. Mr. Cohen joined Michel-Cather 
in 1920 as an account executive. 
s He joined the business office| He was elected president in 1939 
staff of the Tribune on April 1,;and was made board chairman 
1907, and went up through the/in 1953. 
ranks to his eventual position as 
general manager. HUGH E. JACKSON 
He is survived by his widow and | New York, June 18—Hugh E. 
two sons, one of whom, Harold B.| Jackson, 57, general sales manag- 
Forsterer, is auditor and assistant | er of American Oil Co., died June 


| secretary-treasurer of the Tribune. 12 at Riverside Hospital, Newport 


|News, Va., of a heart attack. He 
was on a vacation. 

Mr. Jackson, who had been gen- 
eral sales manager of American 
Oil, a subsidiary of Standard Oil 
|Co. (Indiana), since 1954, was 
| born in Petersburg, Va., and at- 
\tended Cornell University. He en- 
‘tered the oil business in 1921 with 


EDGAR F. COHEN 
New York, June 18—Edgar Fa- 
bian Cohen, 66, chairman of Mi- 
chel-Cather, industrial advertising 
agency, died June 12 of a heart 
attack at St. Vincent’s hospital. 
Born here, Mr. Cohen was grad- 


BIG, NEW INDUSTRIES | 
RECORD EMPLOYMENT ! 


RETAIL SALES SOARING | 
aKING NETWORK! 


powNTOWN F 


IN PURCHASING! 


Utica tied for 4th place in proportionate increase 
in department store sales in 1956 among the 20 
top northeastern metropolitan cities, as new 
industries joined expanding “natives” to give the 
Utica area the largest proportionate increase 
over last year in total non-agricultural employ- 
ment of all major New York State markets... 
pushed Utica’s average production wage up a 
record 30% in 7 years! Utica Area Annual Retail 
Sales (estimated): $352,000,000! This is real pur- 
chasing power! 


BUILDING CONSTRUCTIO 


NEW CITY AUDITORIUM | 
mile FROM THRUWAY ! 


DOWNTOWN | 
NEW SHOPPING 


IN TV COVERAGE! 


And WKTV matches this purchasing power with 
selling power — the first television station in 
Central New York to broadcast with maximum 
visual power of 316,000 watts... equal in 
strength to any VHF television station in the 
United States! WKTV brings the best possible 
picture with the greatest continuity of service to 
the widest possible audience — both in black 
and white and in color! Tell your story to this 
rich market through its strongest medium — 


serving UTICA-ROME New York 


Represented nationally by Donald Cooke, Inc. 


NAT NEW HIGH! 


the Virginia Oil & Supply Co., 
Petersburg. He joined American 
|Oil in Richmond, Va., in 1928 as 
}an assistant division manager. He 
jrose through various managerial 
positions and was named assistant 
general sales manager in 1953. 


JOHN W. HULING 

FAIRHOPE, ALA., June 18—John 
W. Huling, 65, retired president of 
Commerce Clearing House Inc., 
Chicago, tax and legal report pub- 
lisher, died at his home here June 
12. 

He joined the company in 1930 
as manager of its legislative re- 
porting operation. He subsequent- 
ly served as treasurer, vp and 
exec vp. He had been a member 
of the board since 1941. 

Prior to joining Commerce 
Clearing House, Mr. Huling served 
in the Connecticut legislature 
from 1924 to 1928. 


CLYDE R. SULLIVAN 

WicuitTa, KaNn., June 18—Clyde 
R. Sullivan, 63, founder and board 
chairman of Associated Advertis- 
ing Agency here, died June 11 fol- 
| lowing an eight-week illness. 

Mr. Sullivan founded the agen- 
cy in 1942. It was incorporated 
in 1946. Since recently stepping 
up from agency president to board 
chairman, Mr. Sullivan has been 
serving as consultant and account 
supervisor. 

Earlier, Mr. Sullivan originated 
Sovereign Service Inc., a mer- 
chandising and advertising organ- 
ization for a group of independent 
| midwest oil refineries. 

A veteran of World War I, he 
was one of the founders of the 
Kansas Sales Executives Club and 
also belonged to the Rotary and 
Petroleum clubs. 


TODD FRANKLIN 


New York, June 18—Todd B. 
Franklin, 54, vp and research di- 
rector of Grant Advertising, died 
at Polyclinic Hospital here June 
13 from a liver ailment. 

A graduate of Western Reserve 
University, Mr. Franklin at one 
time was vp in charge of merchan- 
dising and research of Lennen & 
Mitchell, now Lennen & Newell. He 
had served on many committees of 
the American Assn. of Advertising 
Agencies and the American Re- 
search Foundation. 


WILLIAM M. BELL JR. 

CHARLOTTE, N. C., June 18—Wil- 
liam M. Bell Jr., for 22 years ad- 
vertising manager of the Charlotte 
News, died June 7 after a long ill- 
ness. 

After retiring as advertising 
|manager of the News, he was as- 
| sociated with the George S. May 
| Co. until ill health forced his re- 
|tirement again. 


PLAZAS | 
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Monthly average circulation 
1,061,811 

for the first three months of 1957— 
highest in 

MECHANIX ILLUSTRATED history 


GHEST IN HISTO 


Advertising up 14.7% 
for the first six months 
of 1957, compared to 
same period last year 


Now, more than ever... 
THE BUY is M.I.! 


ME CHANTIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
CHICAGO * DETROIT * LOS ANGELES * MIAMI * SAN FRANCISCO 
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NET PAID 58,193 


74 OUT OF 100 PRESS HOMES 
TAKE NO OTHER DAILY NEWSPAPER 


There's Plenty of Income and Spending in Pontiac, Michigan 


PONTIAC, MICHIGAN OAKLAND COUNTY 


162nd in Population $ 84,300 41st in Population $ 577,800 
112th in Retail Sales 166,680,000 38th in Retail Sales 735,302,000 
102nd in Food Sales 37,944,000 34th in Food Sales 173,327,000 
118th in Drug Sales 5,549,000 36th in Drug Sales 27,082,000 
113th in Auto Sales 30,144,000 31st in Auto Sales 149,960,000 
107th in Family Buy. 33rd in Family Buy. 

Income 6,955 Income 7,108 


Sales Management 200 Leading Cities and Counties 


The Pontiac Retail Trading Area, population 293,801, includes the major 
portion of Oakland County, second largest in Michigan. Here the Pontiac 
Press gives adequate and highly exclusive coverage for carrier surveys 
show 74% of Press homes take no other daily paper and 88% no other 
evening newspaper. 


PONTIAC PRESS 


PONTIAC + MICHIGAN 


Sco!are, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


! 


Mott Joins Carnation Co. 

Robert E. Mott Jr. has joined 
Carnation Co., Los Angeles, as as- 
sistant advertising manager for In- 
stant products. He was formerly 
for seven years with Batten, Bar- 
ton, Durstine & Osborn, 
Angeles and New York. 


Kirlen Names Agency 

Kirlen Products, newly organ- 
ized Kansas City company, has 
named Litman-Stevens & Margo- 
lin, Kansas City, 
tising and promotion for Green 


and crab grass killer. 


‘Reilly Leaves Adam Young Inc. 

William J. Reilly has resigned 
|as vp and manager of the Chicago 
|office of Adam Young Inc., radio 
and tv station representative, to 
open his own station representa- 
| tive business. Location of new of- 
| fices will be announced later. 


ee 


{ssistant Sales Manager 
Tue Camprince 


“House Beautiful earned our doubled dollar in- 
vestment because it fe ape results. For exam- 
ple: one of our 1956 ads (144>page ad, October, 
1956 House Beautiful) to introduce our new 
Suntile designs by Max Spivak already has 
pulled over 2600 inquiries and they are still 


coming in.. 


of Suntile designs have increased sharply every 
month and House Beautiful-conditioned cus- 
tomers have taken a generous share.” 

Suntile consumer advertising appears exclu- 
sively in House Beautiful where ¢ 
Mfg. Co. advertising has appeared regularly for 
the last 9 years. Here's sales proof of the re- 


sponsiveness of House 


700,000 Pace Setter Families, including over 
60,000 paid subscribers actively engaged in re- 
tail and building trades! 


per ( Opy . 


and women readers. House Beautiful sells both 
sides of the counter. House Beautiful Magazine 


. New York 22. 


572 Madison Avenue 


New York « Atlanta 
Boston * Chicago 
Cleveland + Los Angeles 
Memphis * Miami + Tyler 


A Hearst Magazine 


Suntile doubles 
advertising dollars 


in House Beautiful 
for 1957...” 


says CHARLES H. BURCHENAL, JR.. 


Tite Manuracturtinc Company 


.and they are good inquiries. $ 


Seautiful’s more 


With over 5 readers 
an audience of over 31% million men 
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Dot plant tonic, liquid Sertiliser | 


Industries’ 


APPROPRIATE—Guardian 
new line of K-9 products features 
a golden dog’s head on each con- 


| tainer. Altogether, 12 different 


breeds are used. 


Roadside Outdoor 
Backers Face Access 
Problem, Says AAA 


WASHINGTON, June 18—The 
American Automobile Assn. ac- 
knowledged last week that outdoor 
operators will have trouble get- 
ting locations near the new 41,000 
interstate highway systems, even 
| if Congress fails to act on billboard 
|control legislation. 

The association, which is strong- 
ly in favor of outdoor controls, 
said most roadside sites along the 
interstate system will be inacces- 
sible, since the interstate highways 
will be remote from side or back 
roads which could be used to gain 
access to the advertising sites. 

Since no feeder roads are per- 
mitted between interchanges on the 
interstate system, there will be no 
access to roadside areas in most 
heavily wooded and mountain re- 
gions. The AAA says that despite 
this restraint it still regards a fed- 
eral billboard law is necessary. 
“Without this control,” said Harry 
Kirk, AAA president, “billboards 
could be built within a foot of the 
right of way, provided back roads 
lead to the site.” 

The billboard bill has been ap- 
proved by a Senate public works 
subcommittee, but has yet to get 
consideration by the full Senate 
public works committte. + 


Weiss Study Published 

Doyle Dane Bernbach, New 
York, has published the fourth in 
a series of studies by E. B. Weiss, 
director of merchandising. The lat- 
| est study is a collection of 88 ideas 
and suggestions to help manufac- 
turers and retailers move goods 
more profitably. Copies of the 
study, and the three previous ones, 
are available from the agency’s 
New York and Los Angeles offices. 


Wylic Joins Lennen & Newell 

Max Wylie has joined Lennen & 
Newell as production supervisor 
of the agency’s tv shows in New 
York. He also will work on pro- 
gram development. Author of sev- 
eral books on broadcasting, in- 
cluding “Clear Channels,” Mr. 
Wylie was editor on “Omnibus” for 
|the 1955 season and for five years 
|prior to that was with William 
| Esty Co. 


Meany Adds Roberts Co. 

Philip J. Meany Co., Los An- 
geles, has been appointed to handle 
advertising for Roberts Co., Tem- 
ple City, Cal., maker of carpet in- 
\stallation tools and accessories. 
Shelter and trade magazines will 
|be used. Hixson & Jorgensen for- 
merly handled the account. Meany 
jalso has named F. J. Rudolph an 
account executive. 
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HOW DO THE KIDS BEHAVE TODAY ? 


The most famous kids in the world, now well past the 
half century mark, the Katzenjammers are still in hot 
water! Millions of other kids . . . real live ones... 
follow the mischief avidly every Sunday, just as their 
fathers and grandfathers did. 


These real live kids are amazingly important on 
other days of the week too... days when everything is 
being bought for the household. The kids purchase 
many products themselves and influence the brand 
decision on many, many more. With America’s record 
spending power these days, the kids behave like mil- 
lionaires! And they still love the Katzenjammers! 


They love all the characters in PUCK —The Comic 
Weekly with a devotion that’s astounding. For instance, 


98% of all boys aged 10 to 17 years old who read 
Sunday papers read the comics. But less than 70% 


read the local and national magazine supplements. 


This is just one of the new-found facts in a remarka- 
ble new study, “Basic Patterns Of Sunday Newspaper 
Readership.” 


You'd profit from seeing the whole study, of course. 
But if you have a product or service to sell, you profit 
enormously from using the Kids and all the other 
PUCK characters as your salesmen. Real kids . . . plus 
their whole families . . . will read your advertising in 
PUCK. Leading advertisers have been proving this 
for years, economically, too! 


See the new study for yourself. The booklet, “Basic Pat- 
terns Of Sunday Newspaper Readership” (prepared in 
consultation with the technical committee of the Adver- 
tising Research Foundation) covers studies in Baltimore, 
St. Louis and San Francisco. Separate studies, #4 for 
Detroit and #5 for Washington, D. C., are also ready at 
this time and will be mailed upon request. Address the 
Plan and Research Department of PUCK — The Comic 
Weekly, or ask your PUCK Representative. 


Whet_ Lools Mere Martals be! 


yp ta Vt ~ 
THE COMIC WEEKLY 


63 Vesey Street, New York 7, N. Y. 
Hearst Bidg., Chicago 6 * Hearst Bidg., San Francisco 3 
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WFGA-TV to Be NBC Aitiliate | 

Station WFGA-TV, Jackson- 
ville, Fla., scheduled to go on the | 
air in mid-summer, will be an af- 
filiate of NBC-TV. NBC-TV will 
terminate its present affiliation ar- 
rangement with WJHP-TV in 
Jacksonville when WFGA-TV goes 
on the air. 


NID tome of One 


of Nation’s Great Wholesale Grocers! 


FOOD MARKETING CORP. SERVES 12 MILLION 
FAMILIES & 3 GREAT METROPOLITAN AREAS 


The firm's four warehouses in Fort Wayne, South 
Bend, Marion, Ind. and Lima, Ohio stock over 5,000 
items distributed through 820 grocers in Indiana, 
Ohio and Michigan. Food Marketing sponsors three 
different groups of independent grocery stores. 


FORT WAYNE NEWSPAPERS, INC., Agent 


SIMPSON-REILLY, LTD. 
Publisher; Representatives 
ae. | 


HALLIBURTON BLDG 


LOS A ; 
SAN FRANCISCO CENTRAL TOWER 


FORT WAYNE 


The News-Sentinel © THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


|said. “Their job is to make that 
| Story, despite all the distractions 

e reader may be subject to, as 
clear and as cogent as possible. 
In short, art directors and copy- 


Role of Ad Art 
Di d 
Ir ector Summe writers are advertising men.” 
s _ So writes Stanley Resor, chair- 
Up in New Book /man of the board of J. Walter 


| Thompson Co., in a foreword to 
| 


New York, June 20—“Some! munication and Selling,” a new 


have said that the task of the art! book produced by the Art Direc- 
director is to deliver the reader! tors Club of New York, with Na- 
to the copywriter in a favorable thaniel Pousette-Dart as editor-in- 
frame of mind. This suggests that \chief. (Hastings House, $15.) 
the art director is a sort of bird 
dog. 

“To my way of thinking, the re- 
lationship between the art director 


and the copywriter is % qaee more | pack a volume of information on 
equal and more intimate than that such diverse subjects as problems 
between hunter and hound, and) .onfronting an agency art director 
less predatory in character. |at home and overseas to point of 

“Both art director and copywrit-| sale and tv commercial techniques. 
er are together trying to tell a| Thus Julian M. Archer, vp and 
story that the advertiser wants to| art director of Fuller & Smith & 
get across and that the reader, if| Ross, can see consumer research 
his attention can be caught and | as a helpful support to the art di- 


® The book is both beautiful and 
comprehensive, and it has a strong 
historical flavor. Its 240 pages 


held, wants to hear,’ Mr. Resor rector and account man in answer- | 


Why International Milling's Advertising Manager 


Prefers Crosley WLW Stations for Robin Hood Flour 


"We use WLW Radio and TV Stations 
for a number of reasons — top 
talent, excellent market coverage, 
and important merchandising. Coop- 
eration covers all phases of product 
promotion and goes far beyond the 
usual media-client service. The 
Crosley Stations' close contact 
with trade personnel and their 
willingness to cooperate with 
our local representatives 
add an important plus 

to our advertising!" 


ANS 


Robert E. Thompso 
Advertising Manager, 
International Milling Company 


Like Robin Hood Flour, you'll get top merchandising service for your 


products on the WLW Stations. 
your WLW Stations' Representative. 


WLW 
Radio 


WLW-T 


Cincinnati 


WLW-C 


Columbus 


So before you buy, always check first with 


You'll be glad you did! 


WLW-D 


Dayton 


WLW-A 


Atlanta 


Network Affiliations: NGC; ABC; MBS Sales Offices: New York, Cincinnati, Chicago 


Sales Representatives: N&C Spot Sales: Detroit, Los Angeles, San Francisco 


Bomar Lowrance & Associates, Inc., Charlotte, Atianta, Dallas 


ia wu 
(Aveo) 
Crosley Broadcasting Corporation, a division of \ wo toerseahe 


“Art Directing for Visual Com-| 


Advertising Age, June 24, 1957 


ing the client’s “Why?” but still 
| feel that “unless such cooperation 
exists, copy and art will find this 
potentially useful weapon a dan- 
gerous creative handicap and re- 
|search will find itself researching 
research and in the process level- 
ing all space advertising to inef- 
fectual mediocrity.” 

And Karsten Stapelfeldt, illus- 
trator, can hail the advent of social 
research and motivation studies in 
the hope that “the result may well 
be that the limitations which are 
| set upon originality and inventive- 
ness become more flexible.” 


| 


|@ There is William Strosahl, crea- 

tive director of William Esty Co.. 
saying matter-of-factly that “the 
future of advertising art directors 
j}and artists will be controlled by 
| the selection of media by the agen- 
\eies and clients” and William 
Schneider, plans board head of 
Donahue & Coe, talking candidly 
about job opportunities in movie 
advertising—“The motion picture 
business is exciting and glamorous 
because it is show business. But to 
| date it hasn’t attracted its quota of 
| bright, young creative talent be- 
| cause it still retains the bumptious 
aura of Barnum. This seems to 
| deflect the bright young men who 
| would rather work with enlarged 
|Ben Day dots and photographs of 
grown men sipping drinks whilst 
| perched in trees. . .” 

Included is the code of fair prac- 
tice for art work which contains 
such salient points as “There 
/should be no secret rebates, dis- 
counts, gifts or bonuses to buyers 
by the artist or his agent” and 
“The right of the artist to place his 
signature upon artwork is subject 
to agreement between artist and 
buyer” and “There should be no 
|plagiarism of any creative art- 
work.” 

And many admen will be grate- 
ful for the six-page glossary of art 
terms, which is lucid and concise. + 


VanSant, Dugdale Names 

Two, Adds Two Accounts 

| VanSant, Dugdale & Co., Balti- 
more, has added two persons to its 
personnel staff and taken on two 
more accounts. Charles B. Keiser, 
for the past several years operator 
of his own agency in Scranton, Pa., 
has joined VanSant’s copy staff. 
Edward Rogers has joined VanSant 
as an art director. He previously 
was art director of Brooke, Smith, 
French & Dorrance, Detroit. 

The two new accounts are the 
fertilizer division of Davison 
Chemical Co., Baltimore, maker of 
Davoc and Nayco commercial fer- 
tilizer and Nurish and Wonder-Glo 
for lawns and gardens, effective 
July 1. Also added to the VanSant 
client roster is Acme Visible, Rec- 
ords Inc., Corzet, Va., maker of 
visible filing and records systems 
and equipment. 
| Survey Interviewing Service 
Established on West Coast 

Survey Interviewing Service 
Inc., a new company, has been es- 
tablished at 145 Montgomery St., 
San Francisco, and at 3757 Wilshire 
Blvd., Los Angeles. The new or- 
ganization is an affiliate of Field 
Research Co. 

James E. Taylor, for the past 
| five years interviewing director of 
| Field Research, becomes vp and di- 
| rector of SIS. William H. King, for- 
merly associate director of inter- 
| viewing for Field, will manage the 
| Les Angeles office. 

_Morgan Opens Own Agency 

| John D. Morgan has opened his 
own agency at 360 N. Michigan 
Ave., Chicago 1. It has three major 
}accounts in mail order and indus- 
| trial advertising. Mr. Morgan has 
been associated with Harry Schnei- 
derman Inc. as an account execu- 
tive for the past ten years. 
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| Midwest Drug Admen Elect Other officers elected are Thomas 
NOW! wash wear combed cotton |. William Ss. Basten, president of S. Bird, advertising manager, Ab- 
Lafayette Pharmacal Inc., Lafay-| bott Laboratories International Co., 
ette, Ind., has been elected presi- | | Chicago, vp; Edward S. Twerdahl 
dent of the Midwest Pharmaceuti- | Jr., president, Arnar-Stone Labor- 
cal Advertising Club, Chicago. | atories Inc., Mount Prospect, IIL, 


79 


secretary, and John J. McKean,|an account executive of Farson, 
exec vp, Borcherdt Co., Chicago,| Huff & Northlich, Louisville, has 


treasurer. 


Knapp to ‘Mirror-News’ 


joined the general advertising staff 
of the Mirror-News, Los Angeles, 
as an account executive on the au- 


William Shaw Knapp, formerly | tomotive classification. 


SAN DIEGO= 
YOUNG GIANT MARKET 


* 
Tee Globe -Trotter | Oe 
‘e i> 
Re: shri Drip-dries 
ae S 3 Hours : 
Sree St Se : 7 —_—~ 
A RE <8 OM een | ee { 7 , gt 
: A ee 2 
DRIP pRY—Ainsbrook announces 34 ris Po a Ps : poe, 
wash ’n wear cotton men’s under- cise ; Ake ; 
wear in an ad in Men’s Wear. on ‘ - 


Gerald H. Keller Advertising, New 


York, is the agency. a : vein ’ 2 
j p - : 


Coast Beer Sellers ee ey, 


Want Safeway’s Beer ates , tae 


San Francisco, June 18—Safe- BF ee, 
way Stores Inc. has been accused ‘ . —— 


1956 General 
Merchandise Store Sales: 


License Taken Away | i : : aeons Ee a Bike: | 5 | $120,680,000! 


here of “drowning its competitors” een —~ 


in beer it can purchase for 60¢ Be liter ce EE ay 
a case less than the price paid by : = ‘ 3: 
the neighborhood grocery. ‘ a ittwene 
The accusation was made at a - 
hearing of the State Alcoholic | 
Beverage Control Department by 
Albert G. Evans, attorney for the 
California Beer Wholesalers Assn. 
The association has asked for 
revocation of Safeway’s wholesale 
beer license, which Mr. Evans de- 
clares is “driving the small grocer 
out of the beer business.” 3 
“As a wholesaler,” Mr. Evans ' 4 
told the hearing, “Safeway buys a ' 
beer from the breweries at a 60¢ r ' ' | 
; 


a case mark-off. Beer is fair-trad- . * ae, 
ed so they charge the customer just 
as much for it. ‘ 
“Then, with the money they a ae 
make on the beer,” Mr. Evans con- “) 
tinued, “Safeway can cut prices on % 
the rest of its products. This is 
unfair competition for the small 
grocer, who pays 60¢ a case more 
for his beer.” 


® The Oakland supermarket chain | 
replied to the accusation by assert- | 
ing the company performs the 
warehousing and distributing func- 
tions of a wholesaler and bears the | 
full expense of these operations | 
through a wholly owned affiliate 
known as Beverage Distributors 
Inc. 

J. E. Million, former head of the 
beer division of this affiliate, told 
the hearing that the subsidiary 
firm nad been set up for the pur- 
pose of selling only to Safeway. 

The hearing, conducted by Hear- 
ing Officer E. A. McDonald, was) 
held to determine whether a 1951 
decision upholding Safeway’s right 
to a wholesaler’s license, should 
stand. + 


NY Real Estate Agent Compiles 
Fact Sheet on Agencies 

Julien J. Studley Inc., New York 
real estate agent, has produced a 
fact sheet on advertising agencies 
and real estate. f 

The sheet discloses that 31 agen- i 
cies billing more than $25,000,000 ; 
a year occupy 2,131,000 sq. ft. of : 


office space in Manhattan and pay 
a combined annual rent of $10,-| 
655,000. The average cost is $5 per) ' " 
sq. ft. Although there are a good 


Bigger Than— 


Dayton, Ohio. . . . . . . $116,947,000 
Tampa-St. Petersburg, Fla. 114,546,000 
Louisville, Kentucky ... 106,796,000 
Rochester, New York. . . 102,344,000 
Richmond, Virginia. . . . 95,984,000 


Sell San Diego — Young Giant Market of the West — 
through the 83% saturation coverage of 
The San Diego Union and Evening Tribune. 


Sales estimates copyrighted 1957 Sales Management Survey 
of Buying Power. Further reproduction not licensed. 


Che San Diego Union - 
EVENING TRIBUNE 


“ 
“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Illinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 


COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


many agencies on Madison Ave., 
many can be found on Fifth Ave., 
Park Ave., Lexington Ave., Fourth 
Ave. and in Rockefeller Center. 
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Because more and more Washington area people rely on 

it every day for its coverage of world, national and local 

news — presented in a way that has won 222 awards for 
journalistic excellence . 


The Washington Post 


Times Herald 


now has a greater circulation lead 


than ever before 


425,000 136,000 


*Sunday circulation 


more than the other 
Up 10,000 over last year 


Sunday paper 


390,000 131,000 


*Daily circulation 


more than any other 
Up 8,000 over last year 


daily paper 


The Washington Post and Times Herald now has 50% 
more daily circulation and 47% more Sunday circulation 
than any other Washington paper. 


; 

i 
.. 

of 


ALSO MORE ADVERTISING DOLLAR VOLUME 
Again in 1956, advertisers invested more dollars in The 
Washington Post and Times Herald than in any other 

Washington paper. 


Represented by... Sawyer, Ferguson, Walker Company, 


The Hal Winter Company, Miami Beach-— Puck, The Comic 
Weekly—Joshua Powers Co., Ltd., London 


*Publishers Statements to The Audit Bureau of Circulations 6 months ending March 31 1957 


Bo te ge el Ce a See eG te PE Sg ee il eae Oe, ee re jaa. (eC ClUO SS > oe ee Sie oy i al OP ee ee we Py, - ee oa eee ST 
on pe Be a SAEs sae Rees, eo pe ie ts, ‘ ys ae 5 aaa Ae ee. : a m a a: Se : BS. ae es i : _ - S So ga ae ee 
ae Ca eee ee iota ees x SR ogee Lee ey Pe oe ee: = =a) ae oc a a Be - sore 5 Pei tf _ 7 A. at) i Ee Soe agit oie 5k Un 
re ae ee ‘| ieee ets rer pone Bee a AS ee roy. ene . Ee wee 2 et aa <A | <r ee i “8 ep eee 3 aS SY Slat Bee SP 
ae 7 em ae ee cee aNreios Pans B ee a gM ee eo oa a = + oS ion ses ss : + Oe age pas ees in hen ren , Mio 3 me Ree co oath 
oo ae sy ee fej. ce an : ¢ age tim ne ee 2 eee ge hk aa oes Br poe 2 Se eee meg ee eee ; ee ae aaa 
‘ be 7 2 aa i Bo ie 2 ; : - ee Pee eee YS a) a — ea EE cot eee 2 " a rr pT a eee os ite eee 8 ae 29 eae ae 
eee bic pia ae ea: Jee Pisin? eae are bone ; wan Bk aad ee eee pas. Saw POO rot eae i ee Sah Pa TN Be 2 Ae = 
; en) Se Pie er ge letege : re es ihe ss FH eG, eee zi Mee iresayeeee Pe eS eae Spe a pees ee eee a 
oy is oe 
ae 2 , re ; 
ano . 
a 
>: 
“ 
4 
my 
> 
ig 
ae 
i 
og 
4 
, a 
ee: 
7 ps4] if 
As, : 
1 | 
ee Vg 
Drea 
* 
ite” 
a 
ea 
en D, 
i 
i 
4 3 
a 
3, 
2 
= 
ce” 
ob ved 
Bo al 
a , 
es 
hr, & 
} Ave 
ee 
4 iy 
ma 
we: 
ise 
gay 
a 
a 
a . 
i d 
ol 
a 
sg 
Le: 
ae “3 
¥ e 1s 
7 
“ 
0 
ne 
= F 
as 
, oy 
Y on 
; be 
"e Bs 
i wi 
=. ar 
e 
we s 
o . 
a Dy 
aa ii 
ce Ry, 
a = 
‘ : 
a 
F ie 
ae 
i 
a aa 
; " 
me 3 
: : 
‘ mo si » : ine ae OV pee sae Ss 3 ae we F re Cay ene eee sities apie yet Ate 2 he as ae 4 ies ¢ <n Z Stem Mi % eae 2 me a ee 
Sow ae nage Mi nbars, : (ESCs We are rit Se ee P ? j ag ee tty <t ; Sodas: ree ug rit eee ey as : Re a oe Eis 0): Paneer Bee 
anes: a 1 es ees 4 city Shes Bara! : ae. ae ja és. j ee 5, 2 eee pee gins <P Re yi eizes — 
ns aaa ae: : pees ke oe ae ie Se: 8 ieee eral er Rie 2 ee aes : Oe taegs, ©: ‘ at ge ‘ ee ee ak dN a te Ste Ra 
ele 3 E be hs E fA gi > yes ie ie ae RE er 6 ae ae Rae Mie om ee of ee eee 4 = ee ee oe i 5A s ie ¥ ey 
gtd, ae : ea Parent ee ee ee err) es a ee i vig a tang ic! | Sie d Selle ee Ce kar Meateeetee te hee ee et ee Ta ee tg ae le) Se ee ee ae ‘se ea 8 me rhe re. = Vee Sa Se Bec: 


Advertising Age 


Feature Section 


Quotes from Woolf's Notes 


Retailing Again Goes ‘Outer Space’ 
Radio Enjoys a Rebirth 


Sterling Ad Disturbs the C.M. 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising... 


Quotes from My Notebook, 
Past and Present 


By James D. Woolf 
Advertising Consultant 


“Good advertising is salesmanship with 
a sense of social responsibility.” Thomas 
D’Arcy Brophy. 

* a = 

“It is not sufficiently recognized—espe- 
cially by the critics 
of advertising—that ro- 
mance in its broad 
sense is the most want- 
ed product in the 
world. So many people 
lead lives of ‘quiet des- 
peration’ that any ad- 
vertising which offers 
them escape, and any 
advertising that offers 
them utility plus color, 
performs a _ profound 
Webb Young. 


a eee 


James D. Woolf 
service.” James 


* * = 

“The growing respect for advertising 
has largely come through a growing re- 
gard for the truth.” Claude C. Hopkins. 

* * - 

“I believe there is an essential alone- 
ness in the role of the creative business 
man and the creative marketer...If 
you do not have a man in your organiza- 
tion who thinks of himself in this way, 
you do not have a marketing man.” Irwin 
A. Zuckerman, Hudson Pulp & Paper 
Corp. 

* > * 

“Don’t think you can make an inch of 
progress toward a purchase until you 
have evoked the reader’s self-interest and 
convinced him that he will benefit by 
owning what you want him to buy.” Mark 
H. Wiseman. 

. * . 

“A goodly number of copywriters are 
interested chiefly—not in creating great 
advertisements—but in creating a situa- 
tion in which they will not be questioned, 
will meet the advertiser’s favor and as a 
result will make their jobs not only more 
secure but more remunerative.” Walter 
Weir. 

* * 7 

“Perhaps one of the most fascinating 
things about the advertising business is 
that all of the best ideas seem to be the 
simplest—the ones that are based on good 
common sales sense. Contrariwise, no 


Employe Communications... 


matter how much a mediocre idea is 
dressed up, it just won’t click. And be- 
cause each of us is endowed with a cer- 
tain amount of common sense, it would 
appear that we are capable of producing 
some mighty salable advertising—if we 
stick to fundamentals.” Sidney R. Bern- 
stein. 
” * > 

“Pictures are being designed and gim- 
micked to death...Art must sell prod- 
ucts ...I’d love to see how effective much 
of the art we’re having so much fun with 
today would be during a depression.” 

Albert Dorne, organizer of the Famous 
Artists School. 

> ~ * 

“The three things that improve genius: 
proper exertion, frequent exertion, and 
successful exertion.” Matthew Arnold. 

> * * 

“Beer advertising suffers from too 
much monotony. The only advertising 
that’s more monotonous than beer adver- 
tising is cigaret advertising.” Russel H. 
Hopkins, executive manager, National 
Beer Wholesalers Assn. of America. 

» * 7 

“Language must be regarded as a hin- 
drance to thought, though a necessary in- 
strument of it.” Herbert Spencer. 

7 7 » 

“The great problem of semantics is 
communication ...such as sheer lack of 
understanding. We don’t know what the 
other fellow’s words mean; he doesn’t 
understand what we mean, and we may 
not understand what we ourselves are 
saying.” Lionel Ruby, “The Art of Making 
Sense.” 

~ * > 

“The most important job of an adver- 
tisement is to center all the attention on 
the merchandise and none on the tech- 
nique of presenting it.” Roy Durstine. 

* * a 

“Nothing can be more hurtful to cre- 
ative thinking than the dogmatic assump- 
tion that statistics are the final answer to 
everything.” Walter O’Meara. 

» ° : 

“There is no room for complacency in 
advertising.” Bernard C. Duffy. 

+. * +” 


“The urgent need today in advertising 
is the need for the exercise of common 
sense.” Anon, # 


Questions-and-Answers Columns Revived 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 
The questions-and-answers columns in 
employe journals appear to be enjoying 
a revival. Through this open forum, the 


complaining employe is invited to voice 
his criticisms or comments in the expec- 
tation that he will be answered. The q- 
and-a device has been used widely over 
the years, but the mortality has been 
high. It seems to be coming back now 
for a variety of reasons: Management is 
becoming more interested in what’s on 
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the employe’s mind; management is tak- 
ing a look at the coming bargaining ses- 
sions and figuring that the q-and-a 
department is a good spot in which to do 
some explaining; management is ear- 
nestly concerned with siphoning off the 
gripes before they enlarge into griev- 
ances. 

The perils of the q-and-a department 
of ten years ago are the same perils that 
exist today. The communications people 
who have tried such departments main- 
tain an accounting of the pros and cons 
which looks something like this: 

A questions-and-answers department 
actually is a spur to readership (surveys 
nearly always show better-than-average 
recall of the feature), but unless the ma- 
terial is of high, controversial quality, 
the readership ultimately falls off. 


@® The q-and-a department in many 
cases has erased grievances in the mak- 
ing, by calming down the discontented 
employe, but in certain other cases atten- 
tion has been widely drawn to a situation 
few employes knew existed, and a griev- 
ance came out of it anyway. 

The official who assumes responsibil- 
ity for the department’s authorship starts 
off determined to meet every question 
with a frank answer, but the hecklers 
have a way of boring in with queries too 
hot to handle in print. 

Management generally is pleased to 
establish a new avenue to the employe’s 


ear, and is grateful for an opportunity to 
listen to the uninhibited comments of 
employes with legitimate complaints. 
The procedure, however, is an open in- 
vitation to employes to by-pass the su- 
pervisor and to come direct to manage- 
ment with criticisms that may involve 
the supervisor himself. This doesn’t build 
much administrative morale. 


® There are other pros and cons, which 
do a fair job of leveling each other off. 
We recently decided to look into the sub- 
stance of the questions being asked in 
these company publication departments, 
and took the first 100 questions as they 
came, out of 22 different publications. 
Here’s a breakdown, as objective as we 
can make it: Of the 100 questions, 62 
were questions that should have been 
asked of—and answered by—supervisors. 
There were 23 questions which drew 
from management replies so general that 
they were utterly valueless to the ques- 
tioner or the reader. Eleven questions 
were so banal that they didn’t deserve to 
be printed, and the remainder were—for 
one reason or another—unclassifiable. 

The conclusion (drawn by two people 
with a prejudice) is: Before starting a 
q-and-a department in the employe pa- 
per, determine whether starting one isn’t 
a confession of the failure of the compa- 
ny’s own supervisory structure. If it is, 
strengthen the supervisory program and 
forget the q-and-a department. + 


Looking at Radio and Television... 


Always a Fine Medium 


By The Eye and Ear Man 

There is a definite resurgence of ra- 
dio. Billing is up and client interest is 
zooming. The medium is so popular that 
it stands close to becoming labeled a fad. 
The facts are mixed. In many ways ra- 
dio is “better than ever” and in other 
ways advertisers are likely to kid them- 
selves into thinking radio can do the job 
alone. 

In the first place radio listening has 
leveled off and changed character from 
the good old days. The increased use of 
secondary sets and the out of the living 
room aspects are pronounced. No longer 
can mass audiences be reached with any 
one program as in the high old times 
when a Bob Hope or a Fibber McGee and 
Molly could get as many as 7,000,000 or 
8,000,000 homes. On the contrary, a night- 
time show now gets lower rating on the 
average than the daytime shows, and 
they are down to a million-plus homes— 
far below their peak. 


s The music and news pattern is almost 
universal on independents and even on 
some network shows. The daytime serials 
and some of the variations on the old 
nighttime shows are also still strong. But 
the old big-time aspects of radio are 
gone forever. The instrument is merely 
a device to have some conversation or 
music going on in the home so that there 
is company. 

Prices of radio in the daytime are not 


materially below the old days when a 
company with a good discount structure 
and contiguous programs could buy three 
minutes of commercial time five times 
a week for about $15,000 a week. This is 
just about what it costs for the same 
number of spots today without program 
identification and with more cross plug- 
ging on multiple shows. The cost per 
thousand for the large advertiser is 
actually as much as twice as high as 
in the best days of daytime radio. But 
the lack of long-term commitments and 
the ability to saturate with cross plugs 
have given the old medium a lot of life 
and some brand new customers who were 
never before able to use radio. 


® Inherent with this new use of shorter 
commercials scattered over more shows 


eS 2 a i eee ae See rm rs ae ee SP ga a a ae ee eee Ge a. type ey + 
ca a ‘s A ae Pas R m ae ie Rat For. it >, ieee! ae el sere et; : F ss aad ‘ i ‘ eke o othe dn “oe i ee gh Set an 
sa. cae, ial ua Ae ae eee sie 1S ; ie 25) 8 (5 a ne) 5 ah . eee op lee haa Se ee 4 Fis hei d 7 det a ie Ey Feel Po elma hes eae ae 7 at 
me ee”: gaa ce eee aie, Ry re meee ia aM ne ee ee ee gn ee ee ee Re ea 
pe ¥ es cal ios inner tte atic PO Se SAS ie ee manta ge bg hice, anaes eS ie ke Os err es Mice ciial P=: 5 elle air Soe Oe ee ee es oad eae Pao, ea 
So nee pce iE a ec ete oct re ON ae occ : me ee ola shai: a a a ae 2 a ee , ee ad cd Cane Or eee Oh ag See ach Se i eee oa ee er i ae 3 
Be ees ee ces ee aes > aici Hie tan 2) 8 digi ay ae Set GA Be ts ae ee eee ce Re : De Pecans erence = > ase: ; Spee a 
OF hae == 
Aa age 
: “ae 
ee 
ae 
- 3 
op 
ih ane / 
Et ae. 
ak 4 ie 
ui t i 
is : thes 
7 esi 
; I oC 
2 a 
c ets 
if WN Ma 
i arb 
\@ I + Bry 
nee, ae 
: ee es 
4 [ eae 
: We ag 
oe, 
a, : 
7 | a 
= j LT 
_ ra * 
as TOE tei 
ae 
> ee 
ae 
ie. 
ie j ; 
| aes 
oe caine 
‘ 
a3 : ne ee: 
8 2 
x ed 
ae Re 
x i edie: 
ce f Ma 6 
oo :y ee 
7 ! aed a x 
= <= 
. — 
cs , 
Pe y 2 =a, 
: ies 
_ m5 ae 
- met 
a a See 
a ee 
aan . ae 
un . ae 
~~ oe 
a 
be 2G 
_ a: 
f ete 
FS ies: 
a Pe 
a a. 
c ’ s et 
4 re 
@ > - i 
gs 7 = 4 RS 
“ 2 ie 
. 
é 
z may 
oe ae 
eae, ek 
‘ a ee 
‘ oe 
‘ , 2s # 
% « Gon 
7 a" 
‘ a 
e j oo ae 
oe ; ae 
4 <A 
- ' bs Mod sg 
ae ; = 
i aie. 
oad Bie a ~~ oe 
‘a j Bie oo an >. . ae 
a a a 
> es i \¢ .: 
{ Sis he Ae i: 
Ss rd J 4G 
= “a OY ae, 
Pa | : ae = a 
a — bicirrietl™ ae 
a a 
a aa 
j : es 
¥9 5 
5 j . 
‘ . om 
; ae 
. 
Eo me 
ee we 
____ 
4 = oa 
a 
= 
; hh 
ee ie 
am : ee 
i ee 
y ot 
+ el 
2 6 
- a 
pas srektnaet See iy EWE Bip : OPA EEE he oe RN pee Sa ms co Te 1 eg OF i ag ee AR ea Mi ee ee eases f Sere Ra gti PAA pe ae aie Sts ee ‘ Ay Siem sae te 8 
PPE ae ey ee ee Reape cy SN ae) EN AES gid ee ees hee scope : Seen Ree ho ee See ae ame ge... a peat £23 hs eee est 
" TS Shs petted aa 9 Be dani semi or O Bee RR gated gai rk oe ee ee Se ed Ne eee ON geet er Pe ee Pe een eee ee dh seach ete ee are MS TS Sid ect f° 5 = gaa 5 Wee. Ft 
Bee Pa rere re eee eee Ee et Poe age gee ea, So ee es gs ene We TE haere ee eae Re ae Poet, eee 
a Siping 2 ni area de Peltonen Ga ae eh ee oe ks ag tes ee es os ee Neg a Pas nie ae pe 4 eo pane oat SR a ee eee Ree Gos ahs Rea EOC E eae ene Pk eS 2 is Bal pare vied ie: 28 peel oo Say 


82 


and a complete lack of identification with 
any single program is a new need for 
strong commercials. An advertiser can 
make a deal for about $1,000 a spot for 
excellent network coverage and enough 
spreading out of his spots to have large 
unduplicated audiences. He often errs, 
however, in comparing his buy to tele- 
vision on a cost-per-thousand homes per 
minute. No one in his wildest selling 
moments ever claimed that a minute of 
radio was comparable to a minute of tele- 
vision, and yet the implication is there. 

Radio listening—especially to music 
and news—tends to be casual and dis- 
tracted. Out-of-home listening is even 
more distracted. The car radio, which now 
accounts for substantial number of lis- 
teners, is often marred by traffic noises 
and car rattles, and is subconscious in its 
level of attention. The best ratio of radio 
to television is probably three to one in 
favor of tv. 


® Only television can still get the sub- 
stantial number of homes tuned to a sin- 
gle show that constitutes a mass audience. 
Radio reaches those people over an ex- 
tended time and with watered-down im- 
pact. Radio is often an effective weapon 
for a holding action or a defensive cam- 
paign against big, tough television com- 
petition. Pepsodent’s “Wonder where the 
yellow went” was a clever campaign de- 
signed to hold the brand’s modest share 
of market, while Procter & Gamble was 
wresting the toothpaste lead from Colgate 
with gigantic budgets and great television 
weight. The combination of frequency in 
the radio medium plus a top commercial 
did that, but it did not add to the share. 
Radio is probably the lowest-cost mass 


medium. It is flexible and can be used 
with great effectiveness as a complemen- 
tary medium to television. It is no better 
than it was a few years ago. It is merely 
enjoying a rebirth. The selling is more 
intelligent and the publicists are more 
shrewd. Smart advertisers have always 
known the value of radio. Now it is 
stylish as well as smart to use radio. 


® If you have made a decision to use 
radio, the first thing to do is to get a 
different and memorable commercial. 
Don’t forget it is an appeal to the ear 
only; it-is buried in a writhing snake pit 
of commercialism, and, in order to get 
a fellow driving a car to tune his ear to 
your story, or the dame in the other 
room to perk up and listen, you must 
break through the lethargy barrier built 
up by music and news. 

Above all, radio lends itself to the 
maddening repetitive themes called the 
“G. W. Hill annoyance theory.” There is 
now so little time to make an impression, 
and so much to compete with, that a 
drumming in of a single theme, jingle, 
sound effect, vocal device, or simply re- 
petitive brand claim is the only way to 
guarantee getting through the noggin 
to make a brand decision at the point of 
sale. 


® Radio is indeed a fine medium. It has 
always been a fine medium. It offers a 
low-cost opportunity to reach potentially 
almost all U.S. homes, if it is used with 
sufficient consistency and frequency. It 
is not nearly as powerful a medium as 
television and cannot reach the masses 
with tv authority. But as a supplement to 
television it has no equal. 
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Outer Space Retailing 


By E. B. Weiss 
Retailing really started as an outdoor 


“outer space” procedure. The oriental 
bazaar was the prototype; it was followed 
by the village square form of retailing; 
then the open fair, etc. In the early 1900s, 
one of its manifesta- 
tions was jamming the 
sidewalks with mer- 
chandise to the point 
where local ordinances 
had to be passed to 
give the _ pedestrian 
walking space. 

Currently, retailing 
is again going “outer 
space.” 

Its most modern 
manifestation is the outdoor vending 
machine. In the food field, Grand Union 
appears to have given this use of the 
vending machine a positive forward shove 
with its sizable installation of outdoor 
vendors at one of its New Jersey stores. 
Now Jewel Tea plans for early summer 
an outdoor vending installation in one of 
its newest units that will merchandise 
frozen foods, groceries and dairy products. 

The Independent Grocers Alliance is 
planning to test outdoor vendors for food 
on a fairly substantial scale in 1957— 
even to the point of setting up vendors 
some miles away from the parent store. 
Colonial Stores in North Carolina has re- 
cently installed a battery of outdoor ven- 
dors. Among the many impulse items 
vended by these machines are eggs, milk, 
cold cuts, bread, canned products, etc. 
And there are outdoor vendor installa- 
tions of various types in food supers in 
Florida, California, Oregon and probably 
elsewhere. 


E. B. Weiss 


s However, it isn’t only the vending 
machine that is returning retailing to its 
original starting point of outdoor mer- 
chandising. Other forces are pushing re- 


tailing in the same direction. For ex- 
ample: 

1. The telephone companies are prov- 
ing that telephone sales (a retail function, 
by the way) can be stimulated by the in- 
stallation of outdoor booths in a truly 
amazing variety of locations. 

2. Coca-Cola is proving that soft drink 
sales can be boosted by making Coke 
available out on the golf course, in front 
of gas stations, etc., etc. 

3. Innumerable retailers are putting 
merchandise out on the parking lot. 

4. The drive-in type of retail structure 
tends to be an outdoor operation—not 
always; not completely, but still at least 
in between outdoor and indoor. 

5. Hundreds of food stores, especially 
in the South, make it possible for the 
shopper to shop right from her car. An 
attendant comes out to take her order 
and then returns to the car with the or- 
der; the shopper can inhale the great out- 
doors through her car window while wait- 
ing for the merchandise. 

6. The auction type of retailing, even 
though it may be held under a tent, is es- 
sentially a form of outdoor retailing. It 
has made substantial strides. 

7. Retailers—including some of our re- 
tail giants—are again putting merchan- 
dise out in front of their stores. (The 
store front vending machine installation 
is simply the mechanical application of 
this age-old concept.) 


® This does not, of course, complete the 
list of forms of outer-space retailing. 
There must be many stores that take 
down all or part of the store-front win- 
dow to open up the store for selling, and, 
in this connection, it is entirely possible 
that the new type of air-curtain door 
which is currently being installed in some 
stores may lead to a whole new develop- 
ment, namely, the air-curtain store front! 
(The current of air keeps out insects, fil- 


the individual life we have to live. 
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There's something warm and appealing about this Gorham ad that kind of 
makes us feel we have shortchanged our wife. And we wonder just how 
many people there are, like us, who have put off “feeling like a million” be- 
cause we felt it more important to feel like a hundred and sixty-eight million. 

We fear we have succumbed to too many ads that made us want to con- 
form—to have the latest model car, a split-level house with a picture win- 
dow, a 21-inch tv. There have been all too few ads that urged us to live fully 


Actually, the most important thing about sterling—and the reason we 
ought to have it—is that it is something a person buys, not because he needs 
it, but because he wants it. It is a mark of civilization. Granted, there is util- 
ity in sterling—one can eat with it. But utility is hardly the reason for buying 
it. One buys silver not because he must feed his belly but because he must 
feed and nurture that inexplicable, indefensible, completely impractical urge 
to enjoy himself. Even in Huxley’s “Brave New World” people turned to 


The stainless steel we use in the kitchen, that’s practical—because the 
kitchen is a practical place. The silver plate we put on the table when com- 
pany comes, or on Sunday, somehow has always seemed second-best. One eats 
with it, but somehow one doesn’t live with it as fully as he might. 

This Gorham ad has a disturbing effect upon us. The message it delivers is 
the same message that makes us feel we should outlaw war, convert the U. N. 
into an international government, extend universal education beyond the 
high school level, and bring about the four-day week. It is a call and a chal- 
lenge to rise above our everyday self. We have the money, but do we have 
and the courage? It’s so much easier to be practical. + 
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ters the air, etc.) 

Then there is the now developing form 
of shopping center under which the en- 
tire area is really under one roof. This 
may lead to stores that have no fronts; 
maybe no sides—and which will thus, to 
some degree, be outdoor. 

But whether or not the list is even 
reasonably complete, I hope the point 
has been adequately made that retailing 


is turning to the outdoor, or outer space 
concept. 

Where this trend takes a mechanical 
turn, via brilliant new forms of vending 
machines, it will clearly have an impact 
on package sizes, package design, pricing, 
etc. Where the merchandise gets out in 
the open without benefit of a vending 
machine, it is equally clear that here, 
too, package sizes may have to be changed 
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Never in publishing history has any magazine, 
weekly, bi-weekly or monthly, enjoyed the phe- 
nomenal growth that TV GUIDE has achieved. 


In just 4 years, TY GUIDE’s circulation has passed 
5 million. Life, America’s greatest picture maga- 
zine, saw 10 years roll by before it reached the 
5 million mark. Reader's Digest, with the biggest 
circulation of any magazine today, saw 15 years 
elapse before its sales totalled 2% million copies! 


The weekly magazine the whole family reads every day... 


CIRCULATION NOW OVER 5,300,000 


Which of the “Top 10” magazines 
has had the fastest growth ? 


TV GUIDE grew to its present stature because of 
the important role it plays in modern family life— 
the accuracy and thoroughness with which it pro- 
grams, reports, pictures and interprets the most vital 
new influence in American living today —television. 


Be sure of 7-day exposure for your advertising 
in the magazine that people need and read every 
day — TV GUIDE — America’s uniquely modern 
advertising medium. 
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(presumably larger sizes, for example, 
could do better outdoors). Also, packages 
may have to be designed so as better to 
withstand the outdoor elements, not to 
mention new techniques for outdoor dis- 
play of merchandise. 


# In connection with the hazards of 
weather, it is entirely probable that this 
key problem in outdoor retailing may be 
alleviated by at least two current scienti- 
fic developments. One is the application 
of electronics to the vending machine 
(including the ultimate availability of 
electronic air conditioning and refrigera- 
tion, which may now be only two or 
three years away). The other is the ex- 


posure of foods, etc., to gamma ray and 
other radiation which may make these 
perishable items impervious to the out- 
door elements. 

In other words, science may team up 
with mechanics and with retail mer- 
chandising ingenuity and wind up with 
a wholly new form of outer space mer- 
chandising—a form as original as the 
term itself (and, by the way, I did not 
coin the term). 


® It will be interesting to see to what ex- 
tent our great established retailers will 
take the lead in this fascinating develop- 
ment. If they don’t, the discount house 
may show them the way. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Nothing gets more mixed up than ad- 
vertising that is mixed together of layout, 
art, and copy, created by minds undisci- 
plined and uncollaborating in advertis- 
ing’s body of truth. Too, there is such a 
thing as just common sense that, in the 
absence of knowing what research has 
proved, may obviate common stumbling 
blocks in the path of getting big adver- 
tising value for your money. 

This full four-column ad is for a store 
that runs its signature anywhere in the 
ad. If it were sending salesmen out 
house-to-house, no doubt those salesmen 
would introduce themselves at any time 
in the course of the sales presentation— 
if they got a chance to make any. 


® In this particular ad, the logotype is at 
the right place for such advertising gen- 
erally. But if the name is in the right 
place, then the rest of the elements are 
not in the right place. 

The pull of the eye is to the bottom. 

Since there is nothing of importance 
there except bare illustration, only the 
few most partial and interested glimpsers 
are likely to take the trouble to look back 
to the top of the ad to read the copy. 

The line illustration has little signifi- 
cance, whereas it might have much, since 
there are common ways boys are hard on 
shoes in the Midwest. Mountain climbing 
here is largely restricted to alcoholics 
who rarely wear Boy Scout shoes. 

Art will answer: “It isn’t intended to 
be literal.” That’s obvious. 

But is it intended to help the reader 
perceive? 

The copy starts “... these young men 
are on the go.” (No caps of course. The 
common people use caps.) 

If the art was noticed before copy was 
read, the words are redundant. 

Whether they are redundant or not, 
they do not partake of any of the great 
proved ingredients of good headlines. 


@ If an ad doesn’t have a headline (and 
only stylists in retail advertising who are 
more concerned with being different than 
being effective would forego headlines) 
then the very first words should say the 
most arrestingly provocative pertinent 
thing possible about the service or benefit 
delivered by the merchandise. It is folly 
always to presume upon the time and in- 
terest of readers. 

Only great stores that are making good 
money—possessed with a fabulous incre- 
ment of good will gained through the 
years—can afford to waste money so 
blithely and monumentally. 

It must be understood that no advertis- 
ing which looks clean and inoffensive 
can be so poor as to completely divorce a 
great store from response from its hard 
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these young men are om the go... best way for them to go (we think) is in our 
Boy Scout shoes by Skyrider and Cadillac. From the Geet step of a new Cab Scout 
taking size 3, say) to the confident stride of an Eagle Scout (im his sine 10's) —there's 
the right Boy Seout shoe for hi schoultume. dress-up and beafing-around lives. Com- 
fortable. sturdy, and fitted to perfection in our }oung People's Shoes—Fourth Floor, 
Find 

oll Scout equipment on our Fourth Floor, an official Boy Scout headquarters un; 
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core of most logical customers for its ad- 
vertised items. 

But advertising should not take a 
hitch-hike on the coat tails of a store’s 
sales momentum. It should instead be a 
propelling force, contributing all possible 
to the store’s progressive growth and suc- 


cess. 

Good advertising sells, not just the 
cream of prospects—but gets them, plus 
the next level, and then through plus 
selling, the next level, and so on, through 
as many levels of inertia and resistance 
as possible. 

This ad presumes to sell because the 
store has good will and reputation. For 
the store to be able to presume on power- 
ful help from the ad it should have been 
put together in accord with a defensible 
definition of layout. The art should have 
been pertinent, attention attracting, and 
an aid to perception of the thing adver- 
tised. And copy should have done a good 
selling job, instead of a skip-stop job. Of 
course, good, interesting, cogent copy is 
infinitely harder to write than just any 
few words. 

All this is not to argue against effort 
toward freshness and newness in retail 
store advertising. Freshness and newness 
are desirable, but only when they height- 
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en the success of, instead of defy, sound 
advertising-selling principles. Ideas are 
excellent in advertising—but only when 
they are selling ideas. 


®# Any store that continues for long with 
advertising so scornful of all that has 
been proved about selling, will sooner or 
later find itself bleeding, I believe, unless 
bolstered by great population growth in a 
boom area—and will wonder ultimately 
whence comes its profit anemia. 

Since advertising is a “built-in ex- 
pense” in most store budgets, weak ad- 
vertising is not soon spotted as the profit 
bleeder by typical managements. Ad 
money is appropriated and is there for 
spending, so that’s that. Conversely, when 
advertising becomes an intensely vital 
understanding of management, and is 
made hyper-productive, the effect on 
profits is remarkable—since fixed ex- 
penses remain level. And advertising can 
be spotted as the builder. + 
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The COPYWRITER'S Art Course 


How to put action into your stick figures 


Increase the communicative value of your roughs to the art de- 
partment by understanding and using action when necessary 


KS ., 


> 


rH 


ai; | 


These figures show dignity, repose, 
quiet calm. Note vertical and hori- 
zontal lines, lack of angles. 


Here are figures with mildly accented 
action; they are beginning to move, 
expressing some life. Vertical and 
horizontal lines still predominate. 


Note absence of vertical and hori- 
zontal in figures, increased use of 
angular lines. Here it’s “busy,” ex- 
cited, active. 


Control the appearance and com- 
municative value of your roughs by 
choosing appropriately behaved stick 
figures. 


Next Lesson: 
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advertising 
action 

in this advertising age 


Farm Publication Linage Moves to Ad Age! 


88,354 more lines of advertising than its closest trade press 


| competitor . . . 11,501 more lines in °56 than in the previous year. . . 
Advertising Age 123,326 oe ; ‘ ; . . aa : 
51° more total pages, even comparing its king-sized against smaller pages: 
Ad Age is again the first choice of farm publications which have 
2nd Publication | 10,220 market and media values to sell. 


i ded Peblicotion ]asg72 The reasons are many and substantial. Age offers its advertisers the 
| greatest-in-history circulation, 37,000 paid. It offers a total weekly audience of 
teh Publicetion 25.620 141,000—plus a quality and intensity of readership unmatched in the 


world of advertising and marketing. 


5th Publication 1,176 


If you want action from important advertiser decision-makers and their agencies, 


line up your schedule in the publication that activates this 


Farm Publication Linage $53,900,000 field: Advertising Age. 
In the Advertising Press, 1956 
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Advertising Age | 


| impoitauit to impoitaut people ae oe” 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 


1 Yeor 


480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK (52 issues) $3 
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NBC Appoints Yentes | 
Stanley L. Yentes, formerly sales 
service supervisor of NBC Tele-| 
vision Films, New York, has been | 
named manager of sales. 


Top 
Reading 
for Top 
Military 
People! 


ARMY * NAVY *AIR FORCE 


Write or phone any | 
1 Army Times office for 
| sample copies and rates. § 


King, daughter of an artist who worked for the Dauchy Co., the nursery rhymes and animals. 


' ‘ : ee b ] 
T eb laces echt endina gd ; one fe ems, or ’ Sing a song of sixpence. sing a little ballad —— 
REGIS ER - ld ae eae ; - ‘ Serve the King some Jel, fiaid in a salad JELLO 
= . The salads s0 refreshing. the King is overjoyed-- Ra real 
, And four and twenty blackbirds are now unemployed . — 


JELLO JUBILEE—In mid-June, the Jell-O division of General Foods company’s agency. Children were favored by artists for Jell-O 
marked its 60th year (AA, June 17). Here are some photos of Jell-O campaigns (left). These were done by Rose O’Neill, who modernized 

AFFILIATED WITH merchandising from the early days: (center) One of the earliest the original “Jell-O Girl.” Current Jell-O ads (right) still retain 
ARMY TIMES PUBL. CO. ad campaigns featured the “Jell-O Girl.” The original was Elizabeth child-appeal emphasis. Recent years have seen the ads feature | 
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a 
Chicago Reps Elect |W. Sauerberg, Ward-Griffith Co.,, Francisco, and the Mayers Co., Los 

Charles L. Healy, O’Mara &/|secretary and assistant treasurer, Angeles, have both dropped their 
Ormsbee, has been elected presi-| and George E. Gilbertsen, John W.|independent names from_ the 
| dent of the Newspaper Representa-/| Cullen Co., treasurer. branches of Cunningham & Walsh 
tives Assn. of Chicago. Other offi- Inc. and henceforth will be offi- 
cers elected are A. P. MacKinnon,| C&W Divisions Drop Names cially known by the name of the 
New York Times, vp; William Brisacher, Wheeler & Staff, San| parent agency. 


CINCINNATI 


Your advertising dollar 
5 a. PAYS DIVIDENDS 
through continuing sales 


when you tell your story 
in the CINCINNATI TIMES-STAR 


The Evening Newspaper with the “New Look” 


Take a closer look at the Cincinnati market oxtail 


TIMES STAR 
130,919 


through the “Now Look” in the Times-Star. You Sept 30, 1956 


reach into the homes of the Queen City market 


CINCINNATI 
; ' POST CINCINNATI 
where the buying starts. Do as the Retailers do 128,993 POST 
Sept 30, 1955 130,004 
Sept. 30, 1956 


... use the circulation leader in the afternoon 


CINCINNAT! TIMES-STAR 
128,000 


field, Cincinnati Times-Star. Sept 30, 1955 
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ABC City Zone Circulation 


Auto-Lite Road Show 
Sells Advertising to 
Wholesaler Reps 


Detroit, June 18—A 20-minute 
color sound film dramatizes the 
importance of national advertis- 
ing to the wholesaler and his 
salesmen as part of an Electric 
Auto-Lite Co. “Sellerama,” which 
hit the boards here last week. 
The film analyzes the crucial 
test of a product—the consumer’s 
decision to buy and how advertis- 
ing creates a backlog of selling 
impressions which are called on 
by the consumer when he makes 
his decision to accept or reject a 
particular brand. 

The “Sellerama” also includes 
presentations by Auto-Lite offi- 
cials, skits, slide films and special 
effects plus orchestra accompani- 
ment to make up a three-hour 
traveling show introducing the 
company’s fall sales program. The 
24-city cavaleade will end July 
25. 


s The traveling theater will cover 
about 13,000 miles with an esti- 
mated total audience of 10,000 
wholesaler salesmen, who, in turn, 
will pass along the information to 
service stations, repair shops and 
garages in all parts of the country. 
A portable 32’ stage, transported 
in a special van, it can be as- 
sembled and set up in less than 
two hours. 


Production Club Issues Book 
to Mark 25th Birthday 

As part of its 25th anniversary 
celebration, the Advertising Agen- 
cy Production Club of New York 
has issued a 144-page anniversary 
journal. Its contents include 15 
feature articles by graphic arts 
authorities, with a lead-off article 
by Earnest Elmo Calkins. Proceeds 
from advertising in the journal 
will be used to set up an advertis- 
ing production scholarship in a 
local university. 


Voi-Shan Names GCP&éV 

Voi-Shan Mfg. Co., Culver City, 
has named Gaynor Colman Pren- 
tis & Vari¢y, Los Angeles, to han- 
dle its advertising. Dozier-Eastman 
& Co., Los Angeles, formerly had 
the account. 


Dagit Joins Robinson 

Diane Dagit, formerly in the 
copy department of N. W. Ayer & 
Son, has joined Robinson, Adel- 
man & Montgomery Inc., Philadel- 


phia, as media director. 
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Names Hutton and Walter: 
Anderson Makes Switch 

Donald S. Hutton and Harland G. 
Walter of Advertising Sales Asso- 
ciates, Detroit, have been named 
sole representatives in eastern 
Michigan and northern Ohio for 
Sports Afield. 

Robert A. Anderson, formerly 
Detroit manager of the magazine, 


Shamrock Names Dowden 
| Edward C. Dowden, formerly 
|publicity manager of Republic 
| Pictures, has joined Shamrock Stu- 
| dios, Winter Park, Fla., as director 
of advertising and publicity. 
| 
| ABC Film Names Loeb 

Lester A. Loeb, formerly on the 
'sales staff of WMGM, New York, 


King Appoints Two Reps 

King Publications has appointed 
Robert D. Sawyer district man- 
ager for Wisconsin, Minnesota, 
Iowa, Missouri and Illinois (ex- 
cept Cook county) and Bertrand 
J. Smith district manager for the 
New England states and the out- 
state New York area. Mr. Sawyer 
was formerly an account execu- 


has transferred to the Chicago) was named eastern sales rep for|tive of Paulson-Gerlach & Asso- 


staff. 


| ABC Film Syndication, New York. 


'ciates, Milwaukee; Mr. Smith was 
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an account executive of Evans,| Houston Group Buys KLFY 
McClure & Associates, San Fran-| 4 group of Houston business men 
cisco. |has bought radio station KLFY, 
| Lafayette, La., an ABC network 
Standard Oil Plans TV Show affiliate, for $150,000. Among the 
Standard Oil Co. (N. J.) will officers of the Pelican Broadcast- 
stage a special 90-minute telecast | ing Co., new owner of KLFY, are 
Oct. 13 on NBC to mark its 75th) John Paul Goodwin and Henry 
anniversary. The musical variety | Dannenbaum of Goodwin-Dannen- 
extravaganza will be produced by| baum Inc., Houston agency. Mr. 
McCann-Erickson, New York, the’ Goodwin is president and Mr. 


oil company’s agency. 


Dannenbaum, treasurer of Pelican. 
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EVENT oss 


the cornerstone for wrc-Tv’s new four million 
dollar color television plant in Washington, D.C., 
was officially installed by Vice President Richard 
M. Nixon and NBC President Robert Sarnoff. 

Beginning this Fall, wrc-tv will fulfill the 
promise in Mr. Sarnoff’s dedication remarks: 
“Soon the nation will be able to see in living color 
the events, personalities, and scenes of the Capital, 
and from this added dimension our people will 
gain a truer picture of the institutions that are part 
of our national heritage. In a real sense, they will 
acquire a better picture of their government.” 

And in the words of Mr. Nixon this was “an | 
historic occasion,” for this is the first structure 
ever built expressly for color. It is also a symbol 
of wrc-Tv’s integration with Capital life, and of 


its continuing service to 
viewers and advertisers. WRC- I ) A 
Washington, D.C. Sold by Spot Sales 
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Rosenberg Heads U. S. Premium | 

Herbert M. Rosenberg, for the 
past ten years manager of the 
premium and industrial sales de- 
partment of A. Rosenblum, New 
York, has been elected president of 
the U. S. Premium Corp., New 
York. He replaces F. Saporta, who 
has resigned. 


BBDO Appoints Two 

William J. O'Donnell, a vp, and 
James R. Schule, vp and legal 
counsel, have been named assist- - 
ants to the general manager of|purRSONAL—Purr Pet Foods, San 
Batten, Barton, Durstine & Osborn, | Diego, is offering a Kitty Kottage 
New York. The general manager is| qs q premium with its products. 


Charles H. Brower, who was re- Barnes Chase Co. is the agency. 
cently named to that new post. \ 


Standard Rate Promotes Klatt 

John F. Klatt has been appointed 
executive manager of Media/scope 
—a new magazine devoted to the 
media buying function—published 
by Standard Rate & Data Service. 
Prior to joining SRDS three years 
ago as media relations director, 
Mr. Klatt was media director for 
eight years in the Chicago office 
of McCann-Erickson. 


Baker-Raulang Boosts Dorod 
Alfred E. Dorod, sales promotion 
manager of Baker-Raulang Co., 
manufacturer of material-han- 
dling trucks, Cleveland, has been 
named director of advertising and 


sales promotion. 


THE INQUIRING ADVERTISER: 


“What's Wrong With 
My Sales Approach 7” 


Answered by John Pepper 
and Bert Ferguson, owners of 
Radio Station WDIA, Memphis 


QUESTION: I’m missing sales in the Memphis mar- 
ket. What’s wrong with my sales approach? 


Mr. Pepper: You can be pans high vol- 
ume sales in Memphis, if you haven't re- 
alized that the Negro population makes up 
over 40% of the Memphis trading area! 
Mr. Ferguson: And you're missing high 
volume sales . . . and profits ... if you 
haven’t realized that with WDIA, the first 
radio station in the area to program exclu- 
sively to Negroes, you can sell this Memphis Negro 
market as a unit! 


Mr. Pepper: The low percentage of television ownership 
among Negroes and low Negro newspaper readership 
mean that you can’t reach the Memphis Negro effective- 
ly through these media! 


Mr. Ferguson: You don’t reach this market with any 
other radio station, either, since Memphis Negroes listen 
first and foremost to WDIA. Within 
one year after its change to exclusive 
Negro programming, WDIA jumped 
to first position in overall audience 
in every rated time period—and it 
has remained in the top bracket as 
the most-listened-to station ever 
since! 

Mr. Pepper: WDIA’s all-Negro staff tailors its program- 
ming exclusively to the Negro’s particular tastes and 
excercises an unmatched personal appeal to command 
his loyal listenership. A sales responsive listenershi 
which wields a purchasing power of well over half 
billion dollars! 


Mr. Ferguson: With an annual earnin, 
294,100, Memphis Negroes spent, on 
of this income on consumer goods. 
Mr. Pepper: And WDIA, with the 
only 50,000 watt transmitter in the 
area, combines power, coverage and 
following to deliver this Memphis 
market to you as a unit. It’s a ready- 
made, sales-responsive market! 
Mr. Ferguson: A high volume market 
which buys 47.3% of the bread sold 
in Memphis . . . 52.5% of the shortening . . . 52.9% of the 
women’s hosiery! 
Mr. Pepper: The Negro has become a vital contributing 
factor to the ming economy of the Memphis area, 
with its steadily increasing industrial and commercial 
owth. He is elevating his standard of living . . . he is 
uying more consumer goods. 
Mr. Ferguson: He is buying more because he is earning 
more! The Memphis Negro has a higher comparable in- 
come than Negroes in any other area in the whole coun- 
try. According to a recent 129-city survey by one of the 
country’s largest corporations, Memphis with $28.79 of 
Negro income for every $100 of white income, ranks first 
in ratio of total Negro to total white income. That's 
three times the average of comparable Negro income in 
Philadelphia . . . almosi five times the average in New 
York! 
Mr. Pepper: For scores of such year- 
round national advertisers as Colgate, 
Chesterfield, Maxwell House Coffee if 
and Nabisco, WDIA’s unique, hard- : 
hitting salesmanship delivers high vol- 
ume sales and profits unmatched by 
any other medium in the area! 
Mr. Ferguson: WDIA can create the same high volume 
sales for your product. Within its coverage area are 
1,237,686 Negroes—almost one-tenth of the Negro popu- 
lation of the United States! 


Mr. Pepper: And remember again: WDIA can deliver 


power of $616,- 
e average, 80% 


Advertising Age, June 24, 1957 


Nielsen Radio 
Two Weeks Ending May 11, 1957 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (433) 
1 Sack Bonny (Lucky Strike, CBS) ......cccscccsrcscscrcrcsccccsssescccssossereesscsssersessseosensors 1,204 
2 i i isisis « ercnsonecnssiininstipensonabsemmsnpinettantiiniabeann 1,107 
3 Cavalcade of Sports (Gillette, NBC) ........cccrccccrcsscosscccssssrrscsssscoscrsnscesssooecs 867 
4 Counter-Spy (Participating, MBS) 722 
5 True Detective Mysteries (Participating, MBS)  .........scsssserserseeeereeeecnnenens 722 
6 Telephone Hour (Bell Telephone, NBC) ..........ccccccsssssnenesesnssenreeennensenennnnnes 674 
7 Mitch Miller (Several sponsors, 8:25 p.m., CBS) ..........0.05 626 
8 Mitch Miller (Several sponsors, 8:10 p.m., CBS) 626 
9 Mamier Gparts Cat, FRB Witting HIG) ccccecccssscrcscovccccccccesssissesssorsnccecscevecceese 626 
10 Spear: Cig GIGS a ee Cite ttrtincceenis 6 srtrecicnstecnistsccsintninneenecccnns veces . 626 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
1 Se re tn CI ie TD ccnennancesccasetsstcnennessnetntittcccsczecesccccesees 1,252 
2 Lowell Thomas (Delco Batteries, CBS) 
3 One Man's Family (Participating, NBC) o..........cccccsssersseseeseeeneeeesereeneeeeeeeenees 1,107 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


1 Young Dr. Malone (Scott, first half, Thurs. & Fri., CBS) .......:cccccccceeseeeee 1,830 
2 Young Dr. Malone (Lever, second half, Mon.-Fri., CBS) .......ccccccccsseseeeeeees 1,733 
3 Ma Perkins (Lipton, second half, Mon.-Fri., first week, CBS) ........00cc00 1,685 
4 Helen Trent (Lever, first half, Mom.-Fri., CBS) ......ccccccccccccseeeecesseneerstereeeeeee 1,637 
5 Our Gal Sunday (Colgate, 12:45 p.m., Mom.-Fri., CBS) oo..ccccccccccceeseccseeeeeee 1,637 
6 Ma Perkins (Lever, first half, Mon.-Fri, CBS) ..........ccccccccscseeseeeceesecceereeeeeee 1,637 
7 Backstage Wife (Scott, second half, Fri., CBS) ........ccccccsscsecseeeseeereerrenreecneee 1,637 
8 Arthur Godfrey (Scott, 11:15 a.m., Fri., first week, CBS) .0.0..........0006 1,589 
9 Helen Trent (Scott, second half, Mon. & Thurs., CBS) .........ccccccccccccceceeeeeee 1,589 
10 Second Mrs. Burton (Colgate, 2:15 p.m., Mon.-Fri., CBS) ......cccccccccceseeeeeeeee 1,589 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (385) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) oo..cccccccccccccccccseeeecseeseensveneeeens 1,445 
2 Robert Trout-News (Chevrolet, 5 p.m., CBS) ....cccccccccccssssessesseeerennrenenneneenene 963 
3 Soe ATE GOT, GD ceccctrcscrcertnctcotesermecccann siasttinatiiaenmeenensircinie 867 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
1 Sports (12:55 p.m., ABC) 
2 Allan Jackson-News (Chevrolet, 1 p.m., CBS) ... 
3 You Bet Your Life (DeSoto-Plymouth, NBC) oo....cccccccccssesessereeeeereneeenneneenes 
*Number of homes reached is based on 47,700,000, the estimated March 1, 1957, 
total U. S. radio homes. 

THomes reached during all or any part of the program, except for homes listening only 
one to five minutes. For a program of less than 10-minute duration, homes listening 


this market to you as a unit! Write us today. Let us 
know what product you want to sell. ; 
Mr. Ferguson: We'll give you facts showing how we can 
create sales for you ... in this solid Southern market! 


WDIA is represented nationally by John E. Pearson 
Company 


Commercial Manager. Harold F. Walker 


one minute or more are included. 


| Singer Adds Antique 


| advertising for Sigmund Roths- 
_Account; Appoints Cheston child Galleries, New York antique 


David Singer Associates, New| ®®4 auction center. 


ly rk, has been named to handle|. The agency has appointed Her- 
=, - . - bert H. Cheston Jr. account exec- 


Black creas show 
Texas Counties spot- 
lighted in Texes 
issues and Oklahoma 
Counties spotlighted 


news comes first 


Stockman, the ONLY farm publication 


utive and a member of its creative 


io : board in charge of marketing. Mr. 
Cheston formerly was retail adver- 
| tising manager of Chester H. Roth 
|Co., New York hosiery manufac- 
| turer. 


: The Rural Southwest 
~ | With Local Interest! 


Localized treatment of ranch and farm 


B&B Closes S.F. Office 

| Benton & Bowles has closed its 
San Francisco service office and 
Robert E. Little, manager and 
western region account executive, 
will take a vacation before an- 
nouncing his future plans. The 
|office had been maintained essen- 
tially to service the Studebaker- 


with The Farmer- 


in Oklahoma issues 
during 1956 with 
one or more local- 
ized editorial fea- 
tures in The Farmer- 
Stockman. 


5 t Packard account, which has shifted 
: Edited Separately for Texas . . . to Burke Dowling Adams _ Inc., 
\ Edited Separately for Oklahoma! Atanta. 

\ 

\ This local spotlighting of news and informa- Armstrong Joins Jordan Marsh 
} tion appeals to the ranchers and farmers of Thompson W. Armstrong, for- 
1 Texas and Oklahoma because it gets closer- merly advertising and display di- 
' to-home . . . talks about their needs in their rector of Roger's department store, 
' own areas. This localized treatment produces phere = oe wagon A conga 
: intensive readership for The Farmer-Stock- ‘Jordan Marsh, Miami 5g 
H prod IF a advertising pay off issue- beth Davis, a member of the ad- 
/ . ’ ae . vertising department, has been ap- 

/ So, place your advertising in the farm publi- pointed art director. 


/ cation you'd read if you lived in the Rural 
Southwest. Place your advertising in The 
Farmer-Stockman. 


é 
434,813 paid subscribers. 


lhe Farmer-Stockman 


OKLAHOMA CITY + DALLAS 


J. H. Hunter, Advertising Director 


400 N. Michigon Avenue 500 N. Broadwoy 
Chicago 11, SUperior 7-6145 Oklehome City 1, CEntrel 2-331; 


420 Lexington Avenve 4321 N. Central Expresswoy 
New York 17, MUrray Hill 4-3340 Dallas 5, LAkeside 1-312! 


Pit & Quarry Advances Two 

Richard J. Murphy has been ad- 
vanced to eastern advertising man- 
ager of Pit & Quarry Publications 
in their New York offices. Ray- 
mond S. Neuwelt has been mid- 
western advertising manager for 
the company, with offices in Chi- 
cago. 


Carpet Co. Appoints Howison 
Bigelow-Sanford Carpet Co., 
Thompsonville, Conn., has ap- 


pointed Robert W. Howison as vp 
in charge of marketing. He was 
formerly vp for sales. 
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Reed Smilde 


RCA Counterclaim 
to Philco, Lansdale 
Lawsuit Is Filed 


PHILADELPHIA, June 
Corp. of America filed a counter- 
claim in U. S. district court last 
week, and a 30-page answer to a 
$150,000,000 lawsuit brought by 
Philco Corp. and Lansdale Tube 
Corp. charging monopolistic prac- 
tices. 

RCA’s counterclaim asks dam- 
ages treble the profits realized by 
Phileco and Lansdale from alleged 
patent infringement since January, 
1955. RCA also asks that the two 
firms cease infringement on its 
patent and that they pay costs of 
litigation. 


® Last January Philco and Lans- 
dale brought suit against RCA, 
General Electric Co., American 
Telephone & Telegraph Co.—and 
its subsidiaries, Western Electric 
Co. and Bell Telephone Laborato- 
ries—charging monopolistic prac- 
tices in RCA’s “patent pool” in 
radio, tv and electronics. 

Other firms asked that the suit 
be dismissed because the statute 
of limitations had expired on many 
of the claims. They also charge | 
Philco and Lansdale with partici- 
pating in illegal licensing agree- 
ments. 


® RCA, however, was most vehe- 
ment in its reply. RCA denies most 
of the suit’s charges, including at- 
tempt to establish a monopoly. 
RCA says it has made patents 
available to competitors, particu- 
larly encouraging small firms to 
enter the field. It also states that 
Philco has been selling tv receivers 
that incorporate ideas in RCA pa- 
tents and that Philco and Lans- 
dale cathode ray kinescopes for 
tv receivers and radio receiving 
tubes and semi-conductor devices | 
include ideas from RCA patents. + 
Fischer, Brucker Merge 

to Form New Agency 

Stanley Fischer and Martin B. 
Brucker have merged to form 
Fischer & Brucker Inc. with of- 
fices at 369 Lexington Ave., New | 
York. 

Mr. Fischer previously was head 
of his own agency, and has been 
associated with Lester Harrison 
Inc., The Chernow Co., Hirshon- 
Garfield, Altman-Stoller and the 
Frederick Clinton Co. Mr. Bruck- 
er resigned as a principal of 
Brucker & Ross Inc. to form M. B. 
Brucker & Associates prior to 
merging with Mr. Fischer. 


Holt Moves Magazines 

Henry Holt & Co. has moved its 
magazine division (Field & Stream 
and Popular Gardening) to 530 


Nykopp 
INTERNATIONAL—A presentation of a new marketing 
study of western Europe just completed by J. Wal- 
ter Thompson Co. was given at the National Press 
Club, Washington. Among those present were Johan 
A. Nykopp, ambassador of Finland; Loring K. Macy, 


Fifth Ave., New York. 


Resor Macy Meek Johnson 


Climaxing one of the happiest anniversaries in Sheraton his- 
tory was the recent opening of its new Philadelphia hotel. After 
nineteen years of steady growth, the Sheraton family now num- 
bers 46 hotels in 32 cities. Also celebrating an anniversary is 
Sheraton’s distinctive “magazine-poster” campaign — now in its 
fourth big year. BBDO Boston is proud to play a part in the 
continuing success of Sheraton, “the proudest name in hotels.” 


director, bureau of foreign commerce, Commerce 
Department, and JWT executives Stanley Resor, 
chairman; Samuel W. Meek, vice-chairman; Arno 
H. Johnson, vp and senior economist; Dr. Vergil 
Reed, vp and economist; Lubertus Smilde, economist. 


| Uncle Ben’s Rice to Reynolds 


| 
Converted Rice Inc., Houston, 
has named E. V. Reynolds Ltd., W 


Toronto, to handle its Canadian 
advertising. First product to be 
advertised will be Uncle Ben’s 
converted rice. The agency has also | 
been named to handle display pro- | 
| motion for the Montreal Star. 


Spitz Elected to FAAG 
Spitz Advertising Agency, Syra- 
cuse, N. Y., has been elected a 


| franchised member of the First 
| Advertising Agency 


Group, na- 
tional agency network. 


Marie does it | 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

ALL WAbash 2-8655. 


The Leller True 
431 S. Dearborn Street, top « 5, my 


HERE! DAILY most everyone keeps up 
_ with the world... HEAR rapio 490 FIRST © 


The Family Station 


: GREATER CLEVELAND'S 
ene METROPOLITAN VOICE 


More News 


WSRS) 


More Music 


..More Homes 


Big, bold and beautiful, this one-page ad does a three-way job 
for Armstrong Cork Company's Cushion-Eze®—the remarkable 
new flooring that cushions your steps with built-in air bubbles. 
First job was as a merchandising mailer to Armstrong dealers. 
Then, the ad went to work in magazines with a total circulation of 
more than 14 million. Now, as a retail display, the same ad helps 
keep Cushion-Eze sales rolling in stores throughout the country. 


Peelabanana, eatabanana, drinkabanana—that’s Bananaslang, 
And if awards are any indication, this campaign for United Fruit 
Company is a bananasmash hit. As a consumer series, Banana- 
slang was honored by Esquire magazine, and in Advertising 
Age. Adapted for trade papers, Bananaslang won a prize in the 
Associated Business Publications contest. True to the campaign 
theme, Banana readership has been “wholesome—and then some.” 


BATTEN, BARTON, DURSTINE & OSBORN, 


NEW YORK + ATLANTA + BOSTON + BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT - 


HOLLYWOOD + LOS ANGELES + 


Newest number in American Safety Razor Corporation line 
bids to make children’s home haircuts as universal as the Satur- 
day-night bath. Supreme Electric Home Haircutting Kits include 
everything needed for professional results. Supreme Kit TV com- 


mercials feature how-to-do-it footage, 


stress the money-saving 


angle. TV time buys for Supreme include co-sponsorship with 
ASR veteran Pal Blades on a network and regional basis. 


INC., 


MINNEAPOLIS + 


ADVERTISING 


PITTSEURCH + 


SAN FRANCISCO + SEATTLE + TORONTO 
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Frivolity Didn't Help... 
Once-Gigantic ‘Picture Post’ Folds; 


British Magazines Lose Readers, Ads 


posed.” 


Hulton’s Nine Other | | 
a oii . z |@ “The camera should be like the 
Publications Continue; notebook of the trained _re- 
General Field Cut to 3 porter, which records contempo- 
rary events as they happen with- 
By Mark Random jout trying to stop them to make a 
LonpDon, June 18—The last is-| picture.” 
sue of Picture Post, victim of an 


economic situation that seriously 
threatens Britain’s magazine and | 


e “People should be photographed 
as they really are, not as they 
would like to appear.” 


newspaper industries, has hit the | 
streets. |e “Photo reportage should con- 
Its folding leaves only three|cern itself with men and women 
general interest magazines cater-|of every kind, not simply with a 
ing to the British market. They | small social clique.” 
are Illustrated, another photo 
magazine, published by Odhams 
Press Ltd., and two fact-fiction- 
and-cartoon publications, John 
Bull, also published by Odhams, 
and Everybody’s, published by|® The war, and the economic con- 
Amalgamated Press. ditions and restrictions it brought, 
The final issue of Picture Post | were the making—and the break- 
was its own epitaph. The cover | ing—of Picture Post. 
picture, printed in color since In the far-flung battle fronts, 
1952, switched to b&w to repro-|the great home front efforts and 
duce the Vol. I, No. 1 cover. Un-|the vital postwar questions, it had 
der the red logo it carried the | fit subjects for great photography. 
gloomy line: “October 1, 1938- | Newspapers, severely rationed in 
June 1, 1957.” | newsprint supplies, could not 
Inside, the magazine gazed nos- | Spread themselves on photo cover- 
talgically over its shoulder at the | age of this kind, and Picture Post 
events it had recorded in its near- | had a ready-made market. = 
ly two decades—rather as a man’s} And while newsprint rationing 
entire life is said to flash through | Was in force, more advertising be- 
his mind before he dies. Almost | an to flow to the magazines. This 
the entire final issue was given | trend became more noticeable in 
over to “Glimpses of Our Era,”|the postwar years, when maga- 
a rambling photo essay consisting | Zines were given a freedom in the 
of a somewhat confused collection | use of paper that was still denied 
of pictures in odd juxtaposition | to the national newspapers. 
and rather maudlin captions 
harking back to “the good old Advertising Declines 
days.” It was a sad ending to a) In 1938, when Picture Post be- 
publishing venture that made his-| gan, only 17.2% of the nation’s 
tory of a sort. |total display advertising was go- 
; ing into magazines. By 1945, the 
s Picture Post owed its birth to|magazines were taking 26.18%, 
Stefan Lorant, brilliant Hungar-|and by 1954 the figure had risen 
ian photo-journalist who had|to 31.32%. In the same period— 
edited the German picture maga-| 1938 to 1954—the annual total for 
zine, Munich Illustrated. Hejall print display advertising rose 
tramped around London just be-|from $81,200,000 to $201,600,000. 
fore the war trying to find a back- But then the pendulum began 
er for his idea for a new kind of |swinging the other way. One rea- 
picture magazine. son was the comparatively high 
He found one in Edward Hul-|advertising rates in magazines. 
ton, son of a newspaper proprietor. | Between 1938 and 1952, the aver- 
Mr. Hulton said he was convinced,|age rate per single column inch 
“in spite of advice to the con-|per 1,000 readers rose from 1.05 
trary,” that the time was right to| pence to 1.89 pence in the nation- 
launch such a magazine. He put|al newspapers; in the magazines 


e “Everyday life should be por- 
trayed in a realistic, unselfcon- 
scious way.” 


up £100,000 (then about $500,- | it rose from 7.3 shillings to 13.30 
000) and founded Hulton Press | shillings. 

Ltd. | On the average, by 1952 it was 

Begun in 1938 | costing about 154 times as much to 

.. |reach 1,000 readers through the 

The magazine was launched in magazines as through the national 


late September, 1938—the time 
of Munich. The first 80-page issue 
sold for three pence (6¢ before 
devaluation) and proved a heady 
success. Sale of the initial issue 
was 750,000—nearly double that 
of the first issue of Life (400,- 
000). 

Financial experts 
venture was insanity, that the 


| newspapers. 

Yet while advertising space in 
the national newspapers was in 
short supply, the only other way 
to reach the mass audience was 
through the magazines, and the 
magazines waxed fat. But the day 


| : - 
of reckoning was approaching. 
insisted the | . PP g 


FINIS—‘Picture Post’ says goodbye 
to 20 years of publishing. The final 
issue used the magazine’s original 
cover picture. 


accounted for 90.56%. The maga- 
zines’ share dropped to 4.13%. 


® This trend away from maga- 
zine advertising and into news- 
papers has become an issue of 
debate recently. 

Dr. Mark Abrams, a leading ad- 
vertising statistician and research 
director of the London Press Ex- 
change, commented (AA, May 13) 
on “the possible emergency in| 
this country of a trend which has 
already established itself in the 
U. S.: The concentration of press 
advertising on large spaces in the 
multi-million circulation publica- 
tions.” 


National Dailies Gain 


Where newspapers in Britain 
score is in the geographical ad- 
vantages they have. As a result of} 
the compact nature of the poten- 
tial market, and of good commun- 
ications, they are able to print in 
three centers (London, Manchester 
and Glasgow) and be on sale 


throughout the country on the 
morning of issue. As a _ result, 
Britain has the world’s largest 


circulation in daily, evening and 
Sunday newspapers. There are no 
compelling reasons for advertisers 
to go into general interest maga- 
zines when they can reach a larg- 
er audience at a much lower per 
1,000 rate through the national 
newspapers. 

So much for the general adver- 
tising picture in which Picture 
Post fared perhaps a little worse 
than its rivals. 

What of the circulation of Pic- 
ture Post? Again, several influ- 
ences were operating. After hov- 
ering between 1,000,000 and 1,- 
300,000 from early 1939 to late 
1943, it began a steady and grad- 
ual climb until it reached a peak 
around 1,422,000 at the end of 
1949. 


e Mr. Lorant left the magazine 
to go to the U. S. in late 1940, 
and Tom Hopkinson, who had 
been concerned in the launching, 
took over the editorial chair. He 


s As newsprint restrictions on the 
national newspapers were gradu- 
ally eased in the next few years 
and more advertising space be- 
came available, advertisers and 
agencies began switching from the 
magazines. 

Although the total print dis- 
play bill nearly trebled between 
1938 and 1954, the increase in 
|mewspaper display advertising 
from 1938 to 1952 was less rapid 
than the increase in magazine ad- 
vertising. Then the newspapers 


magazine cost twice its cover 
price to produce. By the time a 
budget appeared from the launch- 
ing chaos, it was estimated the 
magazine would lose money for | 
two years. It did lose money— 
some weeks as much as $30,000. | 
But the circulation climbed, and | 
Picture Post became established. 

In the first half of 1939 it was 
selling around 1,300,000 copies a 
week. It then dropped back 
slightly, but hovered around the 
1,000,000 level all during the war 
years. 

In those days the magazine was 
something of a social phenome- 
non. It had a timely political edge 
to it and a social conscience. It 
hewed closely to the criteria that 
Mr. Lorant, its first editor, set for 
himself: 

e “Photographs 


In 1955, for instance, national 
newspapers took 23.88% of the in- 
crease of the total 1955 appropri- 
ation over 1954. The total news- 
paper share was 57.55%; maga- 
zines got 35.77%. 

Last year national newspapers 
|took 68.57% of the new money, 


began to record the bigger gains. | 


shared Mr. Lorant’s views on 
|photo journalism and subscribed 
|to his creed of what photo jour- 
|nalism should be and do. The 
magazine still had its political 
axes to grind and still could gen- 
erate concern over social ques- 
tions. This approach was reflected 
in the growing circulation which 
occurred despite an increase in 
the cover price from three to four 
pence in May, 1942. 

Mr. Hopkinson left the magazine 
as a result of a dispute over a Ko- 
rean series. 


Sales Drop 


to compensate for inflation result- 
ing from the Korean war. News 
agents reported that magazine 
sales suffered as readers hedged 
to keep their bill for newspapers 
and magazines around the same 
level as before the increase. Pic- 
ture Post itself raised its price to 
five pence in July, 1951, and again 
to six pence in December, 1951. 

Early in 1952 the average week- 
ly sale went above 1,000,000 for 
the last time. Editor  suc- 
ceeded editor, as the management 
searched for a new formula—one 
that would stop and reverse the 
downward trend of the sales. 
They tried the frivolous approach, 
and drove away some of the read- 
ers who had bought the magazine 
for its seriousness and maturity. 

Even slashing the cover price, 
from six pence back to four pence, 
failed to stop the drift. By early 
this year, when the cover price 
had soared to a shilling (14¢), the 
circulation was down to around 
730,000 a week. It dropped more 
than 186,000 readers in 1956, and 
the decline was speeding up. 


Final Issue 


Fleet St.’s newest knight (Jan- 
uary, 57), publisher Sir Edward | 
Hulton, administered the coup de 
grace. The falling circulation had 
been noted (AA, March 11) but 
not a rumor preceded Hulton’s 
announcement of the dateline for 
demise. 


s Behind the expressionless white 
facade of eight-story Hulton 
House, Fleet St.’s first major post- 
war building, opened earlier this 
year, plans were being drawn up | 


Hulton. This week 
known that the company is one of 
22 bidders for the contract to run 


cover southern England. 
Mr. Hulton was aiming to go in 


the death of Picture Post. He said, 
announcing that publication un- 
der present conditions was uneco- 
nomic, “television is doing so well 
much of the work that we pi- 
oneered in Picture Post.” 

He was also understood to be 
considering new publishing ven- 
tures, possibly even reviving plans 
for a color newspaper, although 
the economic situation in the press 
world at present might well knock 
any such plan in the head. 


s Sir Edward announced that the 
company remains actively con- 
cerned with its many other publi- 
cations, including Farmer’s Week- 
ly (165,000); Lilliput (151,000 
monthly), magazine for men; 
Housewife (238,000 monthly) and 
its children’s cartoon papers, Rob- 
in, Eagle, Swift and Girl, which 
have a combined weekly sale of 
2,000,000; and two controlled cir- 
culation publications: Garage & 
Transport Equipment and Produc- 
tion Equipment Design. 

Among Hulton Press’ other in- 
terests are a book department, 
with a current catalog of 80 titles, 
an educational department dealing 
in books and visual aids, and the 
Picture Post Library, which trades 
in photos and prints for illustra- 
tion purposes. 

It is planned to absorb the staff 
of 50 employed on Picture Post 
into the company’s other activi- 
ties “as far as possible.” 


The Other Three 


| At one blow, the number of 


clining to around 1,000,000 again. 
Besides the loss of its initial vigor 
and social drive, other factors 
made their mark. All newspapers 


The sales of Picture Post then | 
began to slip away, gradually de-| 


the happiest position of the three 
|at the moment. It has been drop- 
ping readers recently (down 167,- 
000 in 1956) and its circulation is 
{now around 720,000. Its main 


should not be'and all newspapers as a group’ raised their selling prices in 1951 rival has relinquished the photo 


| the 


the commercial television station | 
|planned for the Isle of Wight to! 


the medium that he blamed for | 


e Illustrated: This is probably in 
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Fleet St. Tension 
Grows with Demise 


of ‘Picture Post’ 


Lonpon, June 18—The death of 
Picture Post heightened the tension 
in Fleet St. The rumor mill has 
been grinding away with stories of 
mergers, sales and foldings. 

The most well-founded rumor 
has the Daily Herald, official paper 
of the Labor Party, merging with 
the News Chronicle, liberal daily. 

These two papers are finding 
it difficult to compete for readers 
and advertising against newspapers 
such as the Daily Express and Dai- 
ly Mirror, both of which boast cir- 
culations in excess of 4,000,000. 

Negotiations leading to the for- 
mation of a News-Herald report- 
edly have been going on for more 
than a month. The merger would 
create a paper with a 3,000,000 cir- 
culation, third largest among na- 
tional daily papers here. 

You can have your pick of other 
rumors. One says the Daily Mirror 
is going to buy the Star, London 
evening daily and sister paper of 
the News Chronicle. Another says 
that the three opinion weeklies of 
right—Spectator, Truth and 
Time & Tide—will merge into one 
publication. Both of these rumors 
have been vigorously denied. 


® Behind the jitters in publishing 
houses are increasing costs of pro- 
duction and a relentless drive for 
circulation and ad revenue. Cas- 
ualties have been heavy. Ten 
newspapers have folded in Britain 


for new ventures, according to Mr.|!" the past year. 
it became | 


Circus-type promotions are be- 
ing used here to build mass circu- 
lations. Readers are lured with fan- 
tastic prizes offered in newspaper 
competitions. In addition to cash, 
automobiles, houses and furniture, 
prizes such as the following have 
been offered: A small general 
store, garage and accommodation 
(“win a home and a business”), a 
licensed inn (twice), a safari, an 
airplane, a race horse (twice), a 
“grub-stake to start you up in your 
own business” (twice), a rest cure 
in Bermuda, a vacation with movie 
stars on location in Italy, “your 
income tax paid for life” and “dou- 
ble your income.” # 


magazine field and given IIllus- 
trated a chance to pick up some 
readers. It appears ready to make 
the most of it. Plans have been 
laid for a vigorous summer pro- 
gram. 

It is to run a new contest for 
amateur photographers as part of 
the campaign. 

It is also favored by coming 
from the stable which produces 
Woman (3,427,474), mass selling 
women’s magazine. A_ publisher 
with such a money spinner can 
afford to hold on when another of 
its publications is slipping. 


e John Bull: Also published by 
Odhams and therefore as favored 
|as Illustrated, except that it does 
not have its field to itself. Slicker 
production and sharper editorial 
| handling in recent years have im- 
proved its competitive position. It 
still sells more than 1,085,000 cop- 
ies a week, and its circulation de- 
cline has not been as marked as 
in the photo magazine field (down 
about 50,000 in 1956). 


e Everybody’s: Now selling around 
620,000 (down 80,000 in 1956). 
The editorial approach has been 


general interest magazines here brightened recently. It comes 
has thus been reduced by 4/from a publishing house which 
quarter. What of the three that| produces a wide range of periodi- 
are left? 


cals, mainly aimed at shopgirls, 
factory workers and children. 


LORANT DENIES TV 
HURT ‘PICTURE POST’ 

Lenox, Mass., June 18—Stefan 
Lorant, founder-editor of Picture 
| Post, told ApvertistNe Ace that the 
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British weekly folded because “it)NJAA Publishes Handbook 
was rotten.” , : 
National Industrial Advertisers 
Reached here by telephone, Mr. | Assn., 271 Moedieen ‘aot New | 
| Lorant said the magazine began to| york,” has published Section 2 of | 


deteriorate after he left in 1940. | ite handbook seri : 4% 
“It lost 750,000 readers in a few) = es designed to 


| hel dvertisi n luate the | 
months after I left,” he recalled. P advertising men evaluate the 


|Walker Buys ‘Barre Times’ 
Alexander C. Walker, business 
manager of the Daily Times, 
Barre, Vt., and one of the news- 
paper’s owners, has bought out the 
four other partners, Dean H. 


MORE COVERAGE 
MORE LISTENERS 


than any other full-time 
tn station in Texas a 


> . |results of industrial advertising. 
I never believed This section of “Know . . 
methods of handling inquiriés or | 
leads from advertising. To NIAA| 
members, the initial copy is free; 
additional copies are $2.50. The 
price to non-members is $5 a copy. 


Woodward Named A.M. 

W. W. Woodward, assistant ad- 
vertising manager of the feed divi- 
sion of General Mills, Minneapolis, 
has been appointed advertising 
manager of the division. He suc- 
ceeds George S. Barnes, who is re- 
tiring July 1 after 33 years with 
the company. 


in talking | 
down to the reader,” Mr. Lorant | 
said. “During my editorship the) 
magazine had contributions from) 
Winston Churchill, George Bernard 
Shaw and H. G. Wells.” 

Afterwards, he said, Picture Post 
turned into the “usual, obvious 
magazine,” catering to the 14-year- 
old mind. “It lost its influence and 
circulation,” he said. 

Mr. Lorant said, “It is simply 
asinine” to blame television for the 
failure of the magazine. 

“If that were so,” he asked, 
“where would Look and Life be?” 


Film Council Urges TV Test 
The Hollywood AFL Film Coun- 
cil, composed of unions and guilds 
representing more than 24,000 em- 
ployes in the Hollywood motion 
picture production industry, has 
unanimously adopted a resolution 
urging that “widespread public 
tests of subscription tv service be 
authorized by the Federal Com- 
munications Commission at the 
earliest possible moment, in order | 
that the merits of pay tv service | 
without advertising may be ana- 
lyzed and compared with tv con- 
trolled by advertisers and networks 
and that decisions may be intelli- 
gently reached as to the effect =| 


the national economy, and on em- 
ployment in the entertainment 
industry, of a combination of both 
types of tv services.” 


Paint Co. Names Agencies 

Cockfield, Brown & Co., Montre- | 
al, has been named to handle ad- 
vertising in Canada for all of 
Sherwin-Williams Co. of Canada’s | 
paint products. The agency has 
been placing ads for Sherwin’s| 
Kem products. Concurrently, Mar- 
tin-Senour Co., a wholly-owned 
subsidiary of Sherwin, appointed 
Spitzer & Mills, Montreal, to han- 
dle its advertising. MacLaren Ad- | 
vertising Co. formerly handled the | 
Martin-Senour account and also | 
Sherwin’s paint products other | 
than Kem. 


George Stevens Named 

George C. Stevens has resigned 
as sales director of WRCA, New 
York, to become sales manager of | 
Transcontinent Television Corp., 
Rochester. He will work out of| 
Transcontinent’s New York office. | 
The expanding Transcontinent) 
company now owns WROC-TV, | 
Rochester, and WSVA-TV, Harri-| 
sonburg, Va. (50%), and has con-| 
cluded a merger agreement for | 
the acquisition of WGR and WGR- | 
TV, Buffalo. 


New Haven Adclub Elects 
Russell E. Rose, advertising 
manager of Coleman Bros., has 
been elected president of the New) 
Haven Advertising Club. Other of-| 
ficers elected are Lou Brown,)| 
Loew’s Poli-New England Thea- 
ters, and Alfred V. Warmingham, 
ad manager, Journal Courier, vps; | 
Elizabeth D. Cosbey, Brock Hall | 
Dairy, secretary, and Robert B.| 
Ross, First National Bank & Trust! 
Co., treasurer. 
Telecast Pictures Formed 
Telecast Pictures Corp., a tv. 
film producer, has been organized | 
with New York and Hollywood | 
offices. New York headquarters 
are at 130 E. 40th St. Michael 
Laurence, former CBS-TV pro- 
ducer, is one of the partners and) 
producers of the new company. 


KLAC Names La Pointe 

Armond La Pointe, with the sta- 
tion since 1955, has been named di- | 
rector of merchandising of KLAC, 
Los Angeles. 


.” covers | 


Warren to ‘House Beautiful _ 
Edward C. Warren, formerly | 
advertising manager of American 


| 
yipei—The creature here can be had | 
for 50¢ plus a label from Libby, 


McNeill & Libby pickles. The pre-|f 


mium can be used as a hand puppet 
or a hot pad for outdoor cooking. | 


been named eastern sales manager 


Girl and Girl Scout Leader, has | of House Beautiful. 


Perry, Philip L. Ellis, Douglas A. 
Clark and Sanford F. Harrington, 
to gain control of the paper. 


Rol Rite Names Weinberg 

Rol Rite BB Pen Co., Culver 
City, Cal., has named Milton Wein- 
berg Advertising Co., Los Angeles, 
to handle its advertising, replacing 
Hixson-Jorgensen, Los Angeles. 


e ve 


T LESS COST — 


PER THOUSAND 


KRLD Radio 


50,000 WATTS —CBS— DALLAS 


ASK A BRANHAM MAN 


terial, 
Vielatien. Accusing 


deta and 
claim is 


And one can’t UNSAY it! 
Maybe it wos printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slonder, Piracy of his formot or mo- 
Invasion of Privacy, C 


Perfermer—onyhow, e claim is made 
THEN you should hove our uni 
POLICY which is devised to toke 
sting out of the claim. This INSUR- 
ANCE is omazingly inexpensive. Get 
retes NOW, before any 


WRITE FOR DETAIL 
‘AND RATES 


EMPLOYERS 
REINSURANCE 


right 


Agency, lient, 


que 
the 


CORPORATION 


Insurance Exchange 
Kansas City, Mo 


— 


Here’s an Old Timer’s Secret 


How come you get greater response from advertising 


in MICHIGAN FARMER? 


Because 9 out of 10 Michigan 


farm families read it regularly. Why the statewide pop- 
ularity? Concentration on Michigan agriculture alone 
—more than 100 years of it. 

_ What about farm income? Right up there. Michigan 
is a top-third state. And Michigan farmers diversify 
more than those in any other state. They keep the 
dollars rolling in steadily all year long. 

Why not include the prosperous states of Ohio and 
Pennsylvania, served by THE OHIO FARMER and PENN- 
SYLVANIA FARMER? All 3 papers are published twice 
each month, gravure printed in 4 colors to save you 
the cost of plates. Write 1010 Rockwell Avenue, Cleve- 
land 14, Ohio, for more facts. 


PENNSYLVANIA FARMER, Harrisburg 


Michigan 


EAST LANSING, MICHIGAN 


SHEER HHO 


Farmer 


THE OHIO FARMER, Cleveland 
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‘Twice Slapped’ by Woolf, 


Copy Chief Reports 


Loyal Following for Both Clients 


To the Editor: We enjoyed Mr. | 
Woolf’s “Blind Ads Are for the 
Birds” so much we hardly realized 
we had been twice-slapped: One 
for Dunbar, one for Capezio (AA, 
May 6). 

We may (and note the condition- | 
al) be somewhat chastened by 
what he had to say about people | 
who think the way we do, but after 
considered deliberation we’ve de- 
cided not to alter our collective 
viewpoint one whit. 

Take Dunbar and Capezio: An- 
alyze each of the products. Cape- 
zios are shoes the shoe industry | 
shouts aren’t even shoes at all. 
Dunbar is the most expensive lux- 
ury furniture in the world. Neith- | 
er will ever be bought by all peo- 
ple with feet or all mortals with 
carcasses. 

Let’s take them one at a time. 
Who can be beguiled into buying 


Q WHO? 


... who else but Kileen offers 
you under one roof complete 
art, lettering, photography 
processing services for all your 
clients’ TV spots, slides, visual 
sales and training films. Priced 
right --no goofs — unbelievable 
delivery ! 


FREE Kileen “Kutie of the 
Month” plus “Foto-Facts”’ from 
mid-America’s fastest moving... 


kileen studios 


235 East Orchard Dept. 104 
Decatur, Illinois 


Capezios? Not the plodding, earth- 
bound girl, surely. She wants shoes. 
But take a girl peppered with dar- 
ing and derring-do—she’s mad 
enough for Capezios. Cosseted and 


| cajoled by all manner of our mad- 


This department is a reader’s forum. Letters are welcome 


Advertising Age, June 24, 1957 


7 |ever be Capezio people, and we| there is a little bit more than he 


pee them in the ad Mr. Woolf re- | 


M4 . | printed. And i doi think | 
The Voice of the Advertiser ne ts ee oe 


| . 
|Capezio more 


| ever. 
And now for Dunbar. Like 

be state of mind of Capezio peo-| Capezio, this company does not 

ple that their feet barely, if ever,| have an overwhelming advertising 

touch the ground. They have no} budget. Yet Dunbar has been vari- 
sense of gravity because they can’t | ously credited with revitalizing the | 
help laughing at life. Obviously, | slumbering luxury furniture mar- 
the Capezio “state of mind” did| ket. So, here again, we will contin- 
sensational selling jobs: as far back | ue to yield to success. A success so 
as 1953 girls across the country | obvious both financially and phys- 
told Charm magazine that Capezi- 
os were their No. 1 choice—the 


irresistible than 


sees in it. 
Gertrude Koehring, 
Copy Chief, Hockaday Associ- 
ates Inc., New York. 
a .* * 


Art and Copy Aren't Mortal 
Enemies, Reader Points Out 

To the Editor: I wish to add my 
voice to the anguished roar of 


|copywriters all over the country 


who read of Pierre Martineau’s 
views on the importance of art vs. 
copy in advertising (AA, June 3). 

Apparently the boys in the back 
room at Tribune 


very first name they thought of 
whenever shoes were mentioned. 
|That reflex was conditioned by 
|more plotting and planning than 
|goes into many a_ million-dollar 
space program. 

ane ca, Would Mr. Woolf have tossed the 
‘obvious cachet of these mailing 
\ |pieces aside? Would he have been 
\ embarrassed to promote the Cape- 
\\ zio state of mind in paid space? 
Believe us when we say the first 
le Capezio ad was inserted with 
much qualms and quivering. It 
would have been far safer (Mr. 
a Woolf’s word) to show Capezios 
ad a tie a 7” | with a safe caption than to show a 
y ~ merry Polka-Dotta who asked the 
’ world: “Are you mad enough for 

| Capezios?” 
| But would Lord & Taylor have 
Some people can't — Capezio" people can | slathered 750 dressing rooms with 
—_ |& mundane ad? Would shoe stores 
across the country have plastered 
cap mailing pieces, she bought | the poster on buses moving down 
them like bobby pins long before | Main St.? And would Capezio have 
the first national ad ever ap- | become the No. 1 seller of shoes of 
peared. For six years, in fact, this ilk? Perhaps. But we're not 
Hockaday Associates built up a taking any chances. Our Capezio 
Capezio personality without bene- campaign will go its mad and mer- 
| fit of paid space. Via the mails the | Ty way so long as it sways Capezio 
jagency conjured up a Capezio people into buying Capezios—so 
|“state of mind.” Those very words, |long as more and more mortals 
lin fact, were the sum and sub-| want to become mad enough. Of 
stance of the promotions. Such is| course, there are those who can’t 
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are used REGULARLY 


by some of the 
LARGEST AGENCIES 
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| ew 
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etre 


cally, incidentally, that just about 
every other product extant has 
taken to the great outdoors. Dun- 
bar, if you remember, got there 
first. 


If we reason correctly, Mr. 
Woelf took umbrage with the rail- 


|road hand-car. He fails to see it as | 


a symbol of “the elegant manner” 
or of “clean craftsmanship of de- 
sign.” Bully for him! It’s not meant 
to be either. 

Has Mr. Woolf ever commuted 
via a hot, muggy Long Island? Or 
the tragically over-heated New 


| York, New Haven and Hartford? | 


| Even if he hasn’t, Sir, at least half 
of the junior, senior and what- 
|have-you executives in the coun- 
try have done something similar at 
one time or another. (By the way, 
these are the people who buy Dun- 
bar.) Now put yourself in their 
|position. Imagine how just the 
|thought of your own open-air 
|hand-car would send you. Back 
|and forth to work in a breeze. Mr. 
| Woolf may think of a more ingra- 
| tiating image, but we’ll bet our 
| bottom dollar this nation’s untold, 
j}unheralded train riders have a 
|new and kindly feeling toward 
| Dunbar. They might not know why 
| exactly, but rest assured they have 
| it. 


the Chicago 
aren't having any if we are to 
judge from their ad on Pages 54- 
55, same issue. Lots of copy—and 
not much art. Maybe Mr. Martin- 
eau doesn’t talk to his own boys. 

I must admit Scott Paper’s claim 
|that its toilet tissue is “the most 
luxurious thing about your home” 
is impossible to swallow, but it’s 
never been denied that copywrit- 
ers go off the deep end once in a 
while. So, however, do artists. How 
many of us have seen artists blue- 
sky our stuff into a meaningless 
mish-mash suitable only for an art 
directors’ award? 

Eye-patches, shaggy dogs, beards 
and tattoos may be great atten- 
tion-getters and may do a wonder- 
ful selling job if properly con- 
trolled, but so can good copy under 
the same conditions. 

Art and copy aren’t mortal en- 
emies; both are only symbols for 
ideas, the force that really moves 
men’s minds. Words and pictures 
|have been man’s chief tools for 
communicating ideas for thousands 
of years and both have an impor- 
tant place in advertising. 

What’s more, ugly as it may 
seem to Mr. Martineau, good old 
“nuts and bolts” reason-why copy 
moves a whale of a lot of mer- 
|chandise. Some of us still like to 
| read! 


John W. Maxson Jr., 


Ambler, Pa. 
° 
Copy Does the Selling 
To the Editor: It appears that 


the members of the Chicago Trib- 
une’s promotion department don't 
agree with Pierre Martineau’s the- 
ory that visual symbols carry “far 
greater believability” than copy in 
|their own ads. 
| On Pages 54 and 55 of the same 
|issue of AA that carried Mr. Mar- 
| tineau’s story, the Chicago Tribune 
jused two pages to sell its own 
| product—and it looks to me as 
though the Tribune was relying on 
the copy to do the selling of the 
paper. 

I agree with Mr. Martineau that 


| And while we're on Dunbar, Mr. |many ads have block after block 
| Woolf might be interested to know of useless copy, but at the same 


this irregularly-inserted client has | time I’ve seen illustrations or sym- 
a phenomenal seen-noted. A few|bols used in ads that needed an 
months ago, we were photograph-| awful lot of copy to explain how 
ing a new Dunbar ad on Sutton) the symbol has anything to do with 


for some of their 


LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 
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PHILADELPHIA « NEW 
PROGRESS Plate Making Company 
923 Filbert Street, Phila. 7 
Walnut 2-0447* 


NEW YORK: MUrray Hill 2-1723 « 


WILMINGTON: OLympia 5-6047 


THE PROGRESS * HANSON + PROGRESSIVE GROUP 


YORK * WILMINGTON « BALTIMORE ¢ WASHINGTON 


HANSON Electrotype Company : PROGRESSIVE Composition Company 
Oth & Sansom Streets, Phila. 7 | th & Sansom Streets, Phila. 7 

WAinut 2-5567° WAinut 2-2711° 
“of course any of the three can be reached by one call 


BALTIMORE: SAratoga 7-5302 


WASHINGTON: EX ecutive 3-7444 


Place (Dunbar customers live in 
such localities). It was raining and 
dark and dismal. But one blithe 
spirit dashed up to us and said, “I 
j|have a $5 bet with my wife. She 
says you're photographing a Dun- 
bar ad. Are you?” 50% seen-noted 
in the dead of night is enough for 
us any sunny day of the week. 

Capezio people do not like to see 
shoes in Capezio ads. They’d rath- 
jer see what state of mind Capezio 
Polka-Dotta is in and adjust their 
own Capezio personalities accord- 
ingly. Dunbar people, on the other 
hand, are slightly more earthy. 
They’d like all their friends to 
| know they own Dunbar, even sug- 
gesting we find a way to engrave 
|the name Dunbar where it can be 
seen—but in the best of taste, nat- 
urally. 

So, it would seem that we have 
built up a loyal and liberal follow- 
ing for both clients in question. Mr. 
Woolf has a perfect right to think 
our advertising is as blind as a 
bat, but perhaps—just perhaps— 


the product. 
Wally Miller, 
Display Department, News- 
Herald, Marshfield, Wis. 
| 7 e 


Clears Up Some Points 

(on All's Beginning 

| To the Editor: Your “The Edi- 
| torial Viewpoint” article on All in 
|your June 3 issue contains some 
|inaccuracies I believe you will 
| want to correct. 

| All was not developed by a small, 
|}unknown company in Columbus, 
O., called Detergents Inc. It was 
developed by Monsanto at the re- 
quest of, and with the cooperation 
of the Westinghouse Washability 
Laboratory chief, Charles Fuchs, 
and our Home Economics Institute. 
Literally hundreds of formulas 
were tested. 

Then, when one was found to be 
acceptable, came the problem of 
marketing. Monsanto was pre- 
pared to manufacture but not to 
package or market. This is where 
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the Columbus company came into|nize the importance of knowing|with our British cousins I, too, | the contrary, assume that you will| Says Spuds Led Procession 
the picture. They had packaging! the audience. David knew his and | would like to add my own acco- have no objection to our reproduc- 9f Mentholated Cigarets 


equipment and an arrangement 
was made for them to package and 
market. 

Next came the need for a name 
and package design, both of which 
were needed at once. The task was 
given to me to come up with a 
name. We had no time for exhaus- 
tive searches, but quickly found 
that all the names that would in- 
dicate white, clean, snowy, etc. 
were all copyrighted. So, more or | 
less in desperation, we considered | 
the simple word All which we were 
free to use and which had some| 
merit because one of the character- 
istics of this first low sudsing de- 
tergent was that it combined wat- 
er softening properties, as well as | 
cleansing ability. Therefore, it) 
could be said “It’s all you need for 
a clean wash.” 

Herb Smith, the art director of 
our advertising agency at that) 
time, Fuller & Smith & Ross, 
Cleveland, produced the package 
design on his first try, so we had} 
a name and package design with-| 
in a few days. 

Later Monsanto bought the 
business from Detergents Inc. as 
your article indicates. But I 
thought you might want to know 
how All was developed and how it 
got off the ground. 

Charles N. Presnail, 

Manager, Laundry Equipment 

Advertising, Westinghouse 

Electric Corp., Mansfield, O. 


. . s 
Busy, Busy, Busy 
To the Editor: This “guy” 


couldn’t work for me—I wouldn’t 
know where to find him when I 


2 eget 


x 


\ 


DISPENSE + SERVICE + IDENTIFY 


Pes toed am er ay 


Pertap be ee ety 
wort: ber yee 
0 eet weet A Bees 


jand 


SALES DISPLAY FOR EVERY TYPE OF PRODUCT 


+ DEMONSTRATE 


METAL DISPLAY Coe 


needed him—Not so? 
Burton L. Aschem, 

World Insurance Co., Pitts- 

burgh. 

P.S. Probably one of the few 
insurance men in the country who | 
reads AA cover to cover every 
week. 


Ogilvy’s Brighton Speech 


Judged Aid to Britons 

To the Editor: It was with in- 
terest I read J. P. Derum’s obser- 
vations (AA, May 27) on David 
Ogilvy’s Brighton speech. With the 
great need for the United Kingdom 
to earn hard currency and their | 
desire for American trade, not 
aid, the annual conference of the 
British Advertising Assn. devoted | 
a session to the American market. | 
David was also referring, as much 
as anything, to the haste and lack 
of preparation, the almost naive 
manner on the part of many Brit- 
ish firms, in which attempts have 
been made to enter what is per- 
haps one of the most sophisticated | 
markets in the world. 

I assume Mr. Derum is an ad- 
vertising man. This being so, I 
must also assume he would recog- | 


I am certain he would not have) 
addressed a similar gathering in| 
the U. S. in the same vein. There | 
are many in the United Kingdom | 
who over the years have learned | 
to promote their fine British goods | 
in the U. S. There are those who | 
still do not understand the com- 
plexities of the American market 
the American mind—who 
know little of the techniques that 
are common to most of us here in 
selecting and testing media, copy, 
et al—they do not understand that | 
effective advertising alone in the 
U. S. does not cultivate consump- 
tion. 

It so happens I was in England | 
after the meeting and I met many 
who were present, and who ap- 
plauded David Ogilvy for so elo- 
quently and forcefully stating 
some of the essential rules to con- 
sider when competing in the 
American market. For those of us | 
who are so closely allied and work 


Goes to Safeway People 


lade. 
Victor A. Bennett, 
Victor A. Bennett Co., New 
York. 


‘Price Spread’ Editorial 


| 
} 


To the Editor: Many of our ex- 
ecutives regularly read your pub- 
lication. We were so impressed, 
however, with your editorial “The 
Agricultural Price Spread” on 
Page 12 of your May 20 edition 
that we are considering dis-| 
tribution of it to key person™<l | 
throughout our organization who) 
may not have read it. We intend) 
to credit ADVERTISING AGE; never-| 
theless, as a matter of courtesy, we) 
usually ask permission to make | 
such distribution even within our 
own organization. 

We wish to commend you on the 
thoughtful clarity of this editorial 
and, unless we hear from you to 


tion of it with proper credit recog- 
nition. 


Ed Hillyer, 
Safeway Stores, Oakland, Cal. 
ss . 


Horse Beat ‘Tom Thumb’ 

To the Editor: Whoa! In Stan 
Cohen’s “In Washington” column 
(AA, May 27), he refers to the 
historic drama of more than a 
century ago, when the locomotive 
“Best Friend of Charleston” was 
matched against a horse. 

It wasn’t the “Best Friend of 
Charleston,” but the Baltimore & 
Ohio’s original “Tom Thumb.” The 
date was Aug. 28, 1830. The horse 
won. 

Stan Cohen is, of course, too 
young to remember, whereas this 
being Monday morning, I feel 
plenty old enough to remember 
even the fuzziest details. 

A. C. Kalmbach, 

Publisher, Trains, Milwaukee. 


To the Editor: I would like to 
call an error to your attention in 
|the May 20 article on Oasis ciga- 
rets. You claim Kools were the 
\first mentholated cigaret intro- 
duced in 1933. Actually, Spuds 
were introduced on a small scale 
in 1920 and were the true origina- 
tors of mentholated cigarets. Spuds 
were named after the nickname 
of the originator “Spud” who de- 
vised the mentholated cigarets in 
an attempt to relieve his sinusitis. 

Richard A. Fenderson Jr., 

Public Relations, Evans Re- 

search & Development Corp., 

New York. 
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Rates & Data for the asking 


® PUBLISHERS CLASSIFIED DEPARTMENT 
1s 9 S. CLINTON ST., CHICAGO 6, ILLINOIS 
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Ever faced a situation like this: an ad campaign set to break par— 
but stymied at the pay-off? Well... it's all in a round of golf for the 


STYMIED... 


AT THE PAY-OFF! 


man behind the putt, but it's a serious business when your 


money is riding on an ad campaign that must produce results! 


When it comes to the most important aspect of your entire 


program—Merchandising at the Point-of-Sale—we're old pros. 


For more than SO years our job has been to create new 


ideas that sell .. . invent point-of-sale merchandising programs 


that stop shoppers, get action ... pay off where it counts — 


at the cash register. Let our nation-wide organization show you 


how Merchandising at the Point-of-Sale can keep your ad 


campaign out of the rough; produce top results whether for a single 


display job, or a year-long program. 


CHICAGO SHOW PRINTING COMPANY, 


2640 N. KILDARE, CHICAGO 39 


Trademark Mystik Registered, 


Merchandising at the POINT-OF-SALE 


* Lithographed displays for indoor and outdoor use ¢ Animated Dispiays 


#Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik* Seif-Stik Displays 
. 
* Mystik® Can and Bottie Holders «Mystik® Self-Stik Labels «Squee-zei* 


* Econo Truck Signs * Booklets and Foiders * Moided Piastic 
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New offset press cuts costs for 
many publishers and agencies 


Big new web-fed offset press pro- 

vides the perfect answer for those 

“problem” jobs that are too long 
for sheet-fed presses and too short for 
rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x 11 or multiples — up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — currently 
printing program sections of four editions 
of TV Gume MAGAZINE. 


Yes! We can make 
price and imprint 
changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
stopping the press! A valu- 
able advantage for many 
advertisers. 


P Write for samples 
COy a : 
, and price information 
-~ 


HENRY WURST, Inc. 


201 E 16TH AVE NORTH KANSAS CITY, MO 


NTA Prospectus 


Unfolds Details 
of lis Operations 


WASHINGTON, June 18—Details of 


versal-International feature films 
have been licensed for a limited 
number of exhibitions in from ap- 
proximately 130 to 150 markets; 
the 20th Century-Fox feature films 
acquired in May, 1956, in approxi- 
mately 155 markets, and the first 
group of 78 20th Century-Fox fea- 
ture films (and the Rainbow fea- 
ture films), in approximately 120 
markets. 


the operations of National Telefilm | 


Associates and its NTA Film Net- 
work are spelled out in a $5,000,- 
000 stock and note preliminary 
| prospectus filed last week with the 
'Securities & Exchange Commis- 
| sion. 

The prospectus indicates that 
money raised by the stock issue 
will be used to pay debts incurred 
for film acquisitions and as general 
working capital, among other 
| things. 
| It is pointed out that lack of sat- 
isfactory standards makes it diffi- 
cult “to give a specific rank to 
NTA among the various companies 
engaged in the distribution of films 
for television [but] NTA believes 
that it is among the five top-rank- 
ing television distributors of fea- 
ture films and short subjects and 
that it is presently attaining a po- 
sition of importance as a distrib- 
utor of film series.” 


® For the six months ended Jan. 
31, some 70% of the company’s 
contracts covered feature films, 
while 10.2% were for short sub- 
jects and 19.8% were for film 
| series. 
| This paragraph summarizes the 
|company’s tv distribution activity 
as of April 30, 1957. 

“Of the approximately 250 tele- 
|vision market areas in the U.S., 
the Selznick, Korda, Rank and Uni- 


the CLARION LEDGER and... 
JACKSON DAILY NEWS 


0. I ZONE OF INFLUENCE’ 


10% to 90% of all homes in 31 Counties around 


Mississippi's capital city are reached by 


*37.5% of the State's retail sales are made here. 


ND 


s “These licenses have generally 
been for an average maximum 
period of two to three years from 
| date of licensing. The 39 20th Cen- 
|tury-Fox feature films obtained 
|for NTA Film Network’s first ma- 
jor presentation have been licensed 
to the network for one first-run 
performance in 134 markets. The 
‘Sheriff of Cochise’ series has been 


Film Net Reports Sharp Gains 

National Telefilm Associates, 
New York tv film distributor, re- 
ports a net income of $818,592, or 
$1.23 per share, for the nine months 
ended April 30. This compares 
with $191,397, or 29¢ per share, 
earned in the first nine months of 
the 1956 fiscal year. 

Film rentals for the first nine 
months of the current fiscal year 
were $7,680,763, against $2,259,013 
in the comparable period in the 
past fiscal year. 

The third quarter of the current 


fiscal period ended with a net de- | 


ferred film rental income of $2,- 
828,348, a sharp advance over the 
$788,762 chalked up in the corres- 
ponding 1956 quarter. 
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$14,068 for the fiscal year ended 
July 31, 1956. 


e Oliver A. Unger, exec vp, drew 
$25,000 in salary and $12,309 in 
profit participation. Next in line 
was Harold Goldman, vp in 
charge of sales, with a salary of 
| $22,500 and a profit participation 
of $8,792. 


e However, the three officers have 
the following stock options: Mr. 
Landau, 20,000 shares at $5.23, 
Mr. Unger, 20,000 shares, and Mr. 


Goldman, 10,000 shares, both at 
isomewhat less than the $5.23 
price. 

3 NEW NTA SERIES 

| SET FOR SEPTEMBER 


New York, June 18—NTA Film 
|Network will offer advertisers 
three new series starting in Sep- 
|tember. Clearance is promised on 
134 stations Mondays, Wednes- 
days and Fridays between 7 p.m. 
and 11 p.m., local time. 

The programs are “How to Mar- 
ry a Millionaire,” “This Is Alice” 
and “The Last Marshal.” The first 
'is a 20th Century-Fox production; 
the others are Desilu products. 

At the outset, NTA is selling 
| these shows under a triple expos- 
ure plan calling for one-third 
{sponsorship of each film by three 
advertisers. Program-production 
cost on this combination is esti- 
mated at approximately $30,000 a 
week. Time costs are difficult to 
estimate until exact clearances 
have been determined. 

The network’s first sponsored at- 
traction, “Premiere Performance,” 


licensed for one first-run perform- 
ance (with one rerun as to a limit- 
ed number of episodes) in 158 
markets. Included in the markets 
in which the above films have al- 
ready been licensed are substan- 
tially all of the 25 leading U.S. 
markets based on the number of 
television sets owned in the market. 
Portions of the Paramount short 
subject library—generally less than 
half—have thus far been licensed 
|for exhibition in approximately 
41 markets.” 


|@ As to the film network, the 
prospectus notes that its first na- 
jtionally sponsored presentation, 
“Premiere Performance,” a series 
of Fox films, is presented during 
the hours of 7:30 to 10:30 p.m., 
local time, by eight stations, par- 
tially in this period by 22 stations 
and at other times by the remain- 
|ing 100 stations carrying the week- 


ly show. Sponsors are Warner- | 


Lambert, P. Lorillard Co., Hazel 
Bishop Co. and Sunbeam Corp. 
The network is described as still 
\in the formative stage, with this 
las the only significant sale to date. 
“Operations present important 
technical and other problems 


which to date have been only par- | 


tially resolved and no reasonable 
estimate can yet be formulated as 
to the future or continuity of NTA 
| film network or its value to NTA,” 
\it is stated. 


s Other financial revelations made | 


in the prospectus: 


e “Between April 1, 1955, and 
April 30, 1957, NTA acquired mo- 
tion pictures and film rights for 
an aggregate purchase price of 
over $19,000,000.” 


e “Based upon unaudited figures, 
film rentals for the three months 
ended April 30, 1957, were $3,- 
169,093 and net income was $309,- 
961. For the similar three months 
period ended April 30, 1956, un- 
audited film rentals were $764,125 
and unaudited net income was 
$55,584.” 


e The highest paid officer in the 
company is its president, Ely A. 
Landau, who drew a salary of $27,- 
|500 and a profit participation of 


'a series of 20th Century-Fox fea- 
ture movies, is currently carried on 
| 134 stations by four advertisers. + 


Columbia Booms Model 
Ahead of Main Line 

Columbia Records, New York, 
has made its 1957 model of the 
360 phonograph available ahead 
of its regular line of phonographs 
and equipment, which does not 
come out until the end of July. 
One-column editorial type ads will 
run once during each of the 
months of June, July and August 
in The New Yorker, The New York 
Times Magazine, Sports Illustrated 
and Time. 

Sales promotional and coopera- 
tive ad material has already been 
| sent to dealers for the table model 
|phonograph. Advertising for the 
new Columbia Records line is 
scheduled to be heavier than ever 
before, resulting partly from Co- 
lumbia’s recent acquisition of the 
Bell & Howell Co.’s line of high- 
|priced phonographs. McCann- 
Erickson is the agency for Colum- 
| bia Records. 


Cc & C Television Sued 
Over Rights to Movie 

C & C Television Corp., New 
| York, has withdrawn the RKO 
|movie, “Law of the Underworld” 
|from tv distribution following the 
initiation of a suit for copyright 
infringement, a spokesman for the 
|tv distributor said. He would not 
| say how many stations already 
have exhibited the feature or had 
booked it for exhibition. 

The suit against C & C was filed 
June 6 in the southern district 
court of New York by Louis Ship- 
man and Eleanor Hymer. They 
were identified in the complaint 
as heirs of Sam Shipman and John 
C. Hymer, who sold the movie 
rights to a story called “Crime” 
lto RKO in 1930. 


Peterson to Succeed Engelmann 

Marilynn Peterson, media direc- 
tor at Albert Woodley Co., New 
| York, will join Abbott Kimball Co., 
| July 1, as media director. She will 
succeed William M. Engelmann, vp 
and media director of Abbott Kim- 
ball for the past 19 years, who is 
retiring. 
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Advertising Age, June 24, 1957 


Doctor Absolves 
Cholesterol of Blame 
in Heart Disease | 


Cuicaco, June 18—A Chicago 
physician has asserted that it is| 
premature to single out uncon-| 
ditionally any one factor as the 
culprit in the program of artery 
and heart disease. 

“I feel that we may safely con-| 
clude that coronary and cerebral 
artery diseases and thrombosis 
have many causes and are proba- 
bly not caused by any single| 
factor,” said Dr. Philip L. White, 
secretary of the council of foods 
and nutrition of the American | 


Medical Assn., in a talk at the 34th | 


annual meeting of the 
Live Stock & Meat Board. 

Dr. White said it was once 
thought that the culprit in heart 
disease had been found in dietary 
cholesterol—cholesterol in the 
foods we eat. 


National 


ANIMAL FREIGHT—Schulze & Burch 


the cars are made by the Robert 


is using these die-cut freight cars 
to package its animal graham crackers. Equipped with couplers, 


Gair division of Continental Can 


Co. 


|}ing merchandising services for the 


“Then it was discovered that} Texas Co. Thomas E. Graham, 
dietary cholesterol was most likely formerly product manager and as- 


unimportant, since the body would | sistant to the sales director of the | 
manufacture cholesterol when the | consumer products 


amount in the food was limited,” 
he said. 

He urged the livestock and meat 
industry to “continue its generous 
support of fundamental research 
in the field of nutrition” since 
intensive research is the key to 
solving the complexities involved 
in heart disease. + 


C&W Opens Houston Office 


division of 


| Monsanto Chemical Co., St. Louis, 


has been named to head the office. 


ABP Publishes Brochure 

| Associated Business Publications 
|has published a new brochure, 
“Business papers . . . the Working 
|Press,” which includes informa- 
tion about business paper reader- 
|ship and distribution and shows 


St., New York, for 5¢ each. 


Wright Resigns Puerto Rico 
The Hamilton Wright Organiza- 
tion, New York, has resigned the 


| publicity and public relations ac- | 


count of the Government of Puer- 
to Rico, leaving the company “free 
}to solicit other government ac- 
counts in the Caribbean.” 


“Mail Order Business’ Bows 

A new publication, Mail Order 
| Business, made its first appearance 
| with the June issue. The magazine 


Cunningham & Walsh, New York, | some examples of productive busi-|is published monthly by Tower 
has opened an office in the Melrose|ness paper ads. The booklet is! Press, Lynn, Mass. The one-time |volumes by the same author. The 


Bldg., Houston, to handle expand- | available from ABP, 205 E. 42nd page rate is $150. 


— 
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One construction job...506 


Fels’ Fox Lauds 


P&G as ‘Best 
Run Corporation’ 


BuFrFraLo, June 18—The head of 
one of the country’s big soap com- 
panies, visiting in Buffalo last 
week, said the soap business is “the 
most viciously competitive, dog- 
eat-dog business” in the world. But 
he named one of his own competi- 
tors as “the best run industrial 
corporation” in the country. 

President Cyril G. Fox of Fels & 
Co., Philadelphia, was the Buffalo 
visitor and Procter & Gamble is 
the corporation he thinks is Amer- 
ica’s best run. 


s “It is an inspiration to watch 
them work,” he said of P&G. “They 
give us fits and tear us to pieces. 
But you know you are in the ring 
with a champ. Staying in with 
them shows we're pretty good, 
| too.” 

Mr. Fox is the first man who is 
jnot a Fels family member to head 
the 9l-year-old soap company. + 


—_ 


New Sales Management 
Case Book Published 


ment,” by Harry R. Tosdal, has 
been published by McGraw-Hill 
Book Co. The book is a revision 
and consolidation of two previous 


| book is primarily a case book in- 


“Introduction to Sales Manage- | 


95 


| sales management, but can be also 
used alone. The 866-page book sells 
or $8.50. 


How Premiums 
Build Gasoline 
Sales 


Look around the next time you say 
“fill ‘er up!” and the chances are 
mighty good you'll see some entic- 
ing premiums on the job. 

It’s no secret that gasoline stations 

have become heavy users of sales- 
building premiums. And in the July 
issue of ADVERTISING REQUIRE- 
MENTS you take a guided tour be- 
hind the scenes with California’s 
General Petroleum to see how this 
company carefully selects and pro- 
motes premiums that pull in new 
customers and build up repeat busi- 
ness. 
It’s typical of how AR digs deep 
to keep you posted on advertising 
production, promotion and merchan- 
dising techniques and methods that 
really work! 

Get a full year’s trial (12 issues) 
starting with the July issue by mail- 
ing this ad, along with your $3 
check and your letterhead. 
| You must be satisfied or your 
money refunded in full. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


ad 


The Mackinac River Bridge, li 


idge. Cost: $100 million. 


other projects. 


Here’s EN-R’s penetratin 
among the major firms working 


engineers 
substructures 


— super structure 


causeway 


ninsulas of Michigan, is the world’s longest suspension 


How do you sell $100-million worth of equipment, 
materials, and services on one construction job? 506 readers 
of Engineering News-Record can give you the answer. 
They are the people who helped plan and build this bridge. 
They are the people who, week after week, read EN-R 
as they select, recommend, specify, and buy for this and 


45 subscriptions at D. B. Steinman Co.—designers 
and consulting engineers 

55 subscriptions at Ammann & Whitney—consulting 

158 subscriptions at Merritt-Chapman & Scott — 

236 subscriptions at American Bridge Div., U.S. Steel 


12 subscriptions at Louis Garavaglia and Johnson- 
Greene Co.,— bridge deck and approach 


That’s just a sample. Over 74,000 important construction 
people read Engineering News-Record each week! 


EN-R’s each week! 


You're Looking at a $100-Million Slice of Construction 


nking upper and lower 


g advertising coverage 
on this bridge: 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


The rewards of fatherhood are 
many, and we thought we knew 
them all. So we were surprised to 
hear from a vice-president friend 
in one of the major dairy firms 
t’other day the tale of a dog. Seems 
when he went off to college years 
ago he let his Dad have the joy of 
caring for Rover until he had earned 
a sheepskin. Because Mom was al- 
lergic to the animal (means she 
hated the mutt) the old man had to 
keep the beast at his office. The dog 
spent the day snoring under the 
desk and only crawled out when a 
salesman called. If he wagged his 
tail when he sniffed the peddler, 
Dad invited his caller to sit a spell. 
But if he growled and showed a 
dislike for the poor traveling man 
Dad wouldn’t have any part of what 
the guy was selling. 


In our years on America’s high- 
ways and byways we don’t recall 
ever being screened by a canine in 
any office. But sure enough, if we 
knew it would happen, you can bet 
our order pad would be scented with 
hamburger and our trousers with 
that dog stay-away stuff. 


~* * 


Store shelves and counters are no 
strangers to the grouped sales of 
related items. But the makers of 
cake mixes take no chances that 
everything Mom needs for the cake 
is not together. They put the cake, 
the frosting, and even the pan all in 
one package. Burgoyne was recently 
summoned to check the relative ac- 
ceptance of one of these products. 
His on-the-job panels in Peoria, 
Dayton and Omaha gave the manu- 
facturer the good word in short 
order. Mom likes her cakes this- 
away. 


xk 


An alert food processor decided 
one day when he was brushing the 
dandruff off his best blue serge that 
it was high time something more 
was done with the nutritious cocoa- 
nut. Far too many years the only 
packaged form available was the 
shredded product in just the right 
size and shape to catch in your 
teeth. He decided to flake it without 
consulting the monkeys. But when 
he wanted to check the new prod- 
uct’s performance he wisely consult- 
ed with Long John. Happy findings 
in Burgoyne’s panels of stores in 
Charlotte, Minneapolis, and the Can- 
ton area permitted the manufacturer 
to plan more flaking and heavier 
promotion. 


x * 
When you've got a problem don’t 
get caught in the traffic. Give 


Burgoyne the green light and he’ll 
show you the turnpike route pronto. 
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Dickey 

Gardner 

ELECTED—New officers of the Women’s Advertising Club of St. Louis 

are Joan Gardner, publicity and promotion director of St. Louis | 
Fashion Creators, president; Leonora Allen, Oakleigh R. French 

& Associates, vp; Joan Irby, Socony-Mobil Oil Co., secretary, and | 

Marion Dickey, owner, St. Louis Hostess Co., treasurer. 


Irby 
Allen 


NBC Establishes 
Montreal Subsidiary 


New York, June 18—National 
Broadcasting Co. has announced 
the formation of a Montreal- 
headquartered subsidiary, NBC In- 
ternational Ltd., to conduct its 
overseas television operations. 

The new Canadian corporation, 
scheduled to start up in July, will 
be responsible for “all of the NBC 
station management services, sta- 
tion investments and program sales 
outside of the U. S. and Canada.” 


® Alfred R. Stern, who directs 
NBC International operations from 
New York, was named board chair- 
man of the new subsidiary, and 
Romney Wheeler, who directs 
European operations from London, 
was appointed president. A sec- 
retary-treasurer, who will be lo- 
cated in Montreal, will be named 
later. 

The Canadian unit plans to open 
an office in Mexico City by the 
|end of the year and offices in the 
|Far East during 1958. 

NBC has previously expressed 
| great interest in foreign tv opera- 
| tions. It was part of a group that 
|bid unsuccessfully for a commer- 
|cial channel in Britain and it has 
|been deeply involved in negotia- 
tions for the purchase of a Cuban 
tv station, # 


NDC Revamps PR Operations 
In a reshuffle of its external 
communications setup, the Na- 
tional Dairy Council has eliminated 
its pr department and placed its 
pr activities under a newly organ- 
ized department of information. 
Head of the new department is 
William S. Epple, formerly assist- 
ant director of pr. Lloyd H. Geil, 
NDC’s pr director since 1948, re- 
signed June 1 to become general 
manager of the Poultry & Egg Na- 
tional Board, St. Charles, IIL. 


Evans Joins KF]Z-TV 

Joe Evans, who formerly oper- 
ated Joe Evans Inc., advertising, 
|Fort Worth, has been named na- 
| tional sales manager of KFJZ-TV, 
Fort Worth, replacing Dale Drake, 
who is now manager of KLIF, Dal- 
las. Bill Terry, formerly KFJZ- 
TV’s promotion manager, is the 
|new local sales manager. 


Coming 
Conventions 


*Indicates first listing in this column. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

June 28-30. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

July 1-5. First Advertising Agency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors. The Greenbrier, White Sul- 
phur Springs, W. Va. 

Aug. 15-16. Second annual circulation 
seminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Sept. 11-13. International Advertising | 
Assn., 2nd International Advertising Con- | 
ference in Europe, at Scheveningen (The 
Hague), Netherlands 

*Sept. 17. Magazine Publishers Assn., 
Waldorf Astoria Hotel, New York. 

*Sept. 18-20. National Industrial Confer- 
ence Board, 5th marketing conference, 
Waldorf-Astoria Hotel, New York. 

Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production 
Men’s Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

*Oct. 11-14. American Assn. of Adver- 
tising Agencies, western region, Sun Val- 
ley, Ida. 

Oct. 13-15. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 14-15. Agricultural Publishers Assn 
annual convention, Chicago Athletic Assn. 

Oct. 16-18. Audit Bureau of Circula- 
tions, 43rd annual meeting, Drake Hotel, 
Chicago 

*Oct. 17-18. American Assn. of Advertis- 
ing Agencies, central region, Sheraton- 
Blackstone Hotel, Chicago. 

Oct. 21-22. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

*Oct. 28-30. Assn. of National Advertis- 
ers, fall meeting, Chalfonte-Haddon Hall 
Hotel, Atlantic City, N. J. 

Nov. 10-14. Outdoor Advertising Assn. of 
America, 60th annual convention, Jung 
Hotel, New Orleans. 

Nov. 11-13. Southern Newspaper Pub- | 
lishers Assn., 54th annual convention, Bo- 
ca Raton Hotel and Club, Boca Raton, Fla. 

Nov. 14. Advertising Research Founda- 
tion, third annual conference, Hotel Plaza, 
New York. 

*Nov. 


19-20. American Assn. of Adver- 


| tising Agencies, eastern region, hate 
| Hotel, New York. 


Hawaii Agencies Merger 
Unites Holst, Male 

Holst & Cummings & Myers and 
W. H. Male Ltd., Honolulu adver- 
tising agencies, have merged to 
form Holst & Male Inc. Milton O. 
Holst and Mrs. Zaida Male will be 
president and vp respectively. 

The Holst agency began in 1929 
and maintains a San Francisco af- 
filiation with Fuller & Smith & 
Ross. The Male agency was started 
in 1942 by William H. Male and 
has been operated since his death 
in 1955 by his widow. Combined 
staff of the new agency will be 
about 40. 


Inland Newspaper Rep Names 


John G. Behmke has been named 
exec vp of Inland Newspaper Rep. 
Inc., J. Fields Baldwin has been 
named vp, and F. P. Mignin has 
been appointed director of sales 
and promotion. Mr. Behmke and 
Mr. Mignin are located in Inland’s 
Chicago office and Mr. Baldwin 
heads up Inland’s western division, 
with headquarters in Kansas City. 
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Calpack Appoints Smith 

Sanderson Smith, assistant pr 
manager of California Packing 
Corp., San Francisco, has been 
promoted to manager, succeeding 
Harold H. Yost, who has retired. 
Mr. Yost joined Calpak in 1948 
after 15 years with McCann-Erick- 
son. In 1951 he was named adver- 
tising manager and in 1955 public 
relations manager. 


New Kotex Package Out 

Cellucotton Sales division of 
Kimberly-Clark Corp. has intro- 
duced “Super” Kotex sanitary 
napkins packaged 24 napkins per 
box. The new package is grey and 
rose, the same color as the Super 
12’s box. 


Church Joins BBDO 

Norman A. Church has joined 
Batten, Barton, Durstine & Osborn, 
Los Angeles, as an account execu- 
tive. He was formerly a vp of the 
Philip J. Meany Co., and prior to 
that with Ringer & Associates, both 
of Los Angeles. 


NOW... 


the facts point to the 


Journal and Sentinel as the 


“choice buy” in the Carolinas 


WINSTON-SALEM 


population now up to 


115,800 


(CITY CORPORATE LIMITS) 


and the combined 


JOURNAL & SENTINEL 


offer a whopping 


100% 


PENETRATION 


PLUS a 75% penetration of the 
501,400* people in the Journal and 
Sentinel’s 11-county market in 
bustling Northwest North Carolina 


*CURRENT SRDS 
CONSUMER MARKETS 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 


WINSTON-SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative : 


~ Ss +. 
tm Signs Jes. 


TWIN CITY 


KELLY-SMITH COMPANY 
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97 
ienti Otis, McAlli 
Marketers Must Be Scientists as Well tis, McAllister 
. - 
as Artists, McLean Tells AMA Confab Looms as Major 
(Conti d f P 1) ,° oe re inconsistencies 
ine SenonE me which the public will not accept as Coffee Marketer 
In meeting these attacks, he/|a steady diet.” 
said, marketing men “must recog- (Continued from Page 1) 
nize that it is not sufficient merely|® Major attention of the AMA . : achieved through an identically 
to extoll the economic and ma-/| meeting is being focused on a va- Tank Mone WAL £4 oOreN 


terialistic contributions of our 
present business system. The attack 
today is being made on social, 
moral and ethical gounds. And 
these are the grounds on which it 
must be met.” 


® But, he asserted, a good defense 
requires that a consistent position 
be taken before the public. “We 
cannot, on the one hand, sing the 
praises of free unfettered business 
competition and on the other hand 
seek the pseudo-protection of the 
so-called fair trade laws, excessive 
restraints on foreign imports and 
government support of agricultural 
prices at unrealistic levels,” he 
said. 

“Nor can we clamor for reduc- 
tion in taxes and federal spending 
and at the same time plead for 
government building to stimulate 
trade in areas where we do busi- 


FCC May Revise 
De-Intermix Plan 
in Albany-Troy Area 


WASHINGTON, June 21—The Fed- 
eral Communications Commission 
indicated today it may back away 
from its plan to make Albany- 
Troy-Schenectady an all-uhf tele- 
vision area. 

In the face of heavy protests 
which have poured in since the 
commission announced March 1 
that it expected to take away two 
vhf assignments currently on the 
air there, the commission today 
came in with a new proposal 
which gives Albany-Troy-Sche- 
nectady three vhf stations. 


s If it is eventually adopted, this 
will be the first instance in which 
FCC has bowed to protests filed 
as a result of any of its de-inter- 
mixture proposals. 

The new plan keeps WPGB, the 
General Electric station, on Chan- 
nel 6, Schenectady, and WCDA on 
Channel 10, Vail Mills. It brings 
Channel 13 into the area by mov- 


riety of new marketing concepts 
now evolving, all of them reflect- 
ing business-wide recognition of 
the now crucial role marketing 
plays in the national economy. 

In one session, E. B. Weiss, 
director of merchandising for Doyle 
Dane Bernbach Inc., New York, 
scored marketing men generally 
for their failure “to make even 
reasonably full capital of the pre- 


i? 


COOLER—Chilled Milky Ways are 
in this Mars Candy Co. %4-page 


FOR VOU RSPR Cena! 


suggested as a hot-weather treat 
in comic sections of 137 Sunday 


newspapers, June 23. The theme will continue through the summer 
with additional comic page ads July 28 and Aug. 25. Knox Reeves 
Advertising, Minneapolis, is the agency. 


selling that advertising has created 
for so many brands. 


‘Instinct, Intuition and Good Sound Sense’ 


® New officers of the AMA are) Create Good Ads, Market Researchers Told 


D. Maynard Phelps, professor of; pDgrrorr, June 20—Despite all 
marketing, University of Michigan, | the scientific equipment and tech- 
president; Wendell R. Smith, part- niques now available to admen, 
ner of Alderson & Sessions, Phil- | «jet’s not get away from the fact 


adelphia market researcher, presi-| that a leading role in creating ad- 
dent-elect; Frank Mansfield, Syl-| vertising is still played by in 
vania Electric Products Co., New’ stinct, intuition and good sound 
York, vp; Bay Estes, U.S. Steel | common sense.” 

Corp., Pittsburgh, vp; Hugh G.| This advice was proffered here 
Wales, professor of marketing, Uni-| today by Clarence Hatch Jr., exec 
versity of Illinois, vp, and Schuy-| vp of Campbell-Ewald Co., at an 
ler F. Otteson, professor of mar-| advertising session of the Ameri- 
keting, Indiana University. LeRoy | can Marketing Assn. meeting here. 
F. Church, Emery Industries Inc.,| (Story on Page 1.) 

Cincinnati, remains as association| Media rating, consumer analy- 


|ganizations which are trying to 
gather comparative expenditure 
| data.” 


e Ad message reception—‘Circu- 
lation is not the same as reader- 


| ship, nor sets in use the same as 


a - 
jlisteners to commercials. Unless 


one knows how many people re- 
|eeived a particular advertising 
message, little is known about the 
| value of the medium or its effect 
on sales.” 


e Media comparisons—“Obvious- 
jly we need, but now lack, com- 


treasurer. # sis, motivation research, market | Parable audience data for all ma- 


surveys and the like are “helpful, | jor media. The age-old apples and 

Doubleday Mer Lith | Valuable and indispensable, to be | °Tanges argument that such com- 
’ 

Unit Set Combined 


'ods involves a danger of lessening reality such comparisons are made 
\individual native instincts about|in the preparation of every ad- 


sure,” he said. But he warned that | Parisons cannot be made is in- 
$200,000 Book Push 


|excessive reliance on these meth- | valid and irrelevant because in 
New York, June 18—Two ma- 


creating advertising. vertising budget.” 
|e Consumer buying behavior—“A 


jor book publishers—Doubleday &|® Im his talk about the changing) number of questions still plague 


Co., and Better Homes & Gardens | demands on ad agencies he said | the practitioner. 
book division of Meredith Pub-| the 


For example, 


most | what is the relative proportion of 


outstanding demand 


lishing Co., Des Moines—will con-| (@Part from straight advertising) | men and women buying a parti- 


duct a joint promotional campaign 


this fall to help retailers sell|™@rketing services. 


books. This is believed to be 
first in the publishing field. 

The two companies are poolin 
their advertising, salesmen, pro- 
motion planning and creative tal- 


a 


ent for a $200,000 advertising | 2°count services give the agency | 


push, which they believe to be a 
record budget in the book pub- 
lishing field. 

Page ads will run in the Better 
Homes & Gardens Christmas Ide- 


ing WKTV, Utica, to Channel 2, _— 
and it shifts WTRI, Albany, from|issue of Ladies’ Home Journal; 
uhf Channel 35 to Channel 13. _‘| the Nov. 23 issue of Saturday Re- 

The commission said it may still| View; Dec. 1 issue of the New 


is client services, particularly | cyjar product? What is the rela- 
vices. Ad agency | tive influence of both on buying 
work in marketing is now on such | decisions? I feel certain if we only 


a broad scale, he said, that most |;now more about how people buy, 


g agencies are adjusting to or have we would have a better basis for | 


adjusted to a marketing concept | 


deciding upon sales, advertisin 
in handling accounts. The extra | Re 7 . 


and merchandising stragegy.” 


a valuable source of useful infor- e Effects of trade advertising— 
mation for its new marketing | How does it affect point of pur- 
work, he added. |chase displays and how does it 

|combine with major media adver- 
s Some comments about changing | tising in helping sell the custom- 


as Book, to be released in Octo- | #4vertiser needs came from Don- | er? 


ber: the December issue of Better | 2/4 E. Swanson, supervisor of con- 


Mr. Nielsen also took issue 


owned holding company, Tropical 
Foods Inc. 

Further evidence of this rela- 
tionship is that the purchase of 
Scull Coffee Co., Camden, N. J., 
which is referred to as part of the 
Otis, McAllister group, was report- 
ed to the newspapers in Camden 
as having been made by Tropical 
Foods. Negotiations for Duncan 
Coffee Co., Houston, have been re- 
ported in the Houston Chronicle 
with Otis, McAllister listed as the 
prospective purchaser. 


s Following the purchase of Scull, 
150-year-old roaster, the San 
Francisco combine obtained an op- 
tion on a controlling interest in 
Duncan, which markets in Texas, 
Louisiana, Arkansas, New Mexico 
and Oklahoma. 

Also mentioned as targets for 
future acquisitions are two Min- 
neapolis roasters, McGarvey-At- 
wood Coffee Co. and Nash Coffee; 
and Dixie Coffee Co., Birming- 
ham, Ala. 


s One factor behind these moves 
is the growth of the instant coffee 
market in the U. S. Instants now 
are believed to account for as much 
as 30% of coffee consumption, and 
their share continues to grow. 
With a vertical operation reach- 
ing back from the packaged prod- 
uct down to the unprocessed bean, 


| Homes & Gardens; the November | SU™¢T advertising 


services for 
Accent International division of 
International Minerals & Chemi- 
cal Corp. 


go ahead with the all-uhf plan for 
Albany-Troy-Schenectady, but it 
is giving interested parties until 
July 18 to comment on the new 
proposal. + 


Stations Name Robertson 

A. Richard Robertson, formerly 
director of promotion, public re- 
lations and publicity of KSL-TV, 
Salt Lake City, has been named di- 
rector of sales development, pro- 
motion and publicity of KSBW and 
KSBW-TV, Salinas, Cal. and 
KSBY-TV and KVEC, San Luis 
Obispo, Cal. 


What the advertiser needs most, 
he said, is “more exacting methods 
for determining promotion budg- 
ets and for test marketing. He 
needs more scientific guides for 
buying and measuring media. 

“He needs improved trade and 
pr services,” Mr. Swanson con- 
tinued. “He needs assistance in 
merchandising and market re- 


York Times Book Review and the 
December issues of Atlantic and 
Harper’s. 


® Concurrently, a cooperative 
newspaper campaign by Double- 
day, Better Homes and retailers 
will start in October to support 
the main effort. A 1,500,000-piece 
direct mail campaign also will be 
used. 

Theme of the campaign is, 
“There’s a book here for almost 
everyone.” Agencies handling the 
campaign are Franklin Spier Inc. 
(Doubleday) and J. M. Hickerson 
Inc. (Better Homes). + 


added, “that most food advertisers 
badly need improved trade adver- 
tising service. 

“Only a naive advertiser looks 
to the advertising agency to pro- 
vide all of these important serv- 
ices, and no advertising agency 


should lead advertisers into be- 
lieving it can provide them unless 
it can,” he asserted. 


PR AWARD—R uth 
Stoehr (left) of 
the H. J. Heinz 
Co. receives a sil- 
ver “News Hen” 
award from Ve- 
ronica Volpe, 
president of the 
Women’s Press 
Club of Pitts- 
burgh, for ads 
associating his- 
torical events 
with fine foods. 


# Several marketing research 
blind spots were described in an- 
other talk at the same session by 
A. C. Nielsen Jr., exec vp of A. 
C. Nielsen Co., Chicago, market 
research organization. He noted 
the following areas where, he said, 
the need for research progress is 
most urgent: 


e Advertising expenditures—They 
must be figured in the light of 
brand competition, hence the ad- 


search, and I know positively,” he | 


vertiser must “support those or-| 


| sharply with the current wave of 
criticism against rating services. 
General condemnation of rating 
“may be fun and give 
vent to pent-up emotions,” he 


service 


lwhere the criticism rests and 
what end result is desired” if any- 
thing constructive is to be accom- 
plished. 

He also scored critics who pro- 
test against sampling limitations 
of the rating services without 
showing any willingness to pay 
the costs of expanded sampling. 


s A call for more precise evalua- 
tion of advertising came from two 
advertising researchers. Dr. Don- 
ald L. Kanter, media research di- 
rector at Tatham-Laird, Chicago, 
said there has been a general fail- 
ure to analyze the hidden assump- 
tions about human motives on 
which all advertising, cognizantly 
or not, is based. 

In the same vein, Dr. Jaye S. 
Noefield, advertising research 
manager, McCann-Erickson, said 
there has been a general failure to 
analyze advertising as a problem 
in communications. He explained 
that, while advertisers generally 
are trying to reach specific audi- 
, ences with a specific idea about 
| the product, researchers have fall- 
‘en short of reporting whether the 
advertising has done that. + 


a company could realize substan- 
| tial savings and enjoy an envied 
leverage in the price promotion 
battles that are so characteristic 
of the instant coffee market. 


® So far as the agency picture is 
concerned, Tracy-Locke Co., south- 
|west advertising agency, handles 
Duncan’s advertising. Last week it 
was appointed Scull’s agency, re- 
placing Arndt, Preston, Chapin, 
Lamb & Keen, Philadelphia. Clay 
W. Stephenson, exec vp of Tracy- 
Locke, announced that the agency 
will open an office in Philadelphia 
to service Scull, although strategy, 
creative work and media buying 
will initiate in Houston. 


| said, but “we must know precisely | 


Duncan markets Maryland Club 
jand Admiration brand coffees in 
the Southwest. 


|@ Formerly a restaurant blend, 
Maryland Club was introduced in 
1951 with “fashion” ads. Priced 
2¢ per lb. higher than other 
brands, it has become the second 
largest selling coffee, both vacuum 
and instant, in virtually every mar- 
ket in which it has distribution. 
The Scull company, Otis, Mc- 
Allister’s latest acquisition, mar- 
kets Boscul brand coffee, tea and 
peanut butter in Pennsylvania, 
New Jersey, New York, Delaware, 
Maryland, Ohio and West Virginia. 


Tidy House Promotes 
Church, Thompson 

William M. Church has been 
promoted to marketing vp, and 
Arthur R. Thompson advanced to 
director of sales of Tidy House 
Products Co., Shenandoah, Ia. 

Mr. Church previously was di- 
rector of sales. Mr. Thompson, who 
joined the company four years ago, 
formerly was national accounts 
manager. 


Waldo Fellows Named 
| Waldo Fellows, Detroit, has 
Neues named to serve as sales rep- 
resentative for Bride & Home and 
| House Beautiful supplements in 
‘Ohio and Michigan areas. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


HELP WANTED 


36,916 


HELP WANTED 


SALESMAN of advertising space wanted 
by established Chicago publication. 1 man 
dept. Sal. and comm. Exc. opp. for exp. 
man. 90% sales in loop area. 
Box 9691, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MOLENE 
- . Public Relations 

. Advtg. Managers 
Production ......Service 


Editors 


Fast growing oil publication wants ag- 
qrenive salesman for expanding NY of- 
fice. Comb. salary-comm. Five fig earn- 
ings plus mgtmt of entire eastern terr. 
are in sight for right man. Interviews by 
appointment week of June 24. Murray 
Hill 6-4185, NYC. 
SPACE SALESMAN 
Leading national general business pub- 
lication has opening for experienced ma- 
ture space salesman for Chicago staff, to 
cover city of Chicago and vicinity. Sal- 
ary and commission arrangement. Write 
fully, giving details of experience and 
y requirements, to 
— Box 9692, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 Soe. State St., Ha 7-1991 Chicago 
ARTIST WANTED 
Young man with good background in 
keyline paste up and general production 
know-how. Excellent opportunity to work 
into design if interested 
Box 9693, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Wanted: Printing salesman on commis- 
sion basis. Territories open. If you are 
an advertising salesman, selling printing 
will fit into your line. Write Advance 
Printing & Litho Co., 1118 Chestnut St., 
Erie, Pa. Attn: L. C. ARCOVIO. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 
202 S. State St., Suite 1302-4 


ADVERTISING-MERCH. MGR. 
Available for. . . 
advertiser or advertising 
agency who can use seasoned adv. mer- 
chandising man that can plan, institute, 
direct sale producing advertising. (Has 
produced 16-62% sale increases for em- 
ployers clients). Experience in products 
distributed through grocery & drug out- 
lets, chain & co-ops. Developed marketing 
plans for food mfg., beverage company, 
and promotional agency. 11 years experi- 
ence, all creative, mechanical and admin- 
istrative phases of advertising. Premium 
promotions & incentive programs put to 
work effectively. 
Box 651 ADVERTISING AGE 
200 E. Illinois St. Chicago 11 ,Illinols 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment enly 
59 E. MADISON - SUITE 1417 


CHICAGO 2, ILL. 
CEntral 6-5670 


Competent Ad Man Wanted 
| This is an opportunity for a good man to 
prove himself worthy of becoming part 
owner in long established, fully recog- 
nized agency with unusually favorable 
growth factors. 
Please do not regard this as an invitation 
to invest as we have no stock for sale. 
Nor do we offer the lure of quick money 
someone else has earned. 
The right man will be seeking an oppor- 
tunity to share in a reputable, going busi- 
ness, to a degree matching his ability to 
perform. 
Applicants should have solid experience 
background covering all phases of agency 
work, with particular stress on copy and 
plans and be willing to work on all. The 
boss is also a worker. 
No learners, please—and be sure your 
background will stand investigation. Send 
resume, business and personal, recent 
photo, availability and minimum salary 
requirements during period of proving. 
Confidential until release is given. John 
L. Williams, Jr., 444 Whitaker, Savannah, 
Ga. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 17-2255 
ADVTG. PROMOTION SUPERVISOR 
We are searching for a man experienced 
in creative newspaper advertising to head 
the advertising promotion section of our 
Central Promotion Department. He must 
be able to prepare and supervise prepara- 
tion of sales presentations and brochures, 
real good copy and produce good layout 
ideas in rough form. He will supervise 
two other persons in the section, and will 
have assistance from the art end clerical 
sections. For the right man, our 4,000 
Daily, 3,000 Sunday newspapers afford 
an excellent opportunity. Mid-west loca- 
tion. Write fully, include salary require- 

ments to: 
Box 9694, ADVERTISING AGE 
200 E. Illinois St., Chicago 11. Illinois 


SO. CALIF. EDITORIAL 
CORRESPONDENT AVAILABLE 
Versatile writer, former New York City 
newspaperman, invites attention of editors 
desiring top-flight editorial coverage in 
Southern California—trade or consumer. 
Expert knowledge in foods, insurance and 
real estate, but can handle any type of 
editorial job. Trial assignments gratis. 
Box 648 Advertising Age 
Illinois St. Chicago 11, 


200 E. Illinois 


ACCOUNT MAN—STEP UP! 


Small, aggressive, fully recognized agency 
with solid background of accounts seeks 
@ good, all-around account executive con- 
trolling approximately $100,000 or more 
in billing. Top commission deal, full sup- 
port and a future as one of our top 
echelon executives. Friendly, creative and 
cooperative atmosphere conducive to 


landing new business. Replies in strict 
confidence. Write: 


Box 644, ADVERTISING AGE 
200 E. Iilinois St. Chicago 11, Illinois 


LOCAL TERRITORIES IN: 
Illinois 
Ohio 
New York 


Delaware 
Maryland 


MANY BENEFITS 


YOU QUALIFY IF... 


Box 642 


ADVERTISING SALES 


Pennsylvania 


Prominent seventy-year-old company enjoying substantial growth and 
expansion has excellent opportunities in advertising sales positions 
leading to sales management careers. 


Local territories—fully protected and established. 


Excellent commission arrangements—substantial draw guaran- 
tee with above average earning potential. 


Salary during extensive classroom training, followed by field 
training under the tutelage of a district sales manager. 


Financial security plans—including group life insurance, hos- 
pitalization, surgical, and company-paid pension plan. 


Creative, interesting selling fulfilling established business need. 


You are between the ages of twenty-five and thirty-five, and have a 
good, sound sales and educational background. 


All replies kept confidential. Briefly outline your qualifications, includ- 
ing age, experience, education and earning history. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


District of Columbia 
Virginia 
West Virginia 


POSITIONS WANTED 


POSITIONS WANTED 


Young, aggressive research man, experi- 
enced in motivation, copy, marketing re- 
search desires new position with in- 
creased responsibilities for decision mak- 
ing. Academic and agency experience. 
Willing to relocate; minimum salary, 
Box 9695, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Hardgoods ad man seeks opportunity 
with retailer, agency, mfg. 7 years lay- 
out, copy, production, planning, budget 
in tires, appliances, automotive, beverage. 
Knowledge of merchandising. Prefer Chi- 
cago Loop north to Milw. College. Age 
30, Married. 
Box 9703, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PERSONNEL-Office Manager 
Experienced in all phases of Executive 
Procurement, Personnel, Office Mgmt. 
and Acctg. Now with 4A Adv. Agency. 

Box 9696, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Bright girl wishes to meet agency per- 
sonnel dir. Object: copy job. 7 yrs. ex- 
perience with national and trade ads, 
collateral, publicity, sales prom. 

Box 9697, ADVERTISING AGE 
__200 E. Illinois St., Chicago 11, Illinois 

WANTED: POSITION WITH FUTURE! 
College grad, married, Korean vet. 1% yr 
dept. store copywriter, 1 year ad agency 
assist. to president. Chicago or Atlanta. 

Box 9698, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
WANTED—SPARE-TIME PUBLICATION 
OR House Organ work by experienced 
writer, now with large industrial firm. 

Box 9699 ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
ART DIRECTOR 
Creator-Supervisor-expediter 15 years ex- 
perience, 4A agencies, A-1 Manufacturer, 
top Studios and accounts, Space, Co-op, 
P.O.P., Sales Promotion & all collateral 

material. 
Box 9700, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 

MERCHANDISING - PR 
Woman sales promotion-PR executive 
background with agency and internation- 
al firm. Able administrator, salesman, 
writer. Wants merchandising or PR job 
with company or agency. Chicago. 

Box 9701, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


AD MAN AVAILABLE—personable; ag- 
gressive; hard-working. 1'o yrs. Creative- 
Admin. Assistant to Sales Prom. Mgr. of 
toiletries Mfr.; 4 yrs. copywriter and 
creative planner for large mail-order 
house; 4 yrs. traffic coord. in 4-A ad 
agency. PhB Degree. Age 29. Now 
Chgo. Any offers for responsible spot? 

Box 9702, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
$13, 

Must possess good B/G in original con- 
ception, rough and comprehensive layouts 
for print advertising and collaterals. Fine 
rowth potential with large Midwest 
gency. For confidential representation, 
contact — 

George E. Pyikas 

Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. + Chicago + WA 2-4800 


ADVERTISING 
PROOFREADER 


Philadelphia pharmaceutical 


manu- 
facturer requires proofreader with 
one or two years’ experience. College 
graduate. Minimum salary $87. Pleas- 
ant working conditions and liberal 
benefits. Send resume of education 
and experience 


BOX 643 ADVERTISING AGE 


480 Lexington Ave., New York 17, N. Y¥ 


MAGAZINES WANTED 


WE ARE INTERESTED 
IN ACQUIRING 
MAGAZINE PROPERTIES 


BUSINESS * DIRECTORIES 
NEWSSTAND * CONSUMER 
CATALOGUE 


ALL REPLIES STRICTLY 
CONFIDENTIAL 
B. G. DAVIS, PRES. 
c/o ZIFF-DAVIS PUBLISHING CO. 
366 MADISON AVENUE 
NEW YORK 17, WN. Y. 


MEDIA 
15 years advertising experience. 
Familiar with all media. Good back- 
ground in planning and marketing. 7‘ 
years with present 4A agency 
Box 9704, ADVERTISING AGE 
200 E. Illinois St., Chicago 11. Illinois 
Copywriter. I've finished my cub-ship 
. Now for my journeyman hitch! Ex- 
perienced in travel promotion including 
folders. Industrial copy including house- 
organs. Retail copy including PR. I've 
handled clients, production and space 
buying. College grad, 23, draft exempt. 
Box 9705, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
OFFICE MAN, 47, married, steady, de- 
pendable. Seeks secure position with firm 
where ability is appreciated, where a 
man is judged by his efficiency, not by 
his age. Diversified experience with large 
agencies; accounting, production, time, 
talent and space billing. Moderate salary 
requirement. 
Box 9706, ADVERTISING AGE 
4280 Lexington Ave., New York 17, N.Y. 
Space representative strong sales pro- 
motion circulation & space background, 
market experience in pulp and paper, 
marine & railroad industries, 31 yrs. 
Presently in space sales 
Box 9707, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


REPRESENTATIVES WANTED 
New Methed of Full Color Printing With 
Transparent Inks, Low Cost-Beautiful Col- 
or-Fast Service. Short run catalogues our 
speciality. Skokie Colorgraph, Inc., Morten 
Grove, Ml. ORchard 4-7400—Representa- 
tives Wanted. 


ADV. REPS. WANTED 
For all areas for 2 top grade trade mags 
serving retail lumber & Bidg. matl. in- 
dustry. Send all details, states covered, 
etc., to: 
NORTHWESTERN LUMBERMENS ASSN. 
1013 - 4th Ave., So. Minneapolis, Minn. 


Publisher's Rep wanted: A leading es- 
tablished trade magazine with specialty 
distribution selling space to national ad- 
vertisers of all retail items. Coverage 
wanted in Chicago and region including 
Illinois, Indiana, Ohio, Michigan, Minne- 
sota, Wisconsin, Iowa, Missouri, Kansas, 
Kentucky. Contact with manufacturers 
through saturation travel a must. Gross 
billing in this territory now in excess of 
$75,000.00 annually. 
Box 9695, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y, 


ACCOUNT 
EXECUTIVE 


FOR EXPANDING CHICAGO AGENCY 
YOUNG — CREATIVE — IDEA MAN 
SALARY STARTS $12,000 UP 
COMPANY PAYS FEE 
ALL INQUIRIES HANDLED CONFIDENTIALLY 


WILLIAM WRIGHT 
CORNELL PERSONNEL, INC. 
WAbash 2-7580 
14 E. Jackson Bivd. 


Suite 1206 
Chicago 4, Illinois 


ARTIST 
Your own office—your own business 
in a wide-awake ad ency that's 
going places. Ample ished art- 
work in house to defray rent and 
assure added revenue. Write today. 
We have a very attractive offer for 
the right man who likes north light 
Box 590 ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill 


ADVERTISING SALESMAN 
Latin American edition of leading 
U.S. magazine seeking alert, ag- 
gressive salesman to take charge of 
key midwest territory. A growing 
magazine serving a growing market 
and a fine opportunity for the right 
man. Please submit complete details 
including salary requirements 
Box 647 ADVERTISING AGE 

200 E. Illinois St Chicago 11, Ill. 


PUBLISHER'S REPRESENTATIVE 
FOR NEW ENGLAND STATES 


industrial advertisers and their agencies 

in this key area regularly covered by ex- 

perienced representative, who can handle 

one or two additional publications. 
Walter J. Masterson, Jr. 

Essex, Conn. SOuth 7-1838 


Thoroughly experienced in all phases 
of merchandising and advertising in 
major appliance industry, wholesale 
and retail. Past business background 
includes position as Director of Ad- 
vertising of a National Appliance 
Manufacturer — Vice President in 
charge of sales and advertising of a 
major appliance manufacturer—plus 
several years experience as buyer 
and merchandiser of major appliances 
and kitchen furniture of one of the 


ADVERTISING AND MARKETING DIRECTOR 


greatest volume department stores in 
the country. Mature, with a sound 
sense of values, adept as an execu- 
tive and administrator. Have a prac- 
tical working knowledge of all phases 
of advertising, production, art work, 
photography, creation, copywriting 
and publicity. Seek a permanent po- 
sition with manufacturer of appliances 
or allied products. Box 646, Adver- 
tising Age, 200 E. Illinois St., Chica- 
go 11, Illinois. 
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REPRESENTATIVES AVAILABLE 


SALES REPRESENTATIVE—WOMAN 
experienced, successful; former ad agen- 
cy executive; now self-employed, Chgo. 
Loop office, can take on additional pub- 
lication, product, service. 

Box 9708, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


Reference annual in electronics field. 
Sells for $50.00 a copy. Wonderful poten- 
tial for publisher or printer. $30.00 tax 
loss. 
Box 9709, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE WANTED 
Small estab. N. J. Agency with sufficient 
capital for immed. expansion desires AE 
with billing bet. $150,000 and $500,000. 
Will make most advantageous deal. 

Box 9710, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Rural suburbia is worth going after 
Test it now in Sanders’ Genesee Valley 
publications, Geneseo, New York 


MISCELLANEOUS 


PRODUCT IN NEED OF ADVERTISING 
Unusually distinctive modern accessories 
recognized by architects, designers, home 
makers and publications need promotion 
through Television and National Maga- 
zine advertising to realize large potential. 

Splendid opportunity for enterprising 
Agency interested in investing in the 
development growth of a household hard- 
ware line. Prospective customers—cata- 
logue houses, exporters, companies of- 
fering premiums and large chain grocer- 
ies offering hardware items. 

For catalogue, product literature and 
information write to: 

Box 9711, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


WILL BUY YOUR ACCOUNTS 


Anticipating retirement or change to an- 
other business or area? Growing, fully 
recognized national agency with top ref- 
erences will buy your advertising ac- 
counts—consumer, industrial, all media. 
Replies in strict confidence. Write: 


Box 645, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Illinois 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 N. LaGALLE, CHICAGO tLLINOIs 


PUBLICITY 
CONVENTION 


COMMERCIAL 
INDUSTRIAL 


| Know o TYPIST 

with ADVERTISING 

KNOW-HOW 

who will welcome your assignments. 
From copy and reports to invoices 
and schedules. SUperior 7-9287, 9 to 
4:30—Chicago. .. . You can take it 
from there. 


Our 46th Year 
AE, foods 


COPY SUPERVISOR, con- 
sumer and industrial 

INDUSTRIAL A.E. 

MEDIA ANALYST, Sharp, 
ambitious, strong in 
statistics. Can rise fast 

COPY. Less experience re- 
quired if really good 


to $17,000 


$13,500 
$12,500 


$8M 
te $7M 


GLADER CORPORATION 


Don Harris, Dir. Adv 


iv 
110 S. Dearborn CE 6-5353 Chicago 


PUBLICITY DIRECTOR 


Your future is what you make it with 
established central New York advertising 
and publicity agency. Need aggressive, 
experienced man to operate and expand 
publicity department. Must have indus- 
trial editorial contacts and industrial 
writing background. Substantial starting 
salary immediate. Send resume to 

Box 649 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


TOP OPPORTUNITIES 
ARTISTS & ART DIRECTORS. ..$10-12,000 
PRODUCT ADV. MANAGER 

Food or package goods b 
ACCT. EXECUTIVE 


MARKET RESEARCH MAN 
industrial exp. 
Multiple products 


Many other 


positions avail 
resume, etc. allable. _ Send 


in confidence to — 
ART SNYDER 
CADILLAC ASSOCIATES, INC. 


220 S. State St. » Chicago « WA 2-4800 
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Golden 


Postel Scott 


EXECS MEET—Among those at the Mackinac Island NAEA meeting were Jim Golden, 
Don Scott, Scolaro, Meeker & 
William B. Butler, New 
Free Press; Peter Benzinger, 
New York; Russell E. Scofield, 


Knoxville Journal; 


Roland Postel, 
Scott, Chicago; Norman Saukerson, Milwaukee Journal; 
York Herald Tribune; Charles G. 
Ridder-Johns, New York; Edward Burgeson, BofA, 


Saukerson Butler Fenn 


BofA, Detroit; 


Fenn, London, Ont., 


Benzinger Burgeson Scofield 


Home Furnishings 


Are Stepping Out- 


into Business Interiors, Says Whitney 


(Continued from Page 2) 
alltime high for the first two days 
of the market, but the American 
Furniture Mart reported attend- 


ance down slightly below last June. | 


s As the market opened, furniture 
manufacturers, armed with statis- 


tics showing that dealers had low 
inventories and were ready to buy, 
waited expectantly. After the first 
three days, however, it appeared 
that many buyers were “window 
shopping” and either planned to) 
buy from their local suppliers 
when they returned home, or had 
made commitments at the spring 
southern markets. 

Though attendance was down at 
the Furniture Mart, several manu- 
facturers reported that the fewer 
people were buying more, and that 
sales were up over 1956 thus far. 


s On the second day of the mar- 
ket, the National Assn. of Furni- 
ture Manufacturers recommended 
a timetable for the transition to a 
two-market pattern of spring and 
fall meetings and abolition of the 
June and January markets. The 


NAFM board of directors approved | - - 


a plan to hold the meetings in 
April and October—as the Na- 
tional Furniture Design Show now 
does—by 1959. 

The “failure” of the market from 


the appliance dealers’ standpoint 
was described by A. W. Bernsohn 
of the National Appliance & Radio- 
TV Dealers Assn. The record num- 
ber of dealers on hand at the Mer- 
chandise Mart apparently came to| 
look at furniture, he said, since 
attendance at the appliance show- 
rooms hit an alltime low. 

A nationwide heat wave which 
hit just before the market opened 
may have kept some appliance 
dealers home selling air condition- | 
ers, Mr. Bernsohn said. Most re- 
tailers were over-stocked with air 
conditioners—an impulse buying 
item—after a cool spring. 


® Local suppliers were also re- 
ported showing new lines to deal- 
ers to discourage them from taking 
the trip to Chicago to view com- 
petitive items. Some dealers who 
planned to stay here a week were 
going home after one or two days, 
Mr. Bernsohn reported. 
Appliance dealers were warned 
to revise their practices io provide 
for bigger profit margins. NARDA 


president Ken Stucky made the 
warning after figures released 
showed that the net operating 


profit ratio dropped to 1.2% of net 
sales in 1956. It was 3.4in 1955. 

Among the remedies called for 
by Mr. Stucky were full utilization 
of cooperative advertising allow- 
ances and avoidance of merchan- 
dise which returns insufficient 
profits, regardless of the amount of 
pre-selling done by national ad- 
vertising. 

Manufacturers at the market 
were optimistic about the second 
half of 1957, despite some sales de- 


j}this year than last, 


Dealers were generally more cau- 
tious, but both agreed that most 
fields would not quite meet the 
record business done in 1956. 


® Here’s what people in the in- 
dustry are saying and doing at the 
summer market: 


Slim, Slender TV Sets 


Television manufacturers who 
hacked away at the size of their 
cabinets are carrying the theme 
that the sets are now no more 
bulky than shelves or bookcases, 
thanks to the 110-degree and 
short-neck 90-degree tubes. 


Sylvania is promoting its nar- 
row cabinets with a Slimline cam- 
paign which includes the use of 
slim human models in back-less | 
gowns, with the trade name paint- 
ed between their shoulder blades. 

Admiral has its Slim Line (two 
words); Philco is showing a se- 
ries of 17” portable and table) 
model Slender Seventeeners; Gen- 
eral Electric features the Slim Sil- 
houette; Hotpoint has the Slender 
Profile; and RCA sets are “Slender 
. lean, clean and mirror sharp.” 
Only major tv manufacturer not 
showing the slim sets is Motorola, 
which will show its new narrow 
models at a distributors’ conven- 
tion in Chicago July 18. 


® Color tv is being de-emphasized 
this summer. John M. Otter, exec 
vp of marketing for Philco, says 
it lost money for most manufac- 
turers last year. He predicted the 
industry may sell even fewer sets 
when color 
models accounted for 1.6% of the 
total. B&w sets will continue to 
dominate the industry for the re- 
mainder of this year and possibly 
ne>t, he predicted. 

Using the first five months as a 
barometer, Mr. Otter said, “We are 
probably going to have a success- 
ful year.” With manufacturing in 
the industry down 13% and tv 
sales down only 1%, the second 
half should result in an upswing 
among manufacturers, he said. 


Mvtorola and Philco will intro- 
duce hi-fi lines in July—Philco at 
the music trade show and Motorola 
at its distributors’ convention. 

Philco will kick off its ad cam- 
paign for hi-fi’s and transistor ra- 
dios with a four-color ad in Life 
Sept. 23, following an open house 
promotion among Philco dealers in 
August. Subsequent ads will run 
in Holiday, The New Yorker, The 
Saturday Evening Post, Sports II- 
lustrated, and Time and other 
magazines. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Furniture Plateau 


A three or four-year plateau, 
followed by a sharp rise, in furni- 
ture sales is foreseen by Lawrence 
K. Schnadig, president of Inter- 


Bros. He said rising population in 
the ’60s will accelerate business 
Sales ran about 5% behind 1956 
in the first six menths of this year, 
Mr. Schnadig said, but he predicted 
a 4-5% increase in the second half. 


A charge that manufacturers) 
fail to observe a demand trend in| 
| home furnishings was made by an- 


other retailer, Harry Freemond, 
home furnishings merchandising 
manager for the John Shillito Co. 
He described style trends this year 
as heading toward the lighter and 
whiter fabrics, including the easy- 
to-care-for synthetics. 

G. Maurice Hill, vp of the Drex- 
el Furniture Co., said the manu- 
facturing industry 
“healthy” trend for the fall, with 
“hard, selective buying. This isn’t 
a boom time,” he said, “but times 
are good.” 

A price floor in the industry will 
force manufacturers to curtail pro- 
duction when orders fall off, Mr. 


| Hill said. He maintained the floor 


was established by minimum wage 
laws, industry-wide bargaining 
practices and steadily rising gov- 
ernment expenditures. 


® Kroehler featured an advertis- 
ing exhibit in its space at the Fur- 
niture Mart, showing ad plans for 
magazines, newspapers, spot radio 
and mat service. L. W. Keller, ad 
manager, said Kroehler will begin 
a one-month promotion on a co- 
ordinated group of early Ameri- 
can furniture in September. This 
will be the first national campaign 
for coordinated groups, featuring 
both case goods and upholstered 
furniture, since Kroehler pur- 
chased the furniture division of the 
Mengel Co., Louisville, last winter. 

Bassett executives, elated with 
the results of ads on their furniture 
lines in Life which they began 
using last September, have signed 
up for another year with Life, 
running through August, 1958. 
Bassett’s ads feature an “easy to 
own” theme. VanSant, Dugdale & 
Co., Baltimore, is its agency. 

Smart Living Stores Inc. re- 
ported an average sales increase of 
about 12% among its 250 outlets 
during the first five months of the 
year, and its president, Robert 
Wolf, credited the rise to a 
stepped-up direct mail and news- 
paper ad campaign. 


Carpets, Floor Coverings 


This may be the carpet indus- 
try’s best year, capping a ten- 
year rise in volume, according to 
F. E. Masland Jr., president of 
C. H. Masland & Sons. Sales for the 
first six months of the year are 
2% ahead of 1956, the industry’s 
best year, he pointed out. Mr. Mas- 
land called for an increase in ad- 
vertising and research to “keep 
pace with the challenge of the 
60s,” when a rise of 1,600,000 fam- 
ily units per year is expected. 

The man who sells vinyls appar- 
ently has the best outlook among 
floor coverings manufacturers. 


J. Stokes Clement Jr., president | 


of the Sandura Co., says his sales 
are 60% ahead of last year thus 
far. Heavy advertising of vinyls 
has lead to customer acceptance, 


creases during the first six months. 


national Furniture & S. Karpen & 


Mr. Clement said. # 


is facing a) 


Green Mannion 


Hartford 


Sinding Drachman Brown 


Lexington Herald-Leader; Monroe Green, New York Times; E. J. Mannion, Thomson 
Newspapers, Toronto; Emile A. Hartford, Los Angeles Times; Thomas A. Sinding, 
Johnson, Kent, Gavin & Sinding, Chicago; Frank E. Drachman, Tucson Star & Citi- 
zen, and Britt Brown, Wichita Eagle. 


Be Sensitive to Brand-Launching Ad 
Needs, Edsel’s Copeland Tells NAEA 


(Continued from Page 2) ' 
than 20% of the total industry 
business, but by 1955, the figure 
had jumped to 34%, he said. 


s Mr. Copeland criticized some of | 
the media presentations made to 
| Edsel officials. He complained that 
many media salesmen have over- 
looked the fact that Edsel needs 
are different from those of cars 
that are already established. 

“They do not seem to realize, 
|or want to realize, that going into 
business is a lot different than 
being in business,” Mr. Copeland 
| said. “They tell their stories, em- 
phasizing what we should be do- 
ing on a ‘going basis’ rather than 
on a ‘launching basis.’ 

“In too many instances, we get 
the feeling that it is a direct in- 
sult to the specific media if we do 
not start right out and let them 
put our car across—otherwise it 
just can’t be done.” 

He urged media representatives 
and media owners to be sympa- 
thetic to Edsel’s situation. He 
pointed out that the company will 
have limited cars to sell the first 
year, and a limited ad budget. He 
added that one of the worst things 
Edsel could do would be to “over- 
generate demand or enthusiasm 
that could not be coddled and kept 
alive.” 

“One of the reasons I go into 
such detail is to try to convince 
thinking media people that we are 
not trying to keep anybody off our | 
schedules; that we are definitely’ 
interested in all things submitted 
to us; that if we can’t use them, 
it is ‘not because we don’t want | 
to; that a ‘firsttime no’ does not| 
mean an ‘alltime no,’” Mr. Cope- | 
land said. + 


]. R. Watkins Co. Wins 
Phil Gordon PR Award 

J. R. Watkins Co., Winona, 
Minn., for the third straight year, 
has been given the Phil Gordon 
Memorial Award for “general 
over-all public relations accom- 
plishment . . . in developing and 
executing a broad, all-around, 
comprehensive public relations 
program.” The award, Category I 
in the competition, was presented 
by the National Assn. of Direct 
Selling Companies at its meeting 
in Chicago (AA, June 17). 

The Category II award, for com- 
munity relations activities, was 
presented to United Educators Inc., 
Lake Bluff, Ill. In its account, 
ADVERTISING AGE erroneously at- 
tributed the Category I award to 
| United Educators. No award was 
made this year in Category III, 
special single event. 
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Hamilton Boosts Pupeter 

Al B. Pupeter, assistant adver- 
tising manager, has been promoted 
to advertising manager of Hamil- 
ton Mfg. Co., Two Rivers, Wis., 
maker of appliances and furniture. 
He succeeds the late C. D. Ket- 
chum. 


IDEA NO. 112 


Safety Gets a Coffee Break 


A single Bumper Strip sold both 
safety and coffee for the PAN- 
RICAN COFFEE BUREAU, 
N.Y.C. To promote safer drivi 
gt Bureau had BRYANT PRE 

por print a cool 

Million of these red-and-black-and- 
white messages . . . plugging fre- 
uent stops for a “coffee break.’’ 

nd to hold ’em tightly in place on 
a million car and truck bumpers, 
they applied three million strips of 
self- sa easy-to-attach 
KLEEN-ST 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. Ideas © 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 113 
Sweet Seller for TreeSweet 


A colorful 3-D package replica forms 
the centerpiece of this novel verti- 
cal “SLIDE-STIK” for the TREE- 
SWEET PRODUCTS CO. of Santa 
Ana, Calif. Ingeniously die-cut and 
scored, it goes together in a jiffy to 
“pop out” its selling story. And 
with the aid of two peel-and-press 
KLEEN-STIK strips on the back, 
it goes up in another jiffy on super- 
market shelves, walls, refrigerator 
cases, etc., pointing the way to 

“Today's Best Buy’ — complete 
with large spot for today’s price. 

“Juicy” printing and die-cutti 
job by SCHMIDT LITHOGRAP 
CO., San Francisco. 


See your regular printer, lith- 
ographer, or silk screen 

rinter for more business- 
puilding KLEEN-STIK ideas 
+--or write on your letterhead 
for our free “‘Idea-of-the- 
Month”’. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


Sh SH S*M SM SH SHS" SH SHS" OS" OS" S"M SH SH S"H 


for Advertising and Labeling 
7300 W. Wilson Ave. ® Chicago 3}, Ill 
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Florida Citrus to 
Use More Print, 
TV, Less Radio 


(Continued from Page 1) 


was raised from the current year’s 
figure of $3,149,100. Radio, for all 
practical purposes, was eliminated. | 
Television is scheduled to get) 
$2,145,100 of the $4,000,000 total, | 
compared to $1,740,100 out of last} 
year’s budget. The print schedule 
calls for expenditure of $1,567,000, 
compared to last season’s $1,080,- 
700. The print item is broken down 
into $939,700 for magazines and 
supplements and $627,300 for b&w 
newspaper ads—both figures up 
substantially from 1956-57. Small- 
er amounts go for radio, outdoor, 
trade and Canadian advertising. 


s The program for oranges and 
orange products, which will ac- 
count for $2,764,000 of the $4,000,- 
000 budget, is to be built around a 


FLORIDA CITRUS COMMISSION 


ADVERTISING BUDGET COMPARISON 
1956-57 vs 1957-58 


GRAPEFRUIT 
1950-57 1957-58 % CHANGE 

Tv 4694700 14620700 -10.7 
RADIO 31700 - 
MAGS. & SUPPS. 200,700 239,200 19.2 
B&W NEWSPAPERS 159300 195,700 +228 
OuTOOOR 4700 2800 -405 
CANADA $6,100 45,500 -19.0 
TRADE 15,700 12,100 -230 

TOTAL $1162900 +1,116000 -40 

ORANGES 
1956 -57 1957-58 = % CHANGE 

Tv $1045400 #1524400 460 
RADIO 123,000 71,300 422 
MAGS & SUPPS 366,000 627.200 3 
B&W NEWSPAPERS 235,300 391,400 +663 
OUTDOOR 4000 6900 +725 
CANADA 65,200 2800 +730 
TRADE 19400 30,000 548 

TOTAL _— $1,858,600 $2764000 +487 


“Body Wisdom” theme, which will 
be used for testimonial color ads in 
magazines and tv commercials. 
“Why does Yogi Berra crave an 
orange after a tough ball game?” 
a headline asks. “His Body Wis- 
dom tells him he needs extra 
Vitamin C and quick energy,” an- 
other headline replies. Sample ads 


MEDIA BUDGET 
JULY 1957-58 
1957-58 


i 956 - 57 


Octors | Ootors 8 Heol 
TELEVISION 12145100 536 | 4,74Q100 553 
RADIO 71,300 18 | 155,000 49 
PRINT 567,000 392 | 080.700 343 
Mogazines & (939.700) (235) | (602,870) (191) 
Block& White Newspapers (627,300) (15.7) | (477,830) (152) 
OUTDOOR 10000 2| 9700 3 
CANADA 63200 4) | 126900 40 
TRADE 43400 li | 34700 12 
ital Mede Budget $4,000,000 100.0 | 349,100 1000 
Reserve 400,000 
+4,400.000 


the basic and proven advertising 
philosophy that the purpose of each 
advertisement is to create a spe- 
cific buying impulse. This phil-| 
osophy was covered in detail when | 
Benton & Bowles presented its case | 
to the commission and industry in 
June, 1955 [when B&B won the 
account from J. Walter Thompson]. 

“The gist of what we said at} 
that time was that experience | 
proves that the sure way to in- 
crease the total consumption of a 
commodity that is offered in sev-| 
eral forms is to first sell the need | 
and desire for the greater use of | 
the basic commodity. 

“Secondly, to take advantage of | 
the contributions made by the vari- 
|}ous forms, seasonally and other- 
wise, with their specific buying 
appeals and for various occasions 
and various economic and geo- 
graphic groups.” 


|@ The grapefruit appeal will be 
made principally to women, using 
a “Feel better—look better” theme. 

“After all,” said Harry Warren, 
resident account executive, “it is 
the woman who buys and brings 
grapefruit into the home. So, in 
|addition to giving her a strong fam- 


* |ily reason for doing so, we wanted 


to give her a powerful personal 
reason for doing so.” 

Last year the commission’s ad 
| program promoted a 30-day grape- 
|fruit dieting plan for overweight 
people. This year, agency spokes- 
|men said, the aim is to appeal not 
lonly to dieters, but to “all the 
other women, who are always con- 
| cerned with looks and health.” 

As with oranges, the grapefruit 
budget will go mainly into tv, with 
magazines and supplements next 
|in line, and with a substantial item 
| also available for b&w in newspa- 
pers. 


featuring baseball major leaguers | 


Berra, Robin Roberts and Duke 
Snider were shown, with others 
featuring golfer Doug Ford, tennis 
stars Gussie Moran and Jack 
Kramer, and Notre Dame Coach 
Terry Brennan. Announcer Bud 
Palmer introduces athletic stars 
in tv commercials. 

It is proposed that the orange 
program be kicked off in Reader’s 
Digest with a split run ad which 
features fresh oranges east of the 
Mississippi and orange juice to the 
west. The spread is to be head- 
lined, “Are you one who needs a 
second glass of orange juice to- 
day?” 


® The text points out that the 
breakfast glass of orange juice 
may not be sufficient to supply all 
the Vitamin C needed by active 
people, and that there also are 
other health benefits to be received 
by drinking more juice or eating 
an orange in the course of the day. 

Biggest items in the orange 


budget would be $1,524,400 for tv, | 


$627,200 for magazines and supple- 
ments and $391,400 for b&w news- 
paper ads. 

In presenting the over-all pro- 
gram, Atherton W. Hobler, chair- 
man of Benton & Bowles’ execu- 
tive committee, described it as 
“commodity advertising in its most 
useful and profitable form, dedi- 
cated to getting more of the con- 
sumer’s food dollars for the various 
Florida citrus products.” 

“It is advertising,” he said, “that 
stems from a profound belief in 


® The tangerine crop, much small- 
}er than the orange and grapefruit 
| production, will be advertised in 
the American Weekly, nine inde- 
pendent supplements and 81 news- 
papers. Temple oranges, also a 
specialty fruit, will be promoted in 
| First Three Markets and in 19 oth- 
|er newspapers. 

Magazines scheduled to share in 
| the commission budget are Amer- 
ican Home, Better Homes & Gar- 
dens, Farm Journal, Household, 
| Life, Reader’s Digest and The Sat- 
urday Evening Post. Each publica- 
tion will have from two to six in- 
sertions. 


s A major change in the program 
this season is a decision to switch 
to tv network shows from last 
year’s heavy schedule of 10-second 
spots. This change will permit 
additional sell for the health and 
nutrition story. 

Two CBS daytime shows, Garry 
Moore and the serial, “Edge of 
Night,” will be purchased with 
contiguity to provide favorable 
discounts, Mr. Hobler said. If both 
are used a full 39 weeks, the cost 
| will be about $1,135,000. 
| In addition, negotiations are un- 
| der way for partial sponsorship of 
ja high-rating night show, name 
undisclosed, which might run for 
13 weeks, beginning after Christ- 
mas. This would cost around $500,- 
000, the agency executive said. 
These three shows would be used 
principally to promote orange 
| products. 


Continued use of the Dave Gar- 
roway show, frequently purchased 
in recent years, is planned for 
grapefruit products. The Arthur) 
Godfrey morning show currently 
is being used in simulcast for a 
special orange juice promotion, 
which will run into August. 


s Agency spokesmen outlined six 
special promotion plans for various 
citrus products during the year 
beginning July 1. These events will 
be carried out by the commission’s 
merchandising division, with 65 
men in the field, and will be 
backed up by the advertising pro- 
gram. About $1,000,000 annually 
goes into field work, in addition to 
the ad budget. 

Filling a request from some in- 
dustry groups, the agency came up 
with a slogan and emblem which 
may eventually 
be used to iden- 
tify the multi- 
tudinous Flori- 
da citrus prod- 
ucts. It is a col- 
orful outline 
map of Florida 
set in a sun- 
burst, and car- 
rying the legend, “Packed with 
Florida sunshine.” An orange blos- 
som is inset in the northwest cor- 
ner of the state. 

Mr. Hobler was assisted in the 
presentation by five other Benton 
& Bowles representatives. These 
were Mr. Warren, resident account 
executive; David J. Kepner, vp and 
assistant to Mr. Hobler on the cit- 
rus account; Dave Crane, director 
of media; Otto Prochazka, creative 
copy chief for Florida citrus; Rus- 
sell O’Brien and Bob Nicholas, ac- 
count executives for processed and 
fresh citrus. # 


‘IM’ Issues New, 
Improved 1958 
Market Data Book 


CHIcaGco, June 20—The 1958 edi- 
tion of Industrial Marketing’s 
Market Data & Directory number 
will be distributed prior to the 
end of next week to approximate- 
ly 15,000 industrial marketing and 
advertising executives. 

As in recent years, the latest 

edition discusses 68 primary in- 
dustrial markets, and includes a 
summary of Canadian industry and 
market potentials. Each section 
reveals latest available produc- 
tion statistics, contains a sum- 
mary of business and technologi- 
cal trends and sets forth pertinent 
information on what each indus- 
try buys, as well as an analysis of 
buying procedures within each 
field. 
“Included in each category is a 
list of leading trade associations 
functioning within the field, ac- 
knowledgement of the _ sources 
from which data was obtained and 
a listing of market data material 
made available without charge to 
readers of the number by business 
publications and other sources 
within the industry, as well as di- 
rectory information on all business 
publications of the United States 
and Canada. 

Major typographic changes and 
reorganization of the book’s in- 
dexes have been effected to fa- 
cilitate reference to the contents. 


Corn Products Names Harris 
Howard F. Harris has been ap- 
pointed to the newly created posi- 
tion of director of public relations 
of Corn Products Refining Co., 
New York. He formerly was pub- 
lic information director of Grocery 
Manufacturers of America Inc. 


| F&K Promotes Ward 

Kenneth J. Ward, formerly an 
account executive, has been named 
general office sales promotion su- 
pervisor of Foster & Kleiser Co., 


Seagram Moves 
Brands to W&L 
from Durstine 


(Continued from Page 1) 
shown steady gains since the end 
of the war. 


e Seagram’s Golden Ancient Bot-| 
tle gin is something of a paradox. | 
It sold more than 900,000 cases last | 
year—some sources say 975,000—| CLEMENT W. MACKAY has been ap- 
and has been in the shadow of the pointed exec vp of Roy S. Durstine 
magic 1,000,000-case mark for | Inc. New York. Mr. MacKay 
some time. It is by all odds the) joined the agency in 1954 as vp in 


heaviest-advertised gin in the busi- 
ness. 

The big budget behind Seagram 
gin has moved it into contention in 
the gin race, but its 900,000-plus | 
case level has never been better | 
than third. Gordon’s gin dominates 
the market, selling more than 2,- 
000,000 cases a year. Gilbey’s is 
firmly in the No. 2 spot, selling 
about 1,500,000 cases (although | 
some estimates place Gilbey’s be- | 
low 1,200,000 cases). 


s The yellow color in Seagram’s 
gin is attributable to an aging 
process, but regulations have pre- 
vented the distiller from discuss- 
ing age in gin. Some marketing 
observers think age in gin makes | 
little difference, and they point 
cynically to the fact that very little 
gin (even Seagram) ages more 
than six months. 

The yellow color produced a 
distinct selling problem, not the 
least being its impact on the Mar- 
tini Belt, where a yellow Martini 
is only mildly preferable to yellow 
fever. For the many easterners who 
mix Martinis by color (they 
shouldn’t be pure white) the ochre 
gin represented an insuperable 
hazard. 


s The tack followed by Durstine 
and Seagram in moving the gin 
was the Big Seasonal Promotion. 
First came Golden Spike, an effort 
to create a drink which was made 
like an Old-Fashioned but with 
gin instead of whisky. The Spike 
was a yellow plastic replica of a 
railroad spike, to be used as a 
muddler. The Golden Spike flat- 
tened out quickly, although its art- 
work, reminiscent of the chrome- 
lithos celebrating the completion 
of the transcontinental railway, 
made a big impression. 

Then Seagram tried the Sea- 
breeze, a gin and tonic made with 
Seagram gin. In 1953, a platoon of 
AA reporters, working with more 
enthusiasm than is their wont, hit 
a couple of dozen bars within a 
Golden Spike’s throw of the Chrys- 
ler Bldg., and ordered Seabreezes. 
Reaction: zero. The bartenders 
didn’t identify the drink, despite 
the fact that it was being launched 
with much advertising, fashion tie- 
in and merchandising display. 

But the Seabreeze didn’t go the 


way of the Golden Spike; four 


merchandising attention has by 
now established it in Manhattan 
taverns. 


® Behind the rupture of 15 years 
of relations, and the end of a gen- 
erally respected advertising and 
sales job, lay two reasons for the 
dismissal of the Durstine agency. 
One (offered tentatively) holds 
that Seagram felt it was not getting 
enough of Mr. Durstine’s personal 
attention on the account, and his 
copy touch. 

The second (offered more posi- 
tively) is that Seagram felt it 
desirable to begin consolidating its 
agencies. 

The second school feels that the 
Seagram division is merely the 


Oakland. 


first of the affiliates to have its 


years of promotion and plenty of | 


charge of marketing and research. 

Before that, he was senior associ- 

ate of Stewart Dougall & Associ- 

ates, vp of Kenyon & Eckhardt 

and president of Kenyon Research 
Corp. 


agencies pared, and that others 
will follow. Seagram management 
is understood to feel it has to talk 
to too many agencies now, and that 
ultimately one for each division 


'might be better. 


s Meantime, Roy S. Durstine is- 
sued a statement as he left for a 
meeting of the Wine Advisory 
Board in San Francisco. The state- 
ment (1) announced the agency’s 
intention of continuing in business 
(“In the past three months we 
have added five new accounts and 
expect to add more in the near fu- 
ture’); (2) paid tribute to Sea- 
gram’s advertising vp, George E. 
Mosley, and president, Victor A. 
Fischel; and (3) was philosophi- 
cal—“Our loyal organization... 
realizes that there are many 
strange developments in the agen- 
cy business today and has taken 
this change in its stride.” 


s The company’s terse announce- 
ment, issued some six hours after 
Durstine’s statement hit newspaper 
desks, said briefly that Warwick & 
Legler would handle all advertis- 
ing for Seagram-Distillers brands 
and mentioned that W&L had been 
on Seagram advertising § since 
1934. # 


WICU Expands 
Facilities as FCC 
Drops Lamb Charge 


Eriz, Pa., June 19—Edward O. 
Lamb’s successful three-year bat- 
tle with the Federal Communica- 
tions Commission on license re- 
newals for tv properties now will 
lead to increased facilities and full 
power service for WICU, Erie, 
Pa., according to Ben McLaugh- 
lin, WICU general manager. 

The FCC recently rejected 
charges that Mr. Lamb failed to 
reveal past associations with the 
Communist Party and communist 
front organizations (AA, June 17), 
and permitted the renewal for 
WICU. 

The station’s power boost will 
provide service for additional 
homes in the New York, Pennsyl- 
vania and Ohio areas bordering 
Erie County, according to Mr. 
McLaughlin. # 


Traub Appoints BSF&D 
Brooke, Smith, French & Dor- 
rance has been named to handle 
advertising for Traub Mfg. Co., 
Detroit, effective July 1. Traub 


/ makes wedding and engagement 
| rings. Thomas & Brewer, Dearborn, 


Mich., is the current agency. 


| Dr. Cantelmo Turns Adman 


Dr. A. L. Cantelmo, a surgeon, 
has been appointed medical direc- 


\tor of the pharmaceutical division 


of Brudno & Bailey, Westfield, N.J., 
advertising agency. 
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P. 0. Economizing 
May Hit 2nd, 3rd 
Class Mail Users 


(Continued from Page 1) 
ating costs. 

The committee said these chang- 
es can be made by administrative 
order, and that it is surprised that 
some of them have not already 
been made. 

As an example, it said, the de- 
partment ought to require pub- 
lishers and third class mail users 
to completely zone all their mail 
to city destinations. 

This move, which would save an 
estimated $5,000,000 in handling 
second and third class, has been 
resisted by business mail users, 
who say costs involved for mailers 
would be exceedingly high. 

The committee also reported 
substantial sentiment for the elim- 
ination of money order service in 
first and second class post offices, 
a step which reportedly involves 
a potential saving of $26,000,000. 


® Finally, the committee said it 
could not too strongly emphasize 
its belief that with the modern 
trend toward a five-day week the 
department should reexamine city 
delivery service “to effect such 
economies in Saturday service as 
are in keeping with the pattern of 
business, industry and suburbia 
generally.” 

An initial show of resistance by 
members of the House appro- 
priations committee who have 
tried to curtail Post Office funds 
for the coming year quickly dis- 
appeared as the committee began 
to hear from “folks back home” 
who are worked up over the pos- 
sibility that their post offices will 
stop operating on Saturdays. 

In the past, several members 
of the appropriations committee 
have hinted that the Post Office 
ought to catch up with U.S. in- 
dustry and go on a five-day week. 


® By mid-week, however, the 
subcommittee gave its approval to 
all but $16,000,000 of the special 
$149,000,000 extra appropriation 
which Mr. Summerfield says he 
needs in order to maintain full 
service in the year starting July 1. 

In part the change of attitude 
may have been due to a flood of 
editorials and letters from small 
newspapers which expressed fear 
that their distribution systems 
will be upset unless postal service 
is available on weekends. 

While Congress is not likely to 
beat the July 1 deadline which 
the department set for action on 
its extra funds, the action of the 
appropriations committee this 
week eliminates the most serious 
obstacle facing the appropriation, 
so Mr. Summerfield will probably 
delay action on service curtail- 
ments beyond July 1. 


s In the Senate, Sen. Frank Carl- 
son (R., Kan.), a member of the 
Senate post office committee, took 
the floor to urge quick action on 
an ample appropriation. He said 
it is “unthinkable” that Friday’s 
newspapers would be received on 
Monday morning, or that any ru- 
ral post offices be closed. 

“While it is true that in many 
instances the fourth class post of- 
fices do not serve a large number 
of persons,” he said, “they are 
important adjuncts to rural com- 
munity life.” + 


MCA-TV Advances Marget 
Lou Marget, formerly an assist- 
ant in the sales promotion depart- 
ment of MCA-TV, New York, has 
been named supervisor of sales 
promotion for the tv film syndi- 


cator. 


Cinzano Leaves 
Orr, Moves to 
Adams Agency 


(Continued from Page 1) 
Burke Dowling Adams to handle 
its Italian vermouth, effective 
Sept. 10. This is the second ac- 
count to move from Orr to Adams 
(the other: Air Express), and it 
is the second account which will 
now be handled at Adams by 
George H. Guinan, who was a vp 
and account executive at Orr. 

A third account handled by Mr. 
Guinan at Orr, American Interna- 
tional Underwriters, has been 
holding conversations with Burke 
Dowling Adams Inc., and its dis- 
position is believed to be current- 
ly under negotiation. 

The Cinzano account has run 
around $175,000, and its budget is 
expected to go up after the change- 
over. Added to the $4,000,000 Jer- 
gens account and the $500,000 Air 
Express, it means that nearly $4,- 
800,000 has been chopped out of 
the $6,000,000 Orr agency in less 
than a month. The Cinzano switch 
was finally made after several 
weeks of indecision. 


s On the brighter side, Orr exec- 
utives went to Washington this 
week and apparently nailed down 
their recent renewal of the $300,- 
000 National Guard contract 
through June 30, 1958. 

The National Guard was as- 
sured that Orr would be billing 
on Jergens through Nov. 30 and 
that there was no _ question 
but that the agency would be in 
business through December. 

Maj. Gen. Edgar C. Erickson is- 
sued a statement saying he had 
been assured that no National 
Guard people had left Orr and 
that they will remain with the 
agency to service the account. 

The Orr executives also are un- 
derstood to have told this client 
that the Pan-American Coffee Bu- 
reau account—$1,000,000—was “a 
bit uncertain” but likely to stay 
with the agency. 

Pan American ad manager Ed- 
ward Van Horn told ADVERTISING 
AGE today he had received some 
35 phone calls from agencies but 
was not having personal conversa- 
tions with any of them. 


® Meanwhile, the future of the 
Andrew Jergens Co. account re- 
mained undetermined as the Cin- 
cinnati company continued to visit 
agencies in town. Among those do- 
ing the visiting are William Haus- 
berg, vp in charge of advertising, 
and Joseph D. Nelson Jr., president 
of Stockton, West, Burkhart, the 
Cincinnati agency which has han- 
dled Jergens facial cleanser and 
new products for about ten years. 

C. Thomas Martins, exec vp and 
one of the three major stockholders 
in the agency, told AA that re- 
ports that Mr. Nelson has resigned 
as agency president and would 
land wherever the Jergens account 
settles were “absolutely untrue.” 
He also said there is no possibility 
of Stockton, West, Burkhart losing 
its portion of Jergens and com- 
mented that it was only natural for 
Mr. Nelson to be interested in the 
disposition of the account. 

The agency president is the son 
of J. D. Nelson, exec vp and treas- 
urer of Jergens. + 


FCC Says It Didn't 
O.K. Anti-Trust Aspect 
of NBC Station Swap 


PHILADELPHIA, June 20—The 
Federal Communications Commis- 
sion assured the federal district 
court here today there is no legal 
reason why the Department of 
Justice shouldn’t press its anti- 


| well. Called the Belforte, its range is between that of Sovereign and 


|L. Wolper, who moves up from vp to exec vp of the company, made 


Last Minute News Flashes 


Benrus Names Adams for New Low-Priced Watch 


New York, June 21—Benrus Watch Co. has named Burke Dowling 
Adams Inc. to handle a new low-priced watch line, the Sovereign, 
priced from $7 to $20. Lennen & Newell, which handles the regular 
Benrus line, has been named to handle another new watch line as 


| 
Benrus. 


Eskimo Pie Moves to C&W from Buchanan 


RicuMonpD, June 21—Eskimo Pie Corp., a division of U.S. Foil | 
Co., has appointed Cunningham & Walsh, New York, to nant 
| 


its advertising, as of Sept. 1. Buchanan & Co. is the previous agency. 


P&G Tests Liquid Ivory 


CrncInNaATI, June 21—Procter & Gamble is test marketing a new 
liquid detergent, Liquid Ivory, in Wisconsin. Compton Advertising has 
the account. 


FCC Reaffirms Award of Miami Channel to Biscayne 

WASHINGTON, June 21—The Federal Communications Commission to- 
day reaffirmed its decision to award Channel 7, Miami, to Biscayne 
Television Corp. The commission had been ordered to review its de- 
cision three months ago by the court of appeals here (AA, March 18) 


when the court held that the FCC failed to evaluate fully the role of 
former NBC President Niles Trammell. 


Mathes Adds Bridgeport Brass’ Copperware Line 

New York, June 21—Bridgeport Brass Co. has appointed J. M. 
Mathes Inc. to handle the advertising of its Copperware line of cook- 
ing utensils. Hazard Advertising, the previous agency, retains the re- 
mainder of the account, including mill products, aero-sol, aluminum 
products and tire valves. 


Fostoria Names F&S&R for New Dinnerware Line 

MounpsvILLe, W. Va., June 21—Fostoria Glass Co. will introduce a 
line of Melamine dinnerware with a trade and consumer campaign 
this fall. The company’s agency, Fuller & Smith & Ross, Cleveland, 
will handle the new product. 


Worden Moves to Kastor, Farrell as Exec VP 


New York, June 21—Herbert W. Worden, formerly senior vp at 
Ogilvy, Benson & Mather, has joined Kastor, Farrell, Chesley & Clif- 
ford as exec vp, a newly created position. 


GM Markets Foreign Cars; Other Late News 


e Foreign car sales—100% ahead of last year’s level and promising 
to amount to perhaps 4% of the U.S. market this year—apparently 
are the key to General Motors’ announcement that it will market in 
the U.S. two cars built by European subsidiaries—the Vauxhall Vic- 
tor, to be distributed by Pontiac (MacManus, John & Adams), and the 
Opel Rekord, to be distributed by Buick (Kudner Agency). Adver- 
tising assignments are expected to go to the agencies for the respec- 
tive distributing divisions. Marketing will begin on the Atlantic coast, 
then on the Pacific coast, the two top sales areas for foreign cars. 


e Eastman Kodak Co. (J. Walter Thompson Co.) is said to be the 
leading candidate to become the new co-sponsor of the “Ed Sullivan 
Show” on CBS. Competition was keen for the unexpected alternate- 
week vacancy on this show, which costs $10,000,000 annually. Lincoln- 
Mercury has sponsored Mr. Sullivan since 1950. Lincoln leaves the 
show in the fall, and Mercury cuts back to alternate weeks. One 
factor which may be holding up signing of a new sponsor is the pos- 
sibility Ford Motor Co. may wish to keep the time for another division. 


e The Ford Motor Co. will take over the “Ed Sullivan Show” time 
period on CBS for a one-shot Edsel tv spectacular this fall. The Edsel 
show—probably to be a variety program with top stars—will be pro- 
duced and staged entirely separate from the Sullivan operation. Foote, 
Cone & Belding is the agency. 


e Joseph Harris, president of Flamingo Films, New York, and David 


it clear this week that they are not selling their interest in the tv film 
production-distribution company (see earlier story Page 22). At the 
same time they reported that Essex Universal Corp., a holding com- 
pany and parent company of Flamingo, has acquired a controlling 
stock interest in Continental Thrift Co., a California industrial loan 
company, and Concord Securities, a New York broker. It is Essex, not 
Continental, to which former exec vp Sy Weintraub sold his Flamingo 
stock, Mr. Weintraub revealed. 


e John J. Duffy has been named sales promotion manager of Kraft 
Foods Co., succeeding James E. McClellan, who resigned to join Pro- 
gressive Grocer as general sales promotion manager (AA, June 17). 
Mr. Duffy previously was in charge of Kraft’s sales training program. 


e Charles T. Rabkin has joined Emil Mogul Co., New York, as ac- 
count group supervisor and member of the plans board. Formerly as- 
sistant vp in merchandising and new product development at Revlon 
Inc., Mr. Rabkin’s new duties include responsibility for Park & Til- 
ford liquors and Tintex home dyes. 


e William C. Gillogly, formerly eastern sales manager for ABC tele- 
vision, has been appointed director of sales for ABC-TV’s central di- 
vision, effective July 1. 


trust attack on the NBC-Westing- | tions. 

house station swap, even though! The commission told the court 

the applications had FCC approval. |its “action of Dec. 21, 1955, ap- 
A memorandum of law support-|proving the Westinghouse-NBC 

ing the jurisdiction of the Justice | exchange, did not purport to pass 


Department was filed by the com-| 
mission after NBC told the court 
that the commission’s Dec. 21, 
1955, vote approving the transfer 
precludes other government agen- 
cies from raising anti-trust ques- 


on the anti-trust aspects of the 
transaction, but left that matter 
entirely to the Department of Jus- 
tice and any subsequent judicial 
proceedings that might be insti- 
tuted by the department.” + 


101 


NEW OLD STYLE—G. Heileman Brew- 
ing Co., La Crosse, Wis., is using 
four-color pages like this in dailies 
to announce its first major new 
label change since 1902. Outdoor 
and tv commercials will also an- 
nounce the change. Compton Ad- 
vertising, Chicago, is the agency. 


ARB’s ‘Secret Week’ 
Rating Plan to Skirt 
‘Loading’ of Period 


WASHINGTON, June 20—If Ameri- 
can Research Bureau’s plan for 
“Secret Week” local tv ratings goes 
through, private eyes may find 
themselves with a new source of 
business. 

James W. Seiler, director of 
ARB, today proposed the use of an 
unannounced survey week for rat- 
ings as a solution to what he 
termed the problem of “loading” 
the regular commonly known sur- 
vey period. By loading Mr. Seiler 
said he means the scheduling of the 
best films and all the show promo- 
tion during a rating week, and 
then putting on the old, old movies 
and doing nothing on promotion 
for the rest of the month. 

He said this idea was tried as 
an experiment in Salt Lake City 
in February; a repeat study will 
be made this month, The new 
technique also has been installed 
on a tryout basis in Des Moines 
and Miami. 


s Whether the researcher’s propos- 
al catches on depends primarily on 
the same people whom he accuses 
of having created the “loading” 
problem in the first place—that 
is, the telecasters who subscribe 
to the local service. If there 
aren't enough paying customers for 
the “Secret Week” surveys to make 
them worth while, they will not 
be offered very long. 

The second new plan offered this 
week by Mr. Seiler is a combina- 
tion “one-week, four-week survey 
in which a full sample is used dur- 
ing the normal survey week of the 
month and a partial sample during 
the remaining three weeks.” In 
this case the printed report will in- 
clude four-week average ratings 
for each time period in addition to 
the regular one-week ratings now 
offered. 


® This type of service currently is 
being readied on station orders for 
New York, Houston and Kansas 
City. Salt Lake City and Denver 
have ordered a similar study for 
the 1957-58 season. 

The ARB head said plan number 
two is being offered for two basic 
reasons: (1) as an answer to A. C. 
Nielsen Co.’s four-week average 
local ratings; (2) to reflect differ- 
ences in program appeal, competi- 
tion, etc., on a monthly basis. 

Both the “Secret Week” surveys 
and the combination one-week and 
four-week surveys are available on 
special order for tv markets 


throughout the country. + 


ORT 1k RP OAL § Seale 4 5, meee ean (a= , ae ee ci eee, Se GR MRT CS chiens Bayh 0 wae 5 Oe 2 a hi Pe cee Psd care a sale a 
Bee news as ee yk et hs SOOM ct ERR eee | Re 8 = i dee ee Pee ee oy 4 a eh Po 
open es pote ee ‘a cise gt i ales eS a ae a ae ee evamaieadioet 0 Se a ee a iy Bp SR i nina ak aa a eg ee ee ale 
oo Poe cit aieee  ees Pa aee | Sar. Br aga WS is aT a a ye or Se ra ee Pe al ee ee ee oe a > ae eo ee ees 
a. e”0UlUlllCOD ES ee ee ae ll =e ee Pe” ee 
ae ee ae si eal a ( be ea ae Be alg er ae a iN, aa ee a ete: ae ee est) is. ig iis al ba eee ee Be ae 
7 che « a 
Y; ; LN S 
Kg § §é 
% a 
Y 4 
Yr 
Yy i 4 “a 
itt , 
od ae y 2 . ie 
ee | , S 
SP Ne, 
4 aS 
tw .- » 3 
“} ee 
MEC7, drink tw the new style for Old Style 
ee . — 
a 
ames pape Ne ea 
ce ae eae ea a en ney a ay cre ee ee ee or ere Ap vals 5 Boy plain, ale All RE Denil Se ost Paul. xf eee we. sc a ct ; ares eich ak 
hee ey c So go eee Se oe ee ‘ah CaN he LR lie se , = Sp ee A ema AL ea tai, Be “2 a Cah Ls Se ie eee ee eg art: Yet > : ‘f : mee 
2aes stirs 2 * — eee . 4 22 i (sien ce ak Sel ea LACS “ z i _ t Z os E2 abn tn te | seh BE ey’ ease ee Be ye ce ee MR = ae 5 ah 
na r e t i is ow gears z ete Sess ia ee ie t ey 3 i re ei ae 3 ale pane KE | Sloe Gil d Ce ets Ly : = - 
Nag RE ase eu Mal cole aM gin lho s eet ek ie ee RR eo PL ets St Na, te Noe eng pea de Le te a peee en cole eT 0 ee Orica eS oe i | AS eae ae em ee ga. © et ee 2 ae! oR: CR Pee mr Ee en oe 


a eS oe 


102 


348 + B4+C + 348 + BEC + 948 + BHC + 948 + BEC + D4 + BHC + 948 + BHC + 948 + BHC + 948+ BHC + O+8 


1) 
°} 


.-.. means 


Bertsch + 
Cooper 


... it also means 
Chicago's 
largest, complete 
typographic service 


facilities 


Type faces used are: 
Egyptian Expanded - Stymie Medium 


Marsteller, Rickard 
Offers New Service— 


Farm Editors’ Forum 


(Continued from Page 2) 
tation (via Greyhound) between 
lodge and farm, setting-up and ar- 
ranging for bleachers, etc. By split- | 
ting the tab five ways, the cost per 
company came well within the 
profitable range. (Actually it didn’t 
work out this way. Because it was 
the first such event, the agency is 
absorbing a large share of the ex- 
pense.) supplying photos. 

Also, no single client was pre-| 2. Most editors are busy people. 
pared to put on such a “profession-| Few have time to trip off to some 
al” show—making all arrange-|farm in the country to watch a 
ments, preparing the press kit and| company demonstrate a new prod- 
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- 
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— 


Chestnut Collins Bergen West Swaboda 
FARM LIFE—Taking time out at Marsteller, Rickard, Gebhardt & 
Reed’s farm are Frank K. Chestnut, advertising manager, and 
Harry West, assistant director of research, Niagara Chemical divi- 
sion, Food Machinery & Chemical Corp.; D. R. Collins, vp of Mars- 
teller; Hal Bergen, Burson-Marsteller Associates, and Ed Swaboda, 

J. I, Case Co. 


Maree Bailey begins with the usual pencil and 
yellow pad. And with this equipment, Marge 
writes unusual advertising, the kind of campaigns 
that make competitors say, “How in the world 
did they ever think of that?” Marge created “The 
Thread of the Story is Lurex”; she discovered 
“The Heiress Look” in the furry depths of Dynel; 
and she found a way to give new meaning to silk 
in copy that has helped rebuild a thriving market 
for the International Silk Association. A talent 
such as Marge’s does not deserve to be limited to 
the province of her assigned accounts—and at 
Anderson & Cairns it is not. From her seat on our 
Women’s-Point-of-View Committee this versatile 
advertising woman will contribute to every one 
of Anderson & Cairns’ accounts—including your 
own. If you want to know more about Marge and 
the Women’s-Point-of-View at Anderson & Cairns, 
let Jack Cairns tell you all about it. Just call 
MUrray Hill 8-5800 and ask for the president. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street + New York 22,N.Y. 


FIRST HAND—Niagara Chemical demonstrates a pel- 
letized DDT spreader to some 50 agricultural editors 


Editors’ Forum. 


uct. But, with potential stories 
from five companies, the editors 
felt that the time spent away from 
the desk was well worth while. 
The success of the forum was dem- 
onstrated by the fact that 50 
editors showed up (this is ap- 
preximately double the usual 
turnout at a one-company farm 
function). As one editor put it, 
“I just wouldn’t have been here 
for a single-company show. I 
passed up my national meeting to 
come. I wish more companies 
would go together in this sort of 
thing. It’s a real time saver.” 


s Marsteller, Rickard hit on the 
Farm Editors’ Forum idea approxi- 
mately a year ago. With sales 
volume and profit margin going in 
opposite directions, the agency 
felt that many of its clients were 
interested in cashing in on the 
often overlooked farm market. Of 
the Marsteller clients, seven defi- 
nitely fit the bill. Of the seven, 
five had new product stories to 
tell. They are: 


e Hanson Equipment Co., Beloit, 
Wis., manufacturer of field 
sprayers for weed and pest con- 
trol. (This company accelerated 
its research and development pro- 
gram to have a new product ready 
in time.) 


e Moorman Mfg. Co., Quincy, IIL, 
producer of mineralized concen- 
trates for livestock and poultry 
feeding. 


e Fox River Tractor Co., Appleton, 


Wis., designer and builder of for- 
age harvesting equipment. 


e Niagara chemical division, Food 
Machinery & Chemical Corp., 
Middleport, N.Y., manufacturer of 
chemicals for insect and pest con- 
trol. 


e Delta power tool division, Rock- 
well Mfg. Co., Pittsburgh, Pa., 
maker of farm power tools. 


The two agricultural clients not 


represented at the forum were 
McDowell Mfg. Co., Pittsburgh, 
builder of couplings for farm ir- 
rigation equipment; and Koppers 
Co., Pittsburgh, manufacturer of 
coal tar products for wood preser- 
vation. 

The agency discouraged these 
two clients from participating on 
the ground that they had nothing 
of immediate interest to report to 
farm editors. 

Objectives of the farm forum 
were: (1) Short range—to get 
editorial coverage of the clients’ 


new products and (2) long range—} } 


to acquaint the editors with the 
clients. 


= In addition, the editors were}! 


treated to a panel group discussion, 
in which the future supply of and 


demand for farm products was} ¥ 


analyzed. Panelists were Profes- 
sor Garrett L. Jordan, head of the 
agricultural economics department, 
University of Illinois; Professor 
J. Carroll Bottum, assistant head, 
agricultural economics department, 
Purdue University, and Professor 
Karl Fox, head, agricultural 
economics department, Iowa State 
College. 

WGN-TV kinescoped the Farm 
Editors’ Forum for showing on its 


“RFD Chicagoland” program June 
22. # 
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at the Marsteller, Rickard, Gebhardt & Reed Farm 


Dole Promotes Macfarlane 

Richard M. Macfarlane has been 
named public relations director of 
Dole Hawaiian Pineapple Co., San 
Jose, Cal. Before joining Dole’s 
public relations division in 1954, 
he was with the San Francisco 
News. 


‘Blue Book’ Published 

New England Electrical News 
Inc., Boston, has published the 
“New England Electrical Blue 
Book,” a 410-page directory of the 
electrical industry in the six New 
England states. 


| DOMINANCE 


There are all kinds, but KTTV cre- 
ated an unprecedented kind of 
dominance by walking off with 
four 1st Place Awards in the 
annual station competition spon- 
sored by The Billboard: 


For the best job of promoting a 
syndicated film series (Code 3) 


For the best job of promoting a 
feature film series (Colgate 
Theatre) 

For the most effective job of 
programming TV film shows 
For the most outstanding job 


| of selling national and regional 


2 


advertisers 
Any one of 480 television stations | 
: selling time today could have won 
these awards, but only one did... #f 
KTTV. 
These awards are negotiable. Ask 
your Blair man how KTTY can 
convert this dominance into 
money... 4 


p< ae ve 
Los Angeles Times-MGM 
Television (| | 


| Represented nationally by BLAIR-TV 
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THE TIME READER". .. as seen by 
his best triend 


EDUCATOR 


PATIENT 


GOOD PROVIDER MAN OF STATURE 


*TIME offers the biggest concentrated audience of 
best customers and influential people in the United 
States today. Nevertheless, his friend exaggerates. 
Not all TIME readers are patient. 
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y . . -here’s what PARIS says about PLAYBOY . . . 

’ “‘Our retail dealers and our own salesmen have 
applauded our choice of pLAYBoy as the best 

means of wrapping up the young men’s quality market 

for PARIS BELT. That’s why we’re back in PLAYBOY 

this spring with two full-color pages and plan 

an even larger schedule for fall. 


“When we first advertised in PLAYBOY last year we 
were testing uncharted territory—there hadn’t been any 
men’s wear companies in the magazine. Very frankly 

: we didn’t know what kind of reaction we’d 
a get on our first ads. 


“One of the big surprises with our campaign in ; 
PLAYBOY has been reader write-in response. We didn’t 
expect it, and we certainly didn’t ask for it, but PLAYBOY’s 

readers have been clipping our ads from the magazine 

and writing in for where-to-buy-it information. It 

proves to us we’re hitting a responsive 

audience in exactly the right way. 


zs **We’re sold on PLAYBOY. We’re convinced that the 
young urban man who is reading the magazine regards it 
as a guide to the latest and smartest styles and that’s 
the kind of an attitude that starts fashion trends 

rolling. Our ads are making sure that the trend is toward 
PARIS, and they’re paying off. We’re moving 
PARIS BELTS with PLAYBOY.” 


PARIS is not alone. Here are some of the other top 
quality national advertisers who have chosen PLAYBOY 
as their means of advertising to the important 

young mer who influence all the others. 


—™ were moving Paris Belts with PLAYBOY” 


Z ; ABC — Paramount Records 

ae After Six Formal Wear 

Allen-A Underwear atl 

Ambassador Clothes “Te ' 
Budweiser Beer is 
Chief Apparel ’ 
Columbia Records 4 
Coty Parfums , 
Diners’ Club 

| Electro-Voice, Inc. 

S Griffin Microsheen Shoe Polish 

> Grundig Majestic Hi-Fi 

a H. I. S. Sportswear 


™ Hickok Belts 
oe Kaywoodie Pipes : 
a Kentucky Club Tobaccos : a 


James B. Lansing Sound, Inc. 
Lanvin Parfums 
M-G-M Pictures 
Marlboro Cigarettes 
Medico Pipes 
Plymouth Rainwear 
Radiant Movie Screens 
Renault Cars 
" Samovar Vodka 
." Schenley Champion Bourbon 
: Southern Comfort 
Sportsman Toiletries 
Swank Jewelry 
Verve Records 
| Hiram Walker Whiskey 
ft West Mill Clothes 
Fa Winston Cigarettes 


— 
prayeoY 
ig 


What can PLAyBoy help you move? We have a highly 
responsive audience in a top income bracket that can’t be 
duplicated—and we have new statistics to prove it. 

It’s worth a phone call or a letter today to find 

out more about the 795,965 young men who buy 
PLAYBOY every month. The facts sold PLAYBOY to PARIS. 
Why not move your product with pLayBoy, too? 


PLAYBOY 


232 East Ohio Street, Chicago 11, MI 2-1000 
598 Madison Avenue, New York 22, New York, PL 9-7470 


While Larry Silverstein, Advertising Manager for Paris Belts, rides 
high with PLaYBoY—dim Sachs, Vice President and General Sales Manager, 
insisted on our dramatizing the fact that no matter how good PLAYBOY’s 
o advertising impact might be, the sales department still has to push a little. 
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